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  This book goes out to all the self published and independent authors who have been struggling to have their books be seen
in a supermarket with a million other cans of beans on the shelves.
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  Who This Book Is For


This book is written for self-published authors who believe their work deserves to be discovered, but who have realized that simply publishing a book is not enough. 
If you have published a book and watched it quietly disappear among thousands of others, this book is for you.
If you have tried marketing advice focused on social media tactics, launch-day hype, or chasing algorithms, and found it overwhelming, ineffective, or unsustainable, this book is for you.
If you want a clear, practical system for making your book visible, discoverable, and chosen — one that focuses on long-term relevance rather than short-term promotion — this book is for you.
This book is especially suited for nonfiction authors, professionals, and thought leaders who want their books to reach the right readers over time, not just briefly promoted at launch.
It is not a collection of shortcuts, growth hacks, or viral tactics. Instead, it provides a framework for understanding how books are discovered, how trust is built, and how readers decide what to choose from an overcrowded shelf.
This is not a launch-day marketing book. It is a discoverability system designed for long-term visibility, helping your book be found, read, and chosen over time.
This book respects both your work and your readers and is designed to give your book a real chance to stand out in a crowded marketplace.






  
  This book is meant to be used, not just read. Each chapter addresses a specific part of the challenge self-published authors face in making their books visible, discoverable, and chosen by readers. 
You do not need to read it straight through to benefit from it, although doing so will help you understand the full framework. Each section can be applied independently, allowing you to focus on the areas that matter most to your book right now.
Before you begin, be clear about one thing — this book does not ask you to chase every trend, master every platform, or overwhelm yourself with constant promotion. Instead, it teaches how discoverability actually works and where your effort creates the greatest return.
Unlike books that focus only on quick promotions or viral tactics, this book is about building lasting discoverability — creating signals that help your work stand out long after launch.
As you read, apply the ideas directly to your own book. Consider your title, subtitle, description, positioning, and audience as you go through each chapter. Small, intentional changes will create more impact than broad, unfocused effort.
If you already have a published book, use this book as a guide to audit and refine its visibility. If you are preparing to publish, use it as a foundation to make decisions that ensure your book is not just placed on a shelf, but given a real chance to be found and chosen.
You do not need to implement everything at once. Start with the areas that bring clarity and alignment, and build from there. Return to this book as your goals evolve — the principles here are designed to support long-term discoverability, not short-term noise.
At the end of each chapter in the print version, you will find a blank page for your notes. Use it well, and often.







  
  The Wilder Way to Get Things Done

Reference Books to Improve Your Life


The Wilder Way to Get Things Done  is a growing reference series designed to explain the systems that quietly determine success in modern life—and to make those systems usable by people who were never taught how they work. 
Each book in the series focuses on a specific domain where outcomes are often misunderstood, obscured, or oversimplified: how careers advance, how projects actually get finished, how money, marketing, time, technology, or institutions really function behind the scenes. Rather than offering motivation or shortcuts, the series breaks complex processes down into clear structures, practical decisions, and repeatable frameworks.
These books are written for intelligent, capable people who are willing to do the work—but who have not been given a map. People who sense that effort alone is not enough, and that results depend on understanding the rules of the system you are operating within.
The goal of the series is not to tell readers what to think, but to show them how things work. Each volume emphasizes clarity over hype, explanation over opinion, and execution over theory. The tone is grounded, direct, and realistic—designed to leave readers more capable, more confident, and better equipped to make informed decisions in areas that affect their careers and lives.
The Wilder Way is not about perfection, hustle culture, or overnight success. It is about competence, leverage, and long-term sustainability. Build the foundation once. Refine it over time. Use it wherever it applies.
Each volume stands on its own. Together, they form a practical library for people who want to understand the systems around them—and use that understanding to move forward with purpose.






  
  Introduction

Imagine your book as a single can of beans on a grocery store shelf.


The supermarket contains a million different brands of canned beans. Each has a single can in front of the other, and each has a different label. 
On each shelf, there are thousands of other cans, all lined up in perfect rows. Some have bright labels. Some were placed on the eye-level shelf by a merchandising team paid extra to make sure customers see them. 
A few sit on the endcap with discount tags or free samples, also paid product placement by the bean companies. Most cans are somewhere in the middle — invisible unless someone already knew exactly which brand they came to buy.
This is exactly how book retail works.
Amazon is just one “grocery store” in a chain that stretches around the world: Barnes & Noble, Books-A-Million, Walmart, Target, Waterstones, Booktopia, Kobo, Indigo. Every day, these stores add more cans to the shelves. Hundreds. Thousands. Millions over a year.
And every author believes their can deserves to be chosen.
Uploading a book to Amazon KDP or IngramSpark is the equivalent of placing your product somewhere on this supermarket shelf. No fanfare. No spotlight. No signage. It is stocked quietly, and stored deep in a warehouse of digital aisles that customers rarely stroll through unless directed.
If you send your Amazon link to friends and family, that’s the same as walking people down the aisle and pointing to your can. They will likely buy one out of support. But customers who don’t know you personally are not walking blindly into the store hoping to stumble upon your brand. 
They pick what they recognize. Brands they have heard about. Ones that have reviews when they researched them.
But brands don’t become recognizable by sitting on a shelf and waiting.
Some authors say, “I wrote it, I uploaded it — why isn’t it selling?” They believe publishing equals discoverability. That myth is the most expensive misunderstanding in the entire industry.
A retailer’s job is to stock products. They do not design the label, they do not tell the story behind it, and they do not go out into the neighborhood convincing people to give it a try. 
Retailers do not make readers care. Marketing does.
Marketing is not about shouting “buy my book.” It is the ongoing work of making sure your label — your cover, your story, your voice — is known before anyone enters the store. It is what moves your book from the bottom shelf to the eye-level display, from anonymity to recognition, without paying extra, because people are buying your can of beans.
Good marketing builds visibility.
Visibility builds credibility.
Credibility leads to discovery.
This guide exists because far too many good books have been placed on the shelf with no plan for how readers will ever find them. Publishing without marketing is not a launch. It is abandonment.
The shelves are full. The supermarket is loud. Your story deserves more than to blend into the rows.
Most marketing guides, or marketing specialists tell you what to do. We are going to tell you “How to” do each of these, as well as the various reasons behind it. We are not going to just throw out a bunch of acronyms and words to confuse you, but break them all down so you understand not just the “How” but more importantly the “Why” and “Why not.”
Building your brand is very key to a successful marketing strategy. “Building your brand” is not a cute marketing phrase, but more about defining who you are as a writer, communicating that to readers, and it tells them more of your personality, values, and perspective. Readers love to connect with relatable people and their stories. A strong brand maintains your voice while visually representing your identity through your books, website, social media, and any public appearances. Building your brand builds trust with readers and recognition.
In the chapters ahead, we will build your marketing foundation step by step. You will learn how to create a professional author presence, how search engines and AI make decisions about which books to show, how to use social platforms in a way that builds genuine attention, and how to reach beyond the internet into bookstores, libraries, and communities. By the end of this book, you will not only understand how modern book marketing works — you will have a complete plan designed for your genre, your goals, and your publication path.
Throughout this book I’ll use novels and mysteries as examples, but the systems apply equally to nonfiction, memoir, poetry, children’s books, and any work you publish.
With that said, let’s place your book where readers can actually see it. 
It is time to spill the beans.








  
  Chapter one
Build Your Book A Home

“Does this author look professional, serious, relatable and reliable?”


Before you market anything, the very first question a reader asks — whether consciously or not — is simple: 
“Does this author look professional, serious, relatable and reliable?”
A professional author website is the only digital property you own. Social media accounts can be shut down, sales pages can disappear, distributors can change their policies. Your website is the stable center of your writing career — your headquarters.
Uploading to Amazon alone is not a home for your books, or an author’s headquarters.
It is a shelf space.
If you want readers to find you, remember you, and trust you, you must give your book and your identity a home.
And that home needs a front door that belongs to you:
A domain name you own.
You do not want a domain that belongs to someone else:
yourname.wordpress.com
yourname.wixsite.com
yourbook.weebly.com

Those are borrowed hallways in someone else’s store. They signal temporary, amateur, and replaceable. A paid, professional domain signals permanence.
It tells Google, AI search systems, and — most importantly — readers:
I am here on purpose, with a purpose.
What Your Website Must Do
There are three mission-critical functions your website must perform for you:
Tell readers who you are
Show your books clearly and professionally
Give a simple way to buy the book

Not one of these tasks should rely on a retailer.
When the first link you share is “Amazon.com,” you give Amazon all the credit for your discoverability — and a large percentage of every sale.
Why Your Website Should Sell Directly
Because direct sales mean direct revenue — and direct reader relationships.
Example:
 If your paperback is $16.99…with a print cost of $8.02
Amazon typically takes a minimum of 40% of retail before printing (that’s $6.80 for Amazon)
It leaves a pre printing royalty of $10.20. After printing, you might see $2 per book

But if you sell from your own ecommerce page:
You order author copies (print cost only)
Amazon or IngramSparks prints and ships directly to the 
You keep the buyer’s full payment minus shipping + ~2.9% card fees
Profit per book can rise to $8–$10+
Same reader. Same book. Same printer. Same shipping. Double the profit.
More importantly:
The reader becomes your customer — not Amazon’s customer.
You can invite them to your newsletter.
You can tell them about your next release.
You can turn a one-time reader into a long-term fan.
Retail platforms never give you that connection.
They take the money and hide the customer.
Your Website Is Also a Data Anchor
Every book has a unique digital identity:
ISBN
Title
Author Name
Genre
Keywords
Reviews
Links
Metadata
When all of your discoverability pathways — YouTube, TikTok, IngramSpark, Google Books, Pinterest, Goodreads — point back to your website, your website becomes the authoritative source of truth for searches.
Search engines — and now AI search — reward that consistency by ranking you higher.
Which means:
Your website is the center of Chapter Two:
 SEO + AI-SEO + backlinks.
We will build that system in the next chapter.
But first, you must construct the home.
SECTION 1 — How to Build a Professional Author Website
This is the exact step-by-step approach — no tech jargon.
Step 1: Buy Your Domain Name
Cost: $12–$20 per year 
Recommended format:
yournameauthor.com
yournamebooks.com
firstnamelastname.com
Avoid book-specific domains (titles change).
Avoid nicknames people can’t spell.
Easy to use registrars:
Namecheap.com
Google Domains (if available in your country)
Siteground
Your website will keep ownership in your author name.
Step 2: Hosting (Your Website’s “Land”)
Cost: $8–$15 per month (Some can be bought for less, but may require more experience)
Recommended for authors:
SiteGround (excellent WordPress support) - especially ideal if domain is purchased with them
Bluehost (economical starter option)
Hosting gives you:
Professional email (yourname@yourdomain.com)
Control of design
Secure and scalable traffic
Step 3: Choose a Platform to Build the Site
Easiest and strongest option: WordPress + Elementor + WooCommerce
Alternatives:
Squarespace (easy, slightly more expensive)
Shopify (if ecommerce first — Shopify has quite a high percentage of sales taken and fees)
Wix (last resort — weaker SEO)
Step 4: Structure the Website and Building a Recognizable Brand
Your brand is the memory a reader keeps of you
Branding is not just a logo.
Branding is not just a pretty banner.
Branding is recognition.
A strong brand answers these questions immediately:
• What kind of books do you write?
• What emotional promise do you offer the reader?
• Why should a reader choose you again?
On your website, that brand must appear visually and emotionally in three key elements:
Header Images / Hero Section
This is the first impression — use:
 • Professional book cover image(s)
 • Tagline that tells the reader your category and vibe
 (Example: “Sherlock Holmes Mysteries Meet the Modern World”)
 • High-quality background that matches your genre
 (no generic stock photos)
Color Palette - Be consistent with these
Colors should match:
 • Your book covers
 • Your genre’s expectations
 • Your personality
Examples:
 • Mystery/Thriller: dark tones, deep reds, metallic accents
 • Romance: soft pastels, rose hues
 • Sci-Fi: rich blues, neon accents
Typography
Two fonts, maximum three:
 • One serif for professionalism (headings)
 • One sans-serif for readability (body text)
Consistency tells readers you are not a hobbyist.
Branding rule of thumb:
Use the same colors, fonts, banner images, and tagline across:
• Website
• Social media profiles
• YouTube channel art
• Press Kit and bookmarks
• Digital and printed marketing
This alignment builds memory — and memory builds trust.
Readers must recognize your brand before they remember your name.
Building the actual website:
Start with five pages:
Home Page
A short tagline: what you write and why
A strong image of your book(s)
Clear navigation to learn more or buy

Books Page
Each title gets its own sub-page with:
Cover
Blurb
ISBN for each edition
Purchase options (link to book on internal store page)
Early reviews or blurbs
Links to external reviews

About the Author
A professional bio (human, concise)
A quality headshot
A reason readers should care
How your life ties in with your stories
Contact
A simple contact form
Optional press/media kit link later
Store Page
Where buyers purchase direct
Payment handled securely via WooCommerce/Shopify/Squarespace
Orders fulfilled by author copies drop-shipped from Amazon or IngramSparks
Step 5: Add Your ISBNs to Your Website
Every edition:
Paperback
Hardcover
eBook
Audiobook
Large print
Special/Signature/Limited editions
This links your web presence to your official metadata — critical for both SEO and AI-SEO.
ISBN placement locations:
Book pages
Product pages in store
Footer metadata (small, clean)
Alt text on book cover images

This tells the AI search models: “Yes — all of these appearances are the same book.”
Step 6: Attach Your QR Code
Every printed copy of your book should have:
A scannable QR code inside the back page or on your bookmark
Leading to your website’s store page
Additional options:
A scannable QR code at the end of the book to request reviews — goes to the book page on website where review links are located
A scannable QR code at the end of the excerpt/teaser of another novel you wrote — goes to that book in your website bookstore
A scannable QR code in the Also By at the end of the book  — goes to your website bookstore
This captures new readers wherever the book travels.
Step 7: Checklist to Go Live
You are ready to publish your site when:
[ ] Domain secured
[ ] Hosting connected
[ ] SSL security active (https)
[ ] All five pages built
[ ] ISBNs properly displayed
[ ] Buy button routes through your store
[ ] Payment methods tested
[ ] Social links included, but NOT primary focus
[ ] Mobile view tested
[ ] Page load speed is fast enough (under 3 seconds)
That is the entire foundation.
SECTION 2 — Why This Matters So Much
A book without a website is a book without a home. It exists only as long as a retailer allows it to.
Platforms decide:
If you are searchable
If your book appears in recommendations
If the link remains active
If your edition gets replaced without warning
When the retailer is the only place your book lives, the retailer controls your future.
When your website is the central hub, you control discoverability, credibility, and sales.
An added note: If you have a traditional publisher, they should provide an author website, or an Author Centric Publisher will offer one at less than $100.00 per year and handle all of this for you.
This book will next show you how to build search pathways leading readers to your digital doorstep — not Amazon’s.
But first…
We will answer in the next chapter:
How does Google decide what to show first?
Why do AI systems like ChatGPT recommend some books but not others?
Where do ISBN placement and metadata matter?
What is a backlink and how do you get them?
Why social media alone does not build visibility
And most importantly:
How do you set this up from day one?
Because the only thing worse than being invisible is being invisible in multiple places.

A Note Before We Move Forward
Your book cannot be discovered unless every system knows exactly which book it is.
That identity — across every retailer, library, and AI search tool — is controlled by one thing:
Your ISBN.
In a later chapter, we will show you how ISBNs work, how they link all of your marketing efforts, and why a free one from retailers can quietly suffocate your book’s reach.
For now, remember this:
A website gives your book a home.
Your ISBN gives it identity.
Without both, discoverability collapses.
In the following chapters, you will see the importance of a consistent ISBN presence. The “free” ISBNs are attached to just the retail platform, and the platform becomes the publisher of record for that edition. To publish elsewhere, you will need a new “free” ISBN from the next platform. That makes them the publisher of record, with a different ISBN for the same book and the requirement for a second (or third) edition.






  
  Chapter two
Be Found on the Internet

SEO, AI-SEO, and Backlinks


In Chapter One, we built your home. Now we will install the road signs to help people to find you. 
What we’re building here is the map — the digital pathways that lead readers directly to your doorstep. In publishing, the map matters most. Even the greatest book cannot be found without a route that points to it.
This is where three invisible forces become your best marketing allies:
Search Engine Optimization (SEO)
Artificial Intelligence Search Engine Optimization (AI-SEO)
Backlinks
Let’s break down what they are without the jargon.

What SEO Really Is (Plain English)
SEO tells search engines such as Google:
“This book exists. Here is who should care.”
Your book and website get scanned, analyzed, and ranked based on:
• What words, phrases and keywords readers search for
• How trustworthy your website appears
• How many other places point back to you (backlinks)
Search engines are librarians. They organize the world — then decide who gets placed on the front desk and who is stuffed in the basement archives.
Without SEO, your book is filed in the wrong section — or not shelved at all.
What AI-SEO Is (The New Frontier)
AI-SEO is the same concept, but with artificial intelligence as the librarian.
More readers are now asking:
“ChatGPT, what new mystery novels should I read?”
“What’s a thriller like Jack Ryan?”
“Romances set in Tuscany?”
AI engines do not just search the entire internet like search engines do (Google, Bing, DuckDuckGo, Yahoo, etc). 
They search the trusted parts AND they search the search engines to compile the information in a clean, clear, well delivered response.
If your website and book metadata are:
• Accurate
• Consistent everywhere
• Widely referenced
AI will mention you. If not — you are invisible.
Here’s the rule between SEO and AI-SEO:
Google will eventually find you if you exist.
AI will only find you if the industry recognizes you.
This is why your ISBN matters so much — it is the anchor for your identity across all systems.
What Backlinks Are (The Most Important Part)
A backlink is simple:
Any other website that links to your website.
Search engines treat backlinks as votes of confidence.
*Not All Backlinks Are Equal — And Some Don’t Count at All
Some platforms block or strip backlinks so search engines can’t read them.
Noteworthy to mention:
• Facebook converts most external links into “nofollow” links
 Meaning: search engines do not count them as endorsements
• Amazon does not allow backlinks to your website in product pages or author profiles
 Meaning: Amazon gets credit for your visibility — not you
• Goodreads (owned by Amazon) displays your links,
 but most are also “nofollow”
 Meaning: good for credibility with readers, weak for SEO
So while these links can help readers, they do nothing to improve your discoverability in Google or AI search.
The only backlinks that truly grow SEO authority are those that:
• Search crawlers can access
• Pass ranking value
• Demonstrate industry recognition
A few examples, ranked by authority:
High authority (powerful)
• Libraries
• Bookstores
• News articles
• Publisher websites
Medium authority
• Goodreads
• Google Books
• YouTube video descriptions
• Major retailer listings
Lower authority (still helpful)
• Author interviews
• Pinterest boards
• eBay listings
• Book club blogs
You want all three.
Each backlink whispers to search engines:
“This book matters.”
 “I vouch for this author.”
 “Show them to more readers.”
Backlinks turn presence into priority.
Why ISBNs Matter in Search Visibility
Every edition of your book has its own ISBN:
Paperback
Hardcover
Ebook
Large Print
Audiobook
Your ISBN is not a number — it is your digital identity.
When the same ISBN appears:
• On your website
• On retailer pages
• In YouTube descriptions
• Inside Pinterest pins
• In metadata on Google Books
AI and Google can confirm:
“Yes. These are all the same book.”
Consistency = discoverability.
We cannot emphasize enough the importance of owning your own ISBNs, or a publisher controlling them for you, rather than a loose collection of “free” ISBNs that do not link your books.
Example Time
Modern Mystery: “The Lisbon Exchange”
If your book is a modern-day Sherlock-style mystery, search engines need clues to identify your readers. You would use phrases like:
“Modern detective mystery book”
“For fans of Sherlock Holmes”
“International mystery thriller set in Lisbon”
“Clever puzzle mystery with high stakes”
Those key phrases should appear, naturally, in:
• Website book page (headline + first paragraph)
• Product listing (WooCommerce)
• YouTube video and description
• Pinterest pin caption
• Metadata fields in Bowker/Ingram
If those clues appear everywhere — AI connects them.
If they appear only on Amazon?
Amazon gets the credit.
The Author’s Task in SEO and AI-SEO
You are not gaming the system.
You are teaching it.
You teach search engines:
Who your book is for
Why they care
Where to find you
SEO and AI-SEO work slowly but permanently.
Every post, page, and link builds your authority.
Small efforts compound into major visibility.
The How-To System: Step-by-Step
Below is your exact roadmap — no shortcuts, no confusion.
NOTE: These require consistency in the ISBN. Having a different ISBN in each post does not help. It hurts, in fact. 
Step 1: Register Your Book in Google Books
This takes five minutes and creates a massive authority backlink.
Why?
Google trusts Google.
Upload your:
• ISBN
• Cover image
• Description
• Search categories
*We can go back to add BISAC Metadata after, once we build it out in a few chapters
Now Google’s library knows where you live and you have another platform where you can sell your book.
 — And AI references Google’s library database constantly.
Step 2: Create a YouTube Author Channel
No — you do not need to show your face.
Why YouTube matters:
It is the #2 search engine in the world.
It is owned by the same parent company asGoogle
Videos to start with:
 • Book trailer (AI-generated is fine to start)
 • Reading chapter excerpts (audio only is fine)
 • “What inspired this story?” (readers love the backstory)
 • “Meet the characters” (creates a connection)
 • Behind-the-scenes research notes (Tells the journey)
Every description includes:
– ISBN
– Website store link
– “For fans of … ” statement
Example: Mystery
 “For fans of Sherlock Holmes and Daniel Silva.”
Example: Romance
 “For fans of Colleen Hoover and Christina Lauren.”
Example: Fantasy
 “For fans of Sarah J. Maas.”
These feed AI directly.
Did you recognize these as SEO and AI-SEO?
Step 3: Add the Same Keywords Everywhere
Google and AI connect the dots when the dots match.
Put your top 5–10 search phrases in:
 • Website homepage tagline
 • Book description section
 • Author bio
 • YouTube descriptions
 • Pinterest pins
 • Press releases
 • Metadata fields
It is not spam.
It is creating clarity.
Step 4: Create High-Value Backlinks (Easy Wins)
Start with:
 • Goodreads (must)
 • Google Books (done already)
 • Barnes & Noble listing (from IngramSpark upload)
 • Walmart / Waterstones (from IngramSparks upload)
 • eBay listing (SEO booster — not necessarily for sales)
 • Library of Congress Control Number (or your nation’s national library) *
 • Genre-specific blogs (“Cozy Mystery Corner” etc.)
Every time a new link goes live, search engines push you upward.
*National library listings create future library listings, such as WorldCat, LibraryThing, Baker & Taylor, academic indexes, etc. 
These systems create verified database listings across high-authority domains, producing valid backlinks to your ISBN and author name, as well as backlinks ranked high by Google and used in AI recommendation logic.
A quick visual path: LCCN → Library listing → Authoritative backlinks → Higher SEO and AI search relevance
Step 5: Social Media — with Structure
Not “post randomly and hope.”
We will dedicate entire later chapters to:
 • TikTok (BookTok) — fast discovery
 • Instagram (Bookstagram) — aesthetic + connection
 • Reddit — credibility with genre communities
 • Substack — subscription audience
 • Pinterest — long-term visibility
 • Facebook — existing reader base
Each platform plays a different role.
We will build them one by one.
If You Can’t Afford Everything Yet: The Minimum Viable Stack
If you absolutely cannot afford to do everything at once, you are not disqualified from building a career. You just need to be deliberate about what comes first.
Here is a practical, minimum viable stack and the order to implement it.
Phase One — Year 1: Foundation on a Budget
 — Own your domain and build a basic author website.
 — One or two clean pages are enough to start: a home page, a book page, and a contact form.
 — Buy one paid ISBN and use it for your eBook edition.
 — Start with eBook only. It has higher payout potential with minimal upfront cost.
 — List that eBook on your primary retailer(s) using your ISBN. Make sure your website link appears in the listing and in the back of the book.
 — Create a Google Books listing tied to that ISBN.
This anchors your book in Google’s own metadata search systems and helps with AI-SEO later.
 — Find your book on Goodreads and claim your author profile. This is where early reviews and reader proof can begin.
That is enough to publish without sabotaging your future.
Phase Two — Year 2: Expand the System
When money allows, add:
 — A simple, consistent email list and newsletter.
 — Any additional wide-eBook distribution (Kobo, Apple Books, etc.).
 — A full ISBN set for all planned formats: paperback, hardcover, large print, audiobook.
 — An IngramSpark upload for print distribution to bookstores and libraries.
You are not behind if this takes time.

Books are not ice cream. They do not melt while you save money to market and publish them properly. A book done right a little later will always outperform a book thrown into the world half-prepared today.
The Single Most Important Rule
Always — always — link back to your website, not Amazon. Not even Barnes & Noble.

Amazon keeps their customers.
You need to build and keep yours.
Your website is your home.
Backlinks are the roads leading to it.
SEO and AI-SEO are the road signs clearly directing readers to you
The future of book marketing belongs to those who build the map.

End-of-Chapter Checklist
By the end of this chapter, you should have:
[ ] Google Books listing created
[ ] YouTube channel launched
[ ] 5–10 keywords selected
[ ] ISBN on all media + metadata
[ ] At least 5 backlinks established
[ ] Website recognized as your authority source
[ ] A clear genre-aligned search identity
If not — no shame.
Just start now.
In the next chapter we will discuss how social platforms work together — and how to use them without burning out.
Because the goal is not to become an influencer.
The goal is to become findable.








  
  Chapter three
Social Media


In the last chapter, we built the roads and signs that help search engines and AI find your book’s home and your headquarters. 
Now we move into a different kind of traffic — the kind that talks back.
Social media is where readers see you move, hear your voice, and decide if they want to spend time with you on the page.
It is also where most authors burn out.
They are told to “be on TikTok, Instagram, Facebook, X, YouTube, Reddit, Substack, Pinterest” — all at once. 
They try to be everywhere, post everything, copy what they see from others, and end up exhausted with nothing to show for it.
You are not trying to become an influencer. You are trying to become findable, memorable, and trustworthy.
Social media is not your foundation. Your website is your foundation.

Social media is a set of bridges leading people to that home.
Used correctly, it will:
• Put your book in front of the right readers
• Reinforce your brand
• Provide signals for SEO and AI-SEO
• Give you early feedback on what resonates
Used badly, it becomes a time sink that produces nothing but frustration.
Our goal in this chapter is simple:
Help you choose the right platforms, set them up correctly, and use them with a rhythm that fits into a normal life.
You do not need to be everywhere. You do need to be intentional.

We will start with a rule that never changes:
Always send readers back to your website, not to Amazon or another retailer’s site.
Every profile, every bio, every pinned post should point to your site — where you control the message, the branding, and the purchase options.
Think of social platforms as rented billboards. Your website is the only property you own; and once a person drives by —it is gone unless you have more. 
Let’s walk through the major platforms, one by one, in simple terms.
Choosing Your Primary Platforms

If you try to master everything at once, you will master nothing.
Start with:
• One primary platform for discovery
• One secondary platform for depth and updates
For most authors, that means:
Primary: TikTok (BookTok) or Instagram (Bookstagram) or YouTube
Secondary: Email newsletter (Substack or similar) or Facebook
You can add Reddit and Pinterest later as your comfort grows.
For the rest of this chapter, we will assume:
• You write either mystery, thriller, romance, or fantasy
• You have a website already live
• You have one book in market or coming soon
If you have more books, the strategies only become more effective.
TikTok — BookTok for Fast Discovery
TikTok is where readers talk to each other about the books they love and get to know writers. 
BookTok has launched careers, revived backlist titles, and put indie authors on bestseller lists.
You do not need to dance. You do need to be willing to speak plainly and show up consistently.
Step 1: Set Up Your Account
Download TikTok and create an account using your author name.
Example: @EmilyHartAuthor
Add a profile picture that matches your website author photo.
Write a short bio that says three things:
• What you write
• Who it is for
• Where to find you

For example, for a modern mystery writer:
“Author of The Lisbon Exchange — modern Sherlock-style mysteries set across Europe. New releases and extras at emilyhartauthor.com.”

Add your website link in the profile. This is non-negotiable.
Step 2: Learn Before You Post
Spend at least three to five days watching BookTok:
• Search for hashtags like:
 #BookTok
 #AuthorTok
 #DebutAuthor
 #MysteryTok
 #ThrillerBooks
 #RomanceBooks
 #FantasyBooks
 #IndieAuthor
• Note which videos make you stop scrolling:
 – Cover reveals
 – “If you like X, you’ll love this”
 – Short quotes over music
 – “Here’s the book I can’t stop thinking about”
Pay attention to patterns, not numbers. Start following those readers and writers. 
*Keep your focus on only following or being followed by readers and writers to keep your feed BookTok related.
Step 3: Start Posting Simple Content
You do not need perfection. You need honest, clear, short content.
Ten starter video ideas:
“Three reasons I wrote this book”
“If you like Sherlock Holmes, you might like The Lisbon Exchange”
A single favorite line from your book, over a shot of the cover
“Books that inspired mine” — hold up two or three comps
“Meet my main character in 30 seconds”
“I wrote a thriller because…”
“What readers are saying” — a quick on-screen quote from an early review
“A mistake this character made that I still think about”
You flipping through a printed proof copy, with a simple caption
A short reading of a tense or romantic scene (no spoilers)

Each video should include in the caption:
• Your book title
• One or two genre phrases
• Optional “For fans of…” line
• Your website link
For example:
“Reading from chapter one of The Lisbon Exchange — a modern detective mystery set in Lisbon. For fans of Sherlock Holmes and Daniel Silva. Full details at emilyhartauthor.com.”
Step 4: How Often to Post
Start with:
• Two to three videos per week
• Spend ten minutes a day interacting:
– Liking posts in your genre
– Leaving thoughtful, short comments on other authors’ or reviewers’ videos
– Responding to anyone who comments on yours
You are building connections, not shouting into the void.
Instagram — Bookstagram for Aesthetics and Connection
Instagram is slower than TikTok but more stable. It is ideal for:
• Beautiful visuals of your book
• Quotes and snippets
• Behind-the-scenes glimpses
• Long-term relationship with readers
Step 1: Set Up a Professional Profile
Create an Instagram Account, just as you named the TikTok account. Convert your account to a “Professional” or “Creator” profile.
Use the same author photo and branding as your website.
Write a bio similar to TikTok:
“Author of character-driven fantasy romances. New releases, extras, and signed copies at alinalakebooks.com.”
Add your website link.
Create one highlight called “My Books” for ongoing stories about releases, reviews, and events.
Step 2: Learn Before You Post
Just like TikTok, spend at least three to five days watching Bookstagram:
• Search for hashtags like:
 #Bookstgram
 #DebutAuthor
 #MysteryBooks
 #ThrillerBooks
 #RomanceBooks
 #FantasyBooks
 #IndieAuthor
• Note which videos make you stop scrolling:
– Cover reveals
– “If you like X, you’ll love this”
– Short quotes over music
– “Here’s the book I can’t stop thinking about”
Pay attention to patterns, not numbers. Start following those readers and writers. 
*Keep your focus on only following or being followed by readers and writers to keep your feed Bookstagram related.

Step 3: What to Post
Think in three content types:
• Show the book
– Cover shots
– Flat-lay photos with props that match your genre
– Short videos flipping pages
– Reels with quotes or lines set to music
• Show the process
– Photos of your writing space
– A screenshot of your word count with a caption about the struggle
– A short caption about researching a location or historical detail
• Show the person
– Occasional author photos
– A memory or story that shaped the book
– Q&A responses from readers
Use captions to reinforce brand and search language:
 — Mystery example:
 “Working on the sequel to The Lisbon Exchange — more modern Sherlock-style mystery, more European back alleys, and a few too many secrets.
 — Romance example:
“Editing the final chapters of my small-town second chance romance. If you’ve ever wondered what would happen if you had to work with the one that got away — this one’s for you.”
 — Fantasy example:
“Building the magic system for my next fantasy — rule one, power always costs something.”
Step 4: Hashtags and Frequency
Keep hashtags reasonable — five per post:
• #Bookstagram
 • #AmReading
 • #AmWriting
 • #MysteryBooks / #RomanceBooks / #FantasyBooks
 • #IndieAuthor
Post:
• Three to five times per week
 • Use Stories for more casual updates daily or a few times a week
Always include a subtle call to action:
“More about the book on my site.”
“First chapter and details at my website store.”
Do not constantly say “buy now”. Invite curiosity instead.

Facebook — Your Existing Network, Not Your Future
Facebook has almost no SEO value. Links there do not help your search ranking.
But it does help you:
• Reach people who already know you
• Share updates with existing readers
• Interact in genre, local groups, find Advanced Readers
Use Facebook to:
• Announce launches, signings, interviews
• Share your YouTube videos or blog posts
• Join a small number of relevant groups and be a real participant
Do not:
• Spam groups with Amazon or retail sales links
• Treat Facebook as your only marketing effort
If you already have readers there, keep them informed. But do not build your entire career on a platform you do not control and that does not help your search visibility.

YouTube — Search Engine and Social Platform
YouTube is both a search engine and a social tool. In Chapter Two, we covered why it matters for SEO.
Here we focus on how to use it as a social presence.
Step 1: Keep It Simple
Start with:
• One channel under your author name
• A banner that matches your website branding
• A profile description that explains what viewers will get:
 “Mystery author sharing readings, behind-the-scenes research, and honest talk about the writing life.”
Step 2: What to Upload
Start with short videos:
• Two to five minutes each
• One reading per video
• One topic per video
Some core ideas:
• “Why I set my murder mystery in Lisbon”
• “How I designed my main character’s greatest flaw”
• “What I wish I had known before self-publishing my first novel”
Always:
• Put the ISBN, Title and website link in the description
• Add one or two phrases readers might search for
(“modern detective mystery”, “book launch tips for self-published authors”)
Step 3: Engage Like a Human
Reply to comments.
Thank people who subscribe.
Mention in your videos that comments help you decide what to share next.
This turns YouTube into a conversation, not a bulletin board.
Reddit — Credibility, Not Advertising
Reddit can be powerful if used carefully. It is not a sales platform. It is a discussion platform.
Step 1: Observe First
Create an account under a neutral username (not your full author name yet).
Spend at least two weeks reading:
• r/books
• r/mysterybooks
• r/fantasy
• r/romancebooks
• r/selfpublish
Learn:
• What questions readers ask
• Which posts get thoughtful engagement
• What the rules are in each subreddit
Step 2: Contribute Without Promoting
For your first several weeks:
• Answer questions where you have experience
• Recommend other authors’ books without slipping your own in
• Share useful insights about the writing or publishing process
This builds karma and credibility.
Only once you are a known, respectful presence should you:
• Share a link to your own book, in allowed weekly threads
• Mention your work when it directly solves someone’s problem
Reddit punishes self-promotion that feels inauthentic. Treat it as a long game.

Substack — Your Long-Term Reader Base
Substack (or any newsletter tool) is where you build the only audience that truly belongs to you — your email list.
Social media algorithms change. Email remains.

Step 1: Start Simple
Create a Substack using your author name.
Title it in a way that signals value, not just announcements.
Examples:
 — Mystery:
“The Lisbon Dispatch — Notes from Inside a Modern Mystery”
 — Romance:
“Second Chances — Letters from a Romance Author”
 — Fantasy:
“Worlds Between Pages — Fantasy Notes and New Chapters”
Step 2: What to Send
Once or twice a month is enough.
Content ideas:
• Short behind-the-scenes story about your book
• A cut scene or deleted paragraph
• A note about a book you loved as a reader
 • Updates on releases, signings, events
Always:
• Include one clear link back to your website
• Encourage replies — ask a simple question
• Thank subscribers for being there
Step 3: How to Collect Subscribers
Place:
• A sign-up form on your website homepage and book pages
• A “join my newsletter” link in your social bios
• A gentle invitation in the back of your book
Offer something small for joining — a bonus scene, a prequel short story, or early notice on discounts.
Pinterest and eBay — Quiet Engines of Visibility
Pinterest is a visual search engine. eBay is a marketplace. Neither may sell many books directly — but both can send strong signals to search systems.
Pinterest:
• Create a board for each book, plus boards for:
 – “Books I Love in [Your Genre]”
 – “Inspiration for [Book Title]”
• Pin:
 – Your cover
 – Quote graphics
 – Blog post images
• Each pin should link back to your website book page.
These pins can circulate for years, sending visitors to your site long after you post them.
eBay:
• List your book as a product, even if you do not expect sales there.
 • Use the full title, author name, and ISBN.
 • Link in your description to your author website, not Amazon.
This is not about selling on eBay. It is about giving search engines another serious, commerce-linked source that points back to you.
Goodreads — Reviews and Reader Proof
Goodreads reviews do not carry much SEO weight, but they influence human readers — and Amazon’s internal algorithms.
Your goals with Goodreads:
• Make sure your book’s page exists and is correctly linked to your ISBN
• Claim your author profile and connect it to your website
• Add a simple bio and a link to your newsletter or site
• Encourage readers to leave reviews there as well as on retailer sites
When asking for reviews, direct readers first to your website (where you can centralize review links), then onward to Amazon and Goodreads.
A Weekly Social Media Rhythm You Can Sustain
You do not need ten hours a day.
You do need consistency.
Here is a realistic starting schedule:
Total: about 60–90 minutes per day, five days a week.
Daily:
• 10 minutes — Respond to comments and messages on your primary platform
• 10 minutes — Comment on other people’s content (authentically)
• 10 minutes — Share one Story, short update, or quick post
Two or three times a week:
• Film one or two TikTok or Instagram Reels (can be batch recorded)
• Post one image or quote on Instagram or Facebook
• Pin one image on Pinterest and link it to your site
Once a week:
• Reply to any YouTube comments
• Share a book recommendation (not your own)
• Check subreddit threads and contribute where appropriate
Once or twice a month:
• Send a newsletter via Substack or your email provider
• Review your analytics briefly:
– Which posts drove traffic to your site?
– Which topics got real engagement?
You adjust based on that, not on what other authors claim you “must” do.
The Point of All This

Social media is not about chasing virality. It is about:
• Showing readers you are a real person
• Reinforcing your brand each time they see you
• Giving search engines and AI more context and confirmation
• Building a trail of breadcrumbs that always leads back to your website
Your job is not to entertain the entire internet.
Your job is to be visible enough that the right readers can find you — and recognize your work again when they see it.

In the next chapter, we will step away from the screen and talk about the places that still matter deeply in the real world:
Libraries, bookstores, book clubs, and local communities.
Because even in a digital age, a handshake, a shelf, and a conversation at a library desk or bookstore can move a book farther than a hundred forgettable posts.






  
  Chapter four
Real-World Discoverability

Bookstores, Libraries, and Live Readers


Chapter Two built your search roads. Chapter Three built your bridges to readers. 
Now it’s time to talk about the places books physically live — the shelves where discovery becomes tangible. 
Because a book only truly becomes “real” when it is held in a reader’s hands… or placed face-out by a bookseller who believes in it.
There is a misconception that bookstores are desperate for new books. They are not. Shelf space is limited and valuable. 
Every title has to earn its way in. 
Librarians and booksellers make decisions based on professionalism, demand, distribution, and credibility — not hope. 
This chapter gives you the “how” behind getting into bookstores and libraries, and the strategies for showing up as a serious author in your community.
Real-world presence creates something that digital marketing cannot manufacture: legitimacy.
How Bookstores Decide What to Stock
Bookstores are businesses with three universal priorities:
• Will this book sell?
• Can we easily reorder it through our normal system?
• Does it come with professional terms?
Those “systems and terms” almost always refer to:
• Distribution through Ingram
• A standard wholesale discount (55% recommended)
• Returnability enabled
If your book is only available through Amazon? The conversation usually ends before it starts. 
Bookstores do not buy from competitors.
Chain bookstores such as Barnes & Noble, Waterstones, and Indigo rely on national buyers and data. They look for:
• Retail distribution already in motion
• Industry reviews (trade reviews carry weight)
• Series potential and author consistency
• Local platform or event support
Chains rarely take single debut indie titles — unless they see clear demand.
Independent bookstores are different. They champion local authors and personal connections. They love enthusiasm and professionalism — and they remember authors who show up respectfully and with a plan.
Wholesale Pricing and Returns — What They Mean for You
Let’s simplify this with hypothetical numbers:
Retail price: $16.99
Wholesale discount (55%): −$9.34
Store pays: $7.65
Print cost: approx. $6–$8 per copy
Your earnings: $0.65–$1.65 per book, depending on print cost
Returns are a reality. If a store can’t sell your book, they can return unsold copies. 
You are responsible for the print cost of those returns. That is the price of retail access.
The long-term value is not the margin — it is discoverability, credibility, and future readers who return for your next book.

Consignment — A Practical Starting Point
Indie shops often begin with consignment:
• You provide 3–6 books
• They display them for 60–90 days
• You receive about 60% of each sale
• They handle the transaction
 • You check in periodically on sales and inventory
To be taken seriously:
• Bring a clean review copy
• Provide bookmarks and a small display card
• Include a one-page sell sheet with ISBNs, pricing, and where to reorder
• Be polite, brief, and professional
No pressure sales. No guilt trips. No “my mom loves it.”
You are there to make the bookseller’s job easier.
Libraries — Long-Tail Influence
Libraries measure success differently:
• Community value
• Patron demand
• Accurate cataloging
• Professional presentation
This is where metadata matters, especially:
• ISBN consistency
• BISAC subject categories (later chapter)
• LCCN (Library of Congress Control Number) or National Library listings outside the U.S.
Important notes: A U.S. publisher can obtain an LCCN for foreign authors. 
Most countries, including the UK, USA, NZ and Australia, also require “legal deposit” — sending copies to national libraries after publication. Your publisher is required to send these, but it is the author's responsibility to ensure the proper medium and quantities are submitted. US based platforms will not send these, even if they are the publisher of record with a free ISBN.
Library purchases generate:
• WorldCat listings
• MARC records
• High-authority backlinks used by search and AI systems
One request from a library patron often triggers a purchase. Encourage your local readers to request your book by ISBN.
Many libraries also feature a Local Author section.
Live Events — Turning Visibility Into Loyalty
Live appearances convert curiosity into commitment. When a bookseller or librarian sees you support an event professionally, they are more likely to champion you.
Event types to pitch:
• Bookstore signing
• Author Q&A night
• Genre-themed panels (mystery, romance, fantasy)
• Library writing workshops
• Café, brewery, or library reading nights (especially with children’s books)
• Local holiday markets and fairs
Tools to find events and create your own:
• Meetup.com
• Eventbrite
• Local writers’ groups
• Regional book festivals
• Schools, colleges, community centers
Libraries especially want education over promotion. Offer a workshop they can invite attendees to:
• How to build a detective character
• Research behind your historical setting
• Writing a believable antagonist
Value opens doors.
Give more than you take.
The Credibility Chain Map
Real-world placements to feed your online strategy:
 — Bookstore shelf → store website listing → backlink
 — Library purchase → WorldCat catalog entry → high authority backlink
 — News coverage of an event → SEO and AI-SEO signal boost
 — Photos of events → social proof for new readers
 — Face-to-face interaction → lifelong customers
Digital builds discovery. Physical builds belief.
You need both.

The How-To System: Step-by-Step
Practical actions — low stress, high return.
Step 1: Ensure Ingram Distribution Is Correct
Set your IngramSpark terms to:
• Wholesale discount: 55%
• Returnable: Yes
Upload:
• Full metadata
• Cover image
• Short and long descriptions
Check that your listing appears at:
• Barnes & Noble
• Waterstones / Booktopia / regional retailers
• Independent bookstore ordering portals
Step 2: Create a One-Page Sell Sheet
Include:
• Cover image
• ISBN(s)
• Retail price and formats
• Wholesale terms
• Short description
• Blurbs or early reviews
• Ordering info (Ingram)
• Website QR code
One page. Clean. No clutter.
Step 3: Visit Independent Bookstores (with a Script)
Bring:
• Review copy
• Sell sheet
• Five bookmarks
Script example:
“Hi, I’m [Author Name]. I’m a local mystery writer, and my book is available through Ingram with standard terms. Here is a review copy and sell sheet. I’d love to discuss consignment or future events if you think your readers might enjoy it.”
Then stop talking. Let them guide the conversation.
Step 4: Secure Your Library Presence
You or your publisher should submit your LCCN (or national equivalent). 
Then:
• Visit your local library
• Speak with the acquisitions librarian
• Provide sell sheet and review copy
• Encourage patrons to request copies
One library order → many discovery opportunities.

Step 5: Show Up Where Readers Already Are
Find 3–6 events this quarter through:
• Meetup
• Local fairs / writing groups
• Pop-up markets
• Genre conventions
Always capture emails (newsletter sign-ups via QR code). Every handshake should become a digital bridge.
The Single Most Important Rule

Never leave a live interaction without giving the reader an easy way to continue the relationship.
Website first.
Newsletter second.
Retailer link last.
Bookstores keep their customers.
Libraries keep their patrons.
You must keep your readers.
NOTE: As with so many other aspects of marketing, ownership or control of the ISBNs is key. When searches pull up multiple publishers or mixed ISBNs, the order tends to die right then. 

Remember, the provider of the free ISBN becomes the Publisher of Record.
End-of-Chapter Checklist
By the end of this chapter, you should have:
[ ] Ingram wholesale terms set (55% + returnable)
[ ] Professional one-sheet completed
[ ] Local bookstore outreach initiated
[ ] Library submissions in motion
[ ] At least one event or signing planned
[ ] QR codes ready for website and newsletter
[ ] Reader contact collection strategy active
If not — start with the first checkbox. You’re already ahead of most authors.
In the next chapter, we go deeper into the components that quietly decide your fate in every industry system:
Metadata, BISAC categories, and ISBN strategy.
The digital DNA of your book.
Because if Chapter Four makes your book real in your community, Chapter Five makes it recognized everywhere else.






  
  Chapter five
Social Proof

Reviews, ARC Strategy, and Reader Trust


Your book has a home. 
Your book can be found.
Now we give readers a reason to believe.
Picture a reader walking into a bookstore or scrolling through an online storefront. They scan hundreds of covers. 
Most get a glance. Some get a second look. Then — one book stops them. They lift it. They flip it. They check the description.
But before they commit?
They grab their phone, look for the book so they can see what other people think.
Humans rarely purchase in isolation. Readers especially.
We rely on social cues to decide what deserves our time.
When a book has no reviews, no proof of life, it feels risky.
The thought is not, “This must be bad.”
The thought is, “Why hasn’t anyone else cared about this yet?”
Readers are not evaluating your confidence.
They are evaluating everyone else’s.
Trust is borrowed before it is earned.
And trust from strangers is more persuasive than praise from anyone who knows the author personally.
Which leads to a key reality of book marketing — Your opinion about your book does not sell your book.
Other people’s opinions sell your book.
No reader has ever said, “I don’t know this person, but they told me to buy their book — so I will.”
But they have said, “I keep seeing this book everywhere… maybe there’s something here.”
That “everywhere” begins with the first five reviews.
Those five early voices — ideally strangers — carry disproportionate weight in:
• Amazon algorithms
• Bookstore ordering systems
• Library acquisition models
• Ad network targeting
• ChatGPT and AI book recommendation logic
• Human hesitation
The difference between 0 and 5 reviews is the difference between invisible and eligible.
This is where ARC readers enter the story.

ARC = Advance Reader Copy
Industry translation — A strategic group of readers who review your book before launch so it appears worth caring about on Day One.
ARCs are not a favor.
They are a marketing asset with three missions:
• Seed early reviews that influence algorithms
• Create conversation and anticipation on social media
• Provide feedback for final minor fixes (typos, formatting issues)
ARC readers are also the final safeguard for quality.
A critical ARC review means the book needs work — not that the story lacks potential.
Effects of releasing without ARC support:
• Paid ads without reviews burn money
• Launch day without reviews looks amateurish
• Reviews only from friends trigger retailer suspicion or removal
ARC strategy is how you enter the market already looking prepared.
This chapter will show you:
• How to recruit ARC readers who finish the book
• How to guide them to leave thoughtful reviews in the right places
• How to coordinate ARC efforts with bookstore & library outreach
• How to avoid the “review cliff” after launch week
• How to turn ARC readers into long-term evangelists
• How to protect your book from fake or damaging review patterns
• How influencers and micro-influencers amplify reach
• How to collect and use endorsements and blurbs wisely
Because discoverability introduces your book — but credibility convinces readers to take it home.
And credibility does not come from you. 
It comes from strangers telling the next stranger:
“This one is worth your time — and your money.”

Why Reviews Matter: The Real Reason
Readers want psychological permission to trust:
• their curiosity
• their taste
• their purchase decision
Your job is not to argue for your book.
Your job is to enable others to do so.
Reviews provide:
• Validation that other humans enjoyed the experience
• Data signals for search engines and AI models
• The confidence a stranger needs to choose you
Even one sincere review is momentum.
Ten reinforce legitimacy.
Fifty or more could change your career.
Not All Reviews are Equal
Three tiers of influence:
 — Reader reviews
Everyday readers — the strongest psychological impact.
 — ARC & blogger reviews
Early push — the launchpad for visibility.
 — Trade reviews
Kirkus, BookLife/Publishers Weekly, Foreword/Clarion — strong for bookstores, libraries, and film rights queries.
Start with tiers one and two.
Prestige matters later. Momentum matters now.

Your Review Hub Must Be Your Website
We do not drive traffic to Amazon first.
Amazon keeps their customers.
You must keep yours.
Your website should display:
• Pull quotes from ARC reviews
• Verified testimonials from early readers
• Reviewer photos or social links where appropriate
• A “Leave a Review Here” widget
• Buttons redirecting to retailer review pages
Call to action example:
“Loved this book? A short review helps future readers discover it.”
Review here or share where other readers look:
[Amazon] [Goodreads] [Barnes & Noble] [StoryGraph]
Readers follow the path that is easiest.
Design that path intentionally.
ARC Formats & Logistics
To maximize impact:
• Offer both digital (epub/PDF) and print when possible
• Use pre-order periods wisely
• Ship printed ARCs as soon as author copies are able to order from your platform
Mysteries, fantasies, and romances benefit most from print ARCs due to:
• Bookstagram photography
• Collector appeal
 • Higher reader completion rates
A scheduled release date must be set early for ARCs to function properly.
ARC Recruiting — Without Begging
Best sources:
• Your newsletter subscribers
• Readers already following your genre on TikTok or Instagram
• Book bloggers and micro-influencers
• Local reading groups and library programs
• Genre-specific Reddit communities
• Goodreads groups & events
• Readers who request signed copies
Never recruit outside your genre.
Wrong fit = low ratings + low completion.
Clear ARC Expectations (Professional, Not Pushy)
Provide a simple one-page note with:
• Release date
• When reviews should go live
• Where to leave reviews
• One-sentence guidance on spoilers
• A reminder that short reviews are still valuable
Support. Do not pressure.
ARC reviewers are partners, not employees.

Review Platforms: Priority Order
 — Primary:
 • Your author website
 • Goodreads
 • Amazon
 — Secondary:
 • Barnes & Noble
 • StoryGraph
 • BookBub (eligibility required)
 • LibraryThing
Consistency across multiple platforms increases:
• Discoverability
• Algorithmic trust
• AI recommendation reliability
Review Timing — Three Waves
 — Wave One: Early ARC reviews
• 1–2 weeks before launch = anticipation
 — Wave Two: Launch week
• Highest volume push = credibility
 — Wave Three: Monthly drip
• Sustain visibility = long-term discoverability
It is not speed alone — it is continued relevance.
Follow-Up Technique (The Gentle Nudge)
One week after launch:
Thank you again for reading.
If you haven’t had a moment to post your review yet, here’s the link — every voice helps new readers take a chance on this story.
This simple reminder doubles review count on average.
The Single Most Important Rule
Never engage negatively with any review.
Not privately. Not publicly. Not anonymously.
A negative review means strangers are reading your book.
That is success.
Controversy can sell books.
Defensiveness can destroy authors.
A Note on AI-Generated Books and Reader Trust
AI tools can be useful assistants. They can help you brainstorm titles, test back-cover copy, or outline your launch plan. They can even help you spot typos or reorganize messy paragraphs.
But there is a hard truth in today’s market: readers are increasingly skeptical of low-effort, AI-generated books.
They can feel when a book has no real voice. They notice when every sentence sounds like a generic blog post. They talk to each other about it in reviews. 
The low chromatic covers with repetitious fonts and font colors are easily recognized. Readers do in fact judge a book by its cover.
Retailers, review platforms, and AI recommendation systems are also getting better at recognizing shovelware.
If you use AI heavily in your drafting process, two things still matter more than any tool:
Your craft — structure, character, argument, pacing, and revision.
Your integrity — being honest with readers about what they are getting.
A human voice, clear intent, and real editorial work are what earn trust and reviews. If ARC readers feel misled, or if librarians and booksellers discover that a “book” is largely unedited AI output, credibility collapses. Once that happens, no amount of metadata or ad spend can fully repair the damage.
Readers may not articulate it this way, but they’re rating trust as much as they’re rating prose. If your book feels like a low-effort AI dump, they will punish it with silence or one-star reviews. 
These reviews will speak volumes louder than any great reviews do for a book.
Use AI, if you choose, as a tool — not as a shortcut to avoid thinking. The systems in this book assume that what you are bringing to market is a book you are proud to put your name on.
End-of-Chapter Checklist
Before moving on, ensure:
[ ] ARC list built (with real genre readers)
[ ] Release date set for pre-orders
[ ] Review page live on your website
[ ] Clear ARC instructions sent
[ ] At least 5 reviews scheduled pre-launch
[ ] Retailer and Goodreads pages ready
[ ] Follow-up email scheduled for after release
One step at a time — but keep stepping.
Momentum wins.

Next chapter — Influencers, BookTokers & Strategic Partnerships
Because credibility is powerful… but amplification changes everything.






  
  Chapter six
Credibility alone does not guarantee reach

Influencers, BookTokers & Strategic Partnerships


You now have the beginnings of social proof — early reviews from ARC readers who took a chance on your book. Those reviews create credibility. 
But credibility alone does not guarantee reach. 
There is a difference between a book people approve of… and a book people talk about.
Influencers — especially BookTokers and Bookstagram reviewers — are the megaphones of modern reading culture.
Traditional wisdom used to be — A newspaper review could launch a book.
Today — A single TikTok video filmed in a bedroom can sell out a 20,000-copy print run overnight.
That is not luck. It is leverage.
But before we chase the dream of viral fame, we must ground expectations in reality.
The Three Truths of Influencer Marketing for Authors
 — Truth #1
Most influencers will not promote a book just because the author asked nicely.
They promote books that help their audience — not your sales goals.
 — Truth #2
Micro-influencers (1K–25K followers) often sell more books than large accounts.
Why? Their audience trusts them more.
 — Truth #3
Influencer marketing is a relationship strategy, not a one-time pitch.
When it works, it looks like this:
A familiar face saying, “I loved this. You should read it. Here’s why.”
Nobody trusts a billboard. Everybody trusts a friend.
Influencers create digital friendship at scale.

Who Actually Moves Books?
There are three tiers of book influencers:
1. Mega Influencers
100K+ followers
• Massive reach
• Expensive
• Usually only spotlight trad-pub or viral indies
Rarely worth the investment for debut authors.
2. Mid-Tier Influencers
25K–100K followers
• Strong genre authority
• Expect compensation or sponsorship
• Useful during Series growth or Book 2 rollout
Work with them once you have traction.
3. Micro-Influencers
1K–25K followers
• Engaged communities
• Affordable or even free in exchange for ARCs
• Discoverability + word-of-mouth power
This is where real indie success begins.
Micro-influencers are the neighborhood booksellers of social media.

How to Identify the Right Influencers
Right fit matters more than high follower counts.
 — Look for:
• Content focused on your genre
• Recent posts about similar books
• Loyal audience interaction in comments
• Honest reviews — not just praise posts
• Video content that feels like real conversation
 — Red flags:
• “DMs open for collabs” in profile (transactional)
• Feed full of gifted items with zero audience engagement
• No reviews of small-press or indie books
If they don’t recommend debut authors… they won’t start with you.
The Outreach Process (Professional, Polite, Respectful)
Start with engagement — not requests.
A simple sequence:
Week 1
Like + comment on two or three of their posts
(Show you understand their content)
Week 2
Share one or two of their posts to your Story (if appropriate)
Week 3
Send a short message:
Hi [Name],
I’m [Author Name], and I’ve been enjoying your recommendations — especially [specific book they featured].
I have a [genre] novel launching [date], and I’d love to send you an ARC if it aligns with your audience’s interests.
No pressure at all — thank you for the work you do for readers.
Here is the link for details: [book page on your website]
This respects their time, their audience, and their role.
Never send a wall of text.
Never attach files in a first message.
Always give them an easy exit.
Professionalism is remembered.
What to Provide Influencers
All they need to say “yes” with confidence:
• ARC format options (epub + paperback if possible)
• Short description (50–80 words)
• ISBN and release date
• Pronunciation guide for names (protect your brand)
• Where and when reviews should go live
• A few suggested talking angles — not scripts
Talking angles example for a modern mystery:
• “Sherlock Holmes meets Lisbon noir”
• “A flawed detective who sees too much”
• “Short chapters, big reveals — bingeable”
You offer direction.
They craft authenticity.
Compensation — When and Why
Micro-influencers may request:
• A print copy
• A small honorarium ($25–$75)
• A giveaway copy for their audience
This is normal.
Professional promotion deserves compensation when time is required.
But — Do not pay for guaranteed positive reviews.
That is unethical and can trigger Amazon penalties.
You are compensating for work — not praise.

Measuring Success Correctly
Influencer marketing rarely drives immediate, trackable sales in isolation.
Real metrics:
• Increase in website traffic
• New newsletter subscribers
• Growth in TikTok or Instagram followers
• More ARC or review requests
• Bookstore/librarian recognition
• Conversations about your brand increasing online
You are building momentum — not gambling on a single post.
The results are cumulative.

Beware “Influencer Traps”
Common mistakes:
• Sending books to anyone who asks
(Result: unread copies + zero reviews)
• Working outside your genre
(Result: wrong audience + low conversions)
• Paying large accounts too early
(Result: expensive disappointment)
• Focusing on follower count, not engagement
(Result: numbers without buyers)
• One-and-done campaigns
(Result: vanishing impact)
Consistency wins every single time.

Best Practices by Platform
 — TikTok (BookTok)
• Strongest sales impact for younger/upmarket genres
• Focus on reactions, tropes, and emotional hooks
 — Instagram (Bookstagram)
• Strong for visuals — romance, fantasy, high-design covers
• Great for giveaways and cover reveals
 — YouTube
• Best for author interviews and deep-dive commentary
• Great SEO boost through video descriptions
 — Goodreads & StoryGraph
• Credibility and algorithm support
• Reviews appear where passionate readers already live
Diversify — but do not drown yourself.

The Single Most Important Rule
Influencers do not exist to market your book.
They exist to serve their audience.
When you help them help their audience… your book becomes part of the conversation.
End-of-Chapter Checklist
[ ] 5-10 micro-influencers identified in your genre
[ ] First outreach messages drafted and ready
[ ] ARC page on website updated with clear info
[ ] Talking angles prepared
[ ] Compensation plan (if needed)
[ ] Tracking system for who has what and when
[ ] Follow-up messaging scheduled
[ ] No reliance on one single post
You are no longer hoping someone will talk about your book. 
You are making sure they have a reason to.

Next chapter: Turning Readers into Repeat Customers — Email Lists and Newsletters — Your Most Valuable Direct Asset
Because a single sale is nice — but a loyal reader is a sustainable career.







  
  Chapter seven
Metadata That Moves Books

ISBNs, BISAC, and the Information That Decides Your Visibility


In the previous chapters, we focused on the places where your book can be discovered — your website, search engines, social media, bookstores, and libraries. 
Now we turn to the quiet infrastructure behind that discovery — the data that tells every system in the world what your book is, who it is for, and where it belongs.
Metadata is not exciting. It does not sparkle. 
But it is the backbone of your entire marketing strategy.
Good metadata gives your book a map.
Bad metadata makes your book vanish.

Let’s keep this grounded with a real-world comparison.
In a grocery store, a can of beans has:
• A barcode
• A shelf location
• A category (black beans vs. baked beans vs. chickpeas)
• A product description that appears in the store database (size, inventory, manufacturer, distributor, etc.)
If any of those elements are wrong or missing?
The can cannot be restocked, cannot be scanned, cannot be reordered, cannot be found — even if every customer wants beans that day.
Metadata for books works the same way.
Your book’s ability to be:
• shelved in a bookstore
• suggested by search engines or AI
• categorized online
• found by libraries
• compared to similar titles
• recommended to readers
… is determined almost entirely by the quality and consistency of the metadata you provide.
And this begins with the most important identifier in publishing:
Your ISBN (ownership or control)

Why ISBNs Matter in Marketing (Not Just Publishing)
An ISBN is not a random number a retailer uses to label a product. It is your digital identity — a global passport for your book.
Every edition of your book requires its own ISBN:
• Paperback
• Hardcover
• Ebook
• Large Print
• Audiobook
• Special edition (signed, foil, variant cover, etc.)
If you skip the ISBN for an ebook because “Amazon will let me publish without one,” you are telling every other system:
“This edition doesn’t need to exist anywhere else.”
And the systems believes you. It effectively strips the ability to tie in one more version of your books, limiting the marketing.
Without a proper ebook ISBN:
• Google Books cannot index your ebook
• Libraries cannot add it
• Most bookstores cannot order it
• AI search engines cannot confirm it is part of your official catalog
• Readers cannot reliably compare or collect editions
• Metadata tools cannot link reviews and categories to the right product
You lose most of your marketing potential before you begin.

“Free ISBNs” vs. Owning or Controlling ISBNs
When you use a “free” ISBN from a retailer, or series of retailers:
• That retailer becomes the publisher of record for that edition
• You cannot use that ISBN anywhere else
• You must create entirely new editions for additional retailers
• ISBN consistency is broken — splitting your discoverability in pieces
• You lose a vital marketing connectivity piece which ties all marketing approaches together — to your book.
When an author or a publisher controls the ISBNs:
• One identity maps across every platform
• Metadata properly links every appearance of the book
• Search engines and AI systems can reliably recommend and categorize
• Industry databases can elevate visibility (libraries, universities, wholesalers)
Consistency is credibility.
And credibility is discoverability.

BISAC Codes: Your Book’s Shelf Location
Metadata also determines where your book sits — physically and digitally.
BISAC (Book Industry Standards and Communications) subject codes are the official, standardized categories used worldwide by:
• Bookstores
• Libraries
• Wholesalers
• Search engines
• Retail metadata systems
Bowker requires exactly three BISAC codes.
These three codes:
• Place you in the correct part of the bookstore
• Put you in the correct online category
• Determine which search phrases trigger visibility
• Decide which books you sit next to in recommendations
Example: A modern-day Sherlock-style mystery
Primary: FIC022000 Fiction / Mystery & Detective / Traditional
Secondary: FIC030000 Fiction / Thrillers / Suspense
Tertiary: FIC009000 Fiction / Crime
If the wrong BISAC is chosen — even slightly wrong — everything shifts:
• Wrong audience sees the book
• Wrong keywords attach to the listing
• Wrong authors become comparables
• Wrong shelves get assigned
Some books are not quite as clear cut on the BISAC categories. 
A futuristic crime thriller where a rogue astrophysicist investigates a series of murders linked to illegal time-manipulation technology. The story includes hard science, mystery investigation, high-stakes suspense, and elements of speculative time travel.
In other words:
 — Mystery + Thriller + Science Fiction + Time Travel
If an author tried to list every applicable BISAC, they might select:
• FIC028010 Fiction / Science Fiction / Time Travel
• FIC028000 Fiction / Science Fiction / General
• FIC030000 Fiction / Thrillers / Suspense
• FIC022020 Fiction / Mystery & Detective / Police Procedural
• FIC022060 Fiction / Mystery & Detective / Hard-Boiled
• FIC031000 Fiction / Thrillers / Technological
• FIC028090 Fiction / Science Fiction / Crime & Mystery
• FIC029000 Fiction / Thrillers / Crime
This is the common mistake, mixing this in various locations to try bringing the book to more places.
Trying to be found everywhere results in being found nowhere.
The top BISAC is determined by reader expectation — not the author’s favorite element.
In this example:
Primary (shelf placement / core promise):
FIC028090 Fiction / Science Fiction / Crime & Mystery
Why:
• The investigation drives the story
• Science is essential to the plot, not a backdrop
• Guides bookstores and AI to put this beside similar titles
Secondary (hook that expands search relevance):
FIC031000 Fiction / Thrillers / Technological
Why:
• High-stakes tech danger is the emotional energy of the book
• Aligns with readers who search by tension and pace
 • Raises discoverability in the “sci-thriller” space
Tertiary (specific audience magnet):
FIC028010 Fiction / Science Fiction / Time Travel
Why:
• Used sparingly — focuses on a niche genre that has devoted search behavior
• Adds precision without misleading general thriller readers
Each code serves a specific marketing function:
Primary tells bookstores where to shelve it (avoids confusing placement and wrong-reader disappointment)
Secondary tells algorithms who will enjoy it (boosts cross-promotion and recommender systems)
Tertiary tells niche audiences “this was written for you” (captures a targeted, high-conversion group)
All three reinforce —  “This is a fast-paced sci-crime thriller with a time-manipulation twist.”
Accuracy is the best strategy.

Metadata Consistency Across All Platforms
Once your metadata is set, it must match exactly everywhere:
• Bowker, Nielsen, Thorpe-Bowker (or national ISBN agency)
• IngramSpark
• KDP
• Kobo Writing Life
• Apple Books
• Google Books
• Your website
• YouTube descriptions
• Pinterest pins
• Substack posts
• Goodreads
• Library listings
• Retail and distributor feeds
Metadata should read like a well-trained choir.
Same title formatting.
Same author name spelling.
Same subtitle.
Same pricing.
Same ISBN-to-format mapping.
Same BISAC hierarchy.
When everything matches, search engines and AI systems treat your book as:
1 identity
1 product
1 signal with many confirmations
When things do not match?
Systems downgrade confidence.
Recommendations weaken.
Discoverability stalls.
Libraries and bookstores do not order.
The Metadata Everyone Sees (and Misunderstands)
Authors tend to think metadata is only:
• The blurb
• The keywords
• The price
But behind the scenes, metadata also includes items like:
• Title case and punctuation correctness
• Hardcover case laminate vs. dust jacket distinction
• Print weight and trim size accuracy
• Contributor roles (author, editor, illustrator)
• Regional pricing alignment
• Territorial rights specifications
• Alt text on images
• Review quotes entered cleanly, with proper attribution
• Series name formatting consistent across titles
• Subtitle wording tailored to search logic
Every element is a signal.
Small mistakes add up to lost opportunities.
Why Publishers Spend So Much Time Here
Professional publishers have entire roles dedicated to metadata, because they understand:
Better metadata = higher visibility
Higher visibility = more sales
More sales = stronger positioning for future titles

They study:
• Competitor metadata
• Category sales performance
• Keyword ranking
• Library and retail purchasing behavior
• Trade review indexing
• AI recommendation language
This is where books earn their footing in the marketplace.
It is strategic, technical work — and it matters.
The How-To System: Your Metadata Workflow
This is your step-by-step plan:
Step 1 — Confirm ISBN control or ownership for every edition
Step 2 — Choose three BISAC codes that reflect your primary reader
Step 3 — Write a short and long description tailored to search logic
Step 4 — Create a keyword phrase strategy (not single words)
Step 5 — Ensure consistency across Bowker/Ingram/KDP and your site
Step 6 — Add metadata to AI-visible surfaces: YouTube, Pinterest, Google Books
Step 7 — Recheck all fields quarterly for accuracy and alignment
When in doubt: fewer categories, better selected, beat many categories guessed.


End-of-Chapter Checklist
Before you move on, confirm:
[ ] Print edition paperback ISBN secured and registered
[ ] Print edition hardcover ISBN secured and registered
[ ] Ebook edition ISBN secured and registered
[ ] Audiobook ISBN planned and budgeted
[ ] Three BISAC codes selected and verified against competitors
[ ] Metadata consistent across all platforms
[ ] Keywords aligned to genre search trends
[ ] Short and long descriptions optimized for clarity and discovery
If even one checkbox is missing, discoverability suffers.
Now that your book has a strong identity and accurate category placement, we can turn that identity outward — 
The next chapter focuses on:
• Reviews
• Influencers
• ARC strategy
• Endorsements
• Social proof
• The psychology of trust in purchasing decisions
Because discoverability introduces your book — but credibility sells it.








  
  Chapter eight
Email Lists and Newsletters

Your Most Valuable Direct Asset


In the last chapters, we built awareness, reviews, and social proof. 
Now we turn to the most reliable and profitable marketing channel in modern publishing:
Your direct reader list.
Think of every reader as a person who took a chance on you and every reader wondering about you or your stories.
They spent money and time on your story.
If they loved it — they want to love more.
But you cannot depend on social platforms to stay in contact with them.
Algorithms hide posts. Distributors protect their customer lists.
Amazon knows your readers’ names and preferences — and will happily recommend someone else’s book to them tomorrow.
You never receive that information.
A newsletter changes that.
Email is the one connection you truly own.
Nothing stands between you and your audience — unless you let it.
A strong newsletter converts curious readers into loyal fans.
And loyal fans become advocates — the readers who:
• Recommend your books to friends
• Leave reviews without being asked
• Preorder the next release
• Show up at a signing
• Talk about your book online entirely unprompted
Discovery builds an audience.
Email builds a community.

How to Build Your List — Without Begging Friends
Readers only give their email if they believe it will benefit them.
So you must offer value.
Start with two core offerings:
 — Something worth receiving now
(e.g., exclusive short story, deleted scene, downloadable character dossier, bonus epilogue)
 — Clear reason to stay
(e.g., early reveals, discounts, behind-the-scenes content, research stories, giveaways)

Top ways to capture email signups naturally:
• QR code in the back of the book → “Join for deleted scenes and release bonuses”
• Website homepage → simple sign-up block, not hidden below the fold
• ARC program → reviewers join for future opportunities
• Book signing events → printed sign-up sheet or scannable QR code
• Social media → periodic invitations, not constant selling
• Preorders → reward those who sign up for alerts
• Free sample download → first 1–3 chapters in exchange for email
If you make the invitation feel like a gift, not a grab, readers say yes.
Where To Put Your Email Sign-Up
On your:
• Website homepage (top half, not buried)
• Book pages
• About page
• Event handouts
• Author bookmarks
• Social bios (but quietly — link to a landing page)
• Newsletter sign-up QR code at the end of every paperback/eBook
Everything about your brand — online and offline — should lead readers home.
Legal Requirements: Do Not Skip This!!!
Email marketing is regulated.
To comply:
• Your newsletter must include a physical or mailing address
• Readers must be able to unsubscribe with a single click
• Consent must be explicit — no hidden checkboxes
• Comply with CAN-SPAM (U.S.), GDPR (EU), Privacy Act (Australia), etc.
If in doubt, ask:
“Would this make a reader feel tricked?”
If yes — change it.
Trust is earned. Trust is fragile.
How Often to Email
You do not need a weekly publication schedule.
You do need consistency.
Recommended:
• Once a month minimum
• Twice a month during launch windows
• A short “thank you” and bonus when someone first signs up
If you go silent for months, readership forgets why they subscribed.
A light, steady rhythm outperforms bursts of noise every time.

What to Send (Practical Ideas)
Use the “3 P’s”:
• Personality — why you write, what fascinates you
• Progress — sneak peeks, character art, scene snippets
• Perks — early sales, giveaways, subscriber exclusives
People subscribe for access, not advertisements.
Example content outline per issue:
A short story about the writing journey
A single compelling excerpt
One clear next action (e.g., “read now,” “review if you loved it”)
Make each email feel rewarding, not demanding.

Conversion Tip
Every newsletter should include one simple line:
“If you enjoyed this update, please forward it to a friend who loves mysteries.”
Organic word-of-mouth is the oldest and still the most powerful marketing strategy in books.
Lisbon Mystery Sample Newsletters
Subject Line: The next clue is waiting…
Email Body:
Hello Reader,
When I started writing The Lisbon Exchange, I had one goal — to bring back the clever, twist-driven mystery where every detail matters and every secret eventually comes due.
This month, I’m sharing a scene that almost made it into the final version — a meeting in a shadowy bookshop. I cut it for pacing, but I never stopped loving the atmosphere. I think you might enjoy it too.
[Short Deleted Scene Excerpt—5–7 sentences]
Quick updates:
• The audiobook narrator has been cast
• The sequel’s first draft is 72% complete
• I’m traveling to Lisbon next month to double-check some real-world locations (research excuse accepted)
If you’ve finished the book, I would be grateful for a review on my website. Early reviews help more than you can imagine — especially for indie authors trying to earn their spot on the shelf.
Review here:
 [Button: Leave a Review on My Website]
And if you have a friend who enjoys a modern Sherlock-style mystery — feel free to forward this email to them. Word-of-mouth is what keeps stories alive.
Thank you for being part of this journey. You make the writing worth it.
Stay curious,
 Emily Hart
 Author
 www.emilyhartauthor.com
Here are a few other examples, for your reference, of a marketing newsletter flow:
 — Newsletter Example 1
Subject: Preorders Are Live — Want a First Edition Copy?
Hello Reader,
The moment is finally here — The Lisbon Exchange is officially available for preorder.
As a thank-you for supporting a debut mystery, every preorder will receive:
• A digital map of the book’s major Lisbon locations
• Early access to the first two chapters in audio format
• Entry into a drawing for a signed proof copy
If you enjoy clever mysteries inspired by Sherlock Holmes — and a hero who notices far too much — this book is for you.
Preorder your copy here:
 [Button: Preorder Now]
Thank you for helping bring this story to life.
We are one step closer to launch day — and you’re already part of the investigation.
Stay sharp,
 Emily Hart
 www.emilyhartauthor.com
 — Newsletter Example 2
Subject: ARC Applications Now Open — Want to Read Early?
Hi Investigator,
I’m assembling the first Advance Reader Team for The Lisbon Exchange.
ARC readers will receive:
• The finished book early (ebook or paperback)
• A private Discord or Facebook discussion space
• A thank-you mention in the digital acknowledgments (optional)
• A chance to influence the launch with early reviews
If you love solving mysteries — or spotting typos like a crime scene tech — you may be exactly who we need.
Apply here (limited spots):
 [Button: Join the ARC Team]
Thank you for being part of this story before it reaches the shelves.
More clues soon,
 Emily
 — Newsletter Example 3
Subject: Official Launch Party — Free RSVP!
Hello Friend,
We are celebrating the release of The Lisbon Exchange — and you’re invited.
IN-PERSON EVENT
Saturday, July 18 | 3–5 PM
Riverstone Bookshop — Lisbon Street Room
Signed copies, live reading, character Q&A, prizes
VIRTUAL EVENT
Sunday, July 19 | 2 PM EST
Live discussion + mystery trivia game
(Winner receives a character cameo in Book Two)
RSVP here:
 [Button: Reserve Your Spot]
If you attend in person, bring an investigative mindset — you may be solving a live mini-mystery for prizes.
Thank you for helping this world come alive.
Let’s celebrate together.
Warmly,
 Emily
 — Newsletter Example 4
Subject: Real Readers Are Loving It — A Quick Thank You
Hi Reader,
This week has been incredible.
A few early reviews are rolling in and your support is making all the difference:
“Impossible to put down… Clever, tense, and beautifully paced.”
 — First ARC Reader
If you’ve finished the book and enjoyed it, would you take one minute to leave a review
Review here (fastest):
 [Button: Leave a Review on My Website]
Review links for other stores are also available there.
It doesn’t have to be long — a single sentence helps new readers know the journey is worth taking.
Thank you for being among the first to believe in this story.
Emily
 — Newsletter Example 5
Subject: Behind the Scenes — The Research Trip
Hello Traveler,
I just returned from a whirlwind research trip to Lisbon — tracing every breadcrumb my protagonist follows in the novel.
Highlights included:
• Standing inside the exact cathedral where a key clue hides
• Finding the alley that unlocks the final twist
• Tasting the pastry I shouldn’t have written about while hungry
I filmed short videos on location — only subscribers get to see them:
Watch Part One here:
 [Button: Lisbon at Night]
Research is where fiction meets truth — and I’m excited that you’re taking that journey with me.
Obrigado for reading,
 Emily
 — The Big One:  Newsletter Example — Major Sales Milestone + Limited Edition Release
 
Subject: We Sold 10,000 Copies — And I’m Celebrating with You
Dear Reader,
This is a moment I never expected to type:
The Lisbon Exchange has passed 10,000 copies sold.
Ten thousand mysteries solved.
Ten thousand readers who stepped into this world with me.
Ten thousand reminders that stories matter.
To celebrate, I am releasing a special edition limited to only 100 signed and numbered hardcovers.
Each includes:
• Gold-foil dust jacket with alternate cover art
• Signed and personalized interior
• Unique hand-numbered sticker (1–100)
• A bonus Lisbon short story printed exclusively in this edition
• Certificate of authenticity
• ISBN: 978-1-23456-789-0
• Author: Emily Hart
• Edition: Limited Signature Hardcover
• First Printing
These will never be printed again.
Once all 100 are gone — they are gone.
Order yours here:
 [Button: Claim Your Limited Edition Copy]
I want to say this as clearly as I can:
Your support made this possible.
Every message, every review, every friend you recommended this to — you built this success.
Thank you for proving that a debut indie author can break through.
Thank you for believing in mysteries worth solving.
Here’s to the next 10,000.
With gratitude,
 Emily Hart
 Author
 www.emilyhartauthor.com
Takeaways:
• Every email has a clear purpose
• Every email sends readers to the author’s website first
• Updates are short, human, and rewarding
• Every purpose drives momentum 
(preorders → ARC → launch → reviews → sales → loyalty)
Email is not about shouting.
Email is the ongoing conversation that builds a career.

Why This Matters
A happy reader who hears from you directly becomes a partner — not just a customer.
When they:
• Enjoy your story
• Feel appreciated
• Receive personal interaction
They transform into your strongest advocates.
Advocates sell your book when you are asleep.
Algorithms recommend your book when they see consistent engagement.
Bookstores stock your next release when they see momentum.
All because you kept the relationship alive.

End-of-Chapter Checklist
You are ready when you have:
[ ] An active email provider
[ ] A sign-up form visible on your site
[ ] A welcome email with a bonus
[ ] A monthly schedule (short, but dependable)
[ ] A clear legal compliance footer
[ ] A process for gathering emails offline
[ ] A system for driving reviews and referrals through email
If not — begin with a single sign-up block on your homepage.
That one small action changes the trajectory of your career.
Next chapter — Launch Strategies 
Because books need to be talked about, just like movies need previews and trailers to build both awareness and excitement before their release dates.






  
  Chapter nine
Launch Week Strategy

Turning Momentum into Movement


Your book is no longer an idea. It is a product entering the marketplace. 
Launch week is where months of preparation become action — and every marketing pathway you’ve built finally converges. This is the most visible moment your book will ever have. It is also the moment that disappears fastest.
The mistake most authors make?
They treat launch day like a finish line.

In reality — launch day is the starting gun.
Readers do not know your book is new. Platforms do not care that you spent years writing it. Bookstores do not rearrange shelves automatically. The world does not pause.
Your book becomes real only when you make it real — repeatedly — everywhere your ideal readers already spend time.
This chapter gives you a clear structure so your launch week produces lasting traction rather than a 48-hour spike followed by silence.
What a Successful Launch Week Achieves
A launch is successful if it creates:
• Visibility (people see it)
• Credibility (people trust it)
• Velocity (people talk about it)
When these three forces align, you gain the fourth:
• Momentum — continued sales and interest after the initial week
Momentum is the goal. Velocity is the engine.
To build that velocity, you need three streams working together:
Readers — reviews, shares, word of mouth
Retailers — algorithms, availability, search visibility
Relationships — bookstores, libraries, influencers, ARC team
Launch week is not about a single big announcement. It is a coordinated series of touches — each reinforcing the last.
The Launch Week Framework
This schedule assumes:
• Metadata set
• ARC reviews seeded
• Website at the center of all traffic
• Pre-orders already running
• Social channels active
• Newsletter established
We move from loudest channels to most personal.
Day 1 — Launch Announcement + Website Push
Primary actions:
• Email your reader list first — before social media
• Announce on TikTok / Instagram Reels / Facebook
• Release a pinned post with:
 – Cover image
 – Elevator pitch
 – Release day call-to-action
 – Link to your website (never Amazon alone)
Positioning:
 “You asked for it — today you can finally read it.”
 — Goal: Immediate surge to establish algorithmic trust.
Day 2 — ARC Review Drop + Goodreads + StoryGraph Push
Primary actions:
• Release pre-collected ARC quotes on:
 – Social posts
 – Website book page (as banners or tiles)
 • Encourage Goodreads & StoryGraph reviews
 • Post one “reader reaction” video or graphic
Positioning:
 “Readers are already talking — here’s what they’re saying.”
 — Goal: Credibility signals for both humans and algorithms.
Day 3 — Community Event + Personal Story
Primary actions:
• Host a short live Q&A or reading (TikTok Live, Instagram Live, or Zoom)
• Share a post about “why this book matters to you”
• Reshare early reader or influencer posts
Positioning:
 “This story came from a real place. Let me show you.”
 — Goal: Emotional connection and loyalty formation.
Day 4 — Retailer Support + Bookstore / Library Push
Primary actions:
• Announce availability at:
 – Barnes & Noble, Waterstones, Booktopia, Kobo, etc.
• Update local bookstores on launch success
• Remind ARC readers about library requests by ISBN
Positioning:
 “You can find it wherever you love to buy books.”
 — Goal: Broaden distribution footprint + ordering signals to stores.
Day 5 — Social Proof + Shareability
Primary actions:
• Create one highly shareable post:
 – A bold quote from the book
 – A scene aesthetic board
 – A “For fans of…” comparison reel
• Ask existing readers to share who they’d recommend it to
• Feature reader photos with the print copy
Positioning:
 “This book belongs in conversations — help spark one.”
 — Goal: Network effects — from circles to circles.
Day 6 — Gratitude + Soft CTA to Next Step
Primary actions:
• Thank your readers — publicly and sincerely
• Invite them to:
 – Join your newsletter
 – Follow your YouTube channel
 – Check out the next book’s teaser chapter (if available)
Positioning:
“We are only getting started — join the journey.”
 — Goal: Convert buyers into repeat readers.
Day 7 — The Momentum Anchor
Primary actions:
• Release one new piece of content:
 – First-chapter audio
 – Short character profile
 – Behind-the-scenes research story
• Create a new CTA for week two:
 – “Tag a friend who loves Lisbon thrillers”
 – “Ask me anything about the writing process”
Positioning:
 “We’re still moving — and now the real adventure begins.”
 — Goal: Prevent the “post-launch slide.”
Three Rules That Protect Your Launch
Never make Amazon your only link.
 – They keep the customer. You must keep the reader.
Never plead. Always invite.
 – “I’d love for you to join us” works better than “PLEASE BUY.”
Never stop after launch day.
 – Momentum must be fed every week.
The Launch Week Tools Checklist
Before Day 1 hits, ensure you have:
[ ] Launch email to subscribers
[ ] Three short social videos ready to deploy
[ ] 8–12 review graphics formatted for your site & socials
[ ] Retail availability verified (Ingram + global outlets)
[ ] Local bookstore & library packets prepared
[ ] Thank-you post scheduled
[ ] A teaser for Book Two ready (even a working title)
[ ] QR codes updated for:
   • Review page • Newsletter signup • Bookstore page
No scrambling. No panic posting.
Execution beats excitement.

The Launch Lifecycle: What Happens After Week One
The first week starts the conversation.
The next four months decide your book’s fate.
There are three post-launch phases:
 — Phase A: Maintain
 (Weeks 2–4)
• One new review showcase weekly
• One influencer collaboration per week
• One mini-event or interview
 Goal: Keep discovery alive
 — Phase B: Expand
 (Months 2–3)
• Push libraries harder
• Pitch indie bookstores for signings
• Focus on new audience pockets
Goal: Grow readership beyond your circles
 — Phase C: Bridge
 (Month 4+)
• Introduce next book
• Re-target readers who interacted but did not buy
• Offer preorder bonuses for book two
Goal: Ensure your next launch starts ahead
Readers who buy Book One during Book Two’s promotion become your best fans — and your “predictable revenue stream.”
The Single Most Important Lesson of This Chapter
Publishing is the beginning.
Marketing is the career.
Launch week is simply the moment those two finally meet.
You are not just releasing a book.
You are launching a business.
A brand.
A future catalog.
A relationship with every reader who believed enough to give you their hours.
Your job is to honor those hours.
Every post.
Every event.
Every page you publish next.
End-of-Chapter Checklist: Launch Ready Status
Before you move on, confirm:
[ ] Preorders established
[ ] ARC reviews visible (minimum five)
[ ] Launch email written and scheduled
[ ] Seven-day content plan finished
[ ] Review request page live
[ ] Newsletter signup embedded beside review links
[ ] Ingram wholesale terms set
[ ] Bookstores and libraries contacted
[ ] Influencer commitments tracked
[ ] Week-two momentum posts drafted
If even three of these are unchecked — you are not launching — you are releasing and hoping.
Hope is not a strategy.
This chapter is.

Next chapter: Advertising & Paid Reach Strategy — what to spend, where, when, and how to minimize waste.
We bring this to you before the full launch strategy to help you understand them before thinking about relying in them early.






  
  Chapter ten
Advertising Without Wasting Money

How to Use Ads Safely, Strategically, and Only When They Can Actually Work


Most authors believe advertising is a lever you pull and sales start flowing. 
In reality, advertising is more like a magnifying glass.
It magnifies success — and magnifies failure.
If your book is well-positioned, reviewed, categorized correctly, and presented professionally, ads can accelerate momentum.
If anything in that chain is weak — ads simply help you lose money faster.
This chapter teaches you how to know when ads are appropriate, how to avoid expensive mistakes, and how to run the smallest, safest advertising program that actually helps instead of hurting.
You will see exactly what works, what does not, and why.
Because ads are not magic. They are tools. And tools require timing, conditions, and clarity.
The Single Most Important Truth About Ads
Advertising cannot fix a discoverability problem. Advertising cannot fix a credibility problem.
Ads can only amplify what already works.
This is why many authors burn hundreds (or thousands) of dollars and say — 
“These ads don’t work.”
“My book isn’t selling — the ad platform must be broken.”
“Everyone lies about ads being effective.”
No — the ads were fine. The foundation was not.
Before any author pays for even one click, four elements must already be solid and visible:
1. Metadata (ISBN, BISAC, keywords, categories)
The ad platform must know where your book belongs and who to show it to.
2. Cover + blurb quality
Ads push traffic. They do not convert traffic. Your product page converts.
3. Reviews
Without at least 15–20 legitimate reviews, ads are almost always a financial drain.
Readers do not trust unreviewed books.
4. A functioning website
Every ad should strengthen your sales system — not Amazon’s.
If any of these are missing, ads are not just ineffective — they actively mislead ad algorithms into thinking readers don’t like your book.
And once the platform thinks your book performs poorly?
It suppresses your visibility, even after you fix the issue.
Ads must come after discovery, not before.
The Ads You Already See — and Why Most Fail
Many authors are already “running ads” without realizing it.
Boosted posts on Facebook
TikTok Promote
Instagram Boost
Amazon Ads
“Sponsored” placements
These are not real campaigns.
They are money drains disguised as marketing.
Here’s why — 
Why Boosting a Post Fails
When you “boost” a post on Facebook or Instagram, the algorithm does not show it to people who buy books.
It shows the post to people who interact with posts.
Likes are not purchases.
Comments are not purchases.
Shares are not purchases.
You paid for attention, not readers.
The only purpose of a boosted post is to strengthen a warm audience — and only after you have a real audience to strengthen.
Boosted posts rarely create new readers, and they almost never generate meaningful sales.
Why TikTok Promote Fails
TikTok Promote shows your video to a pool of users who interact with promoted content — not book buyers.
This leads to vanity metrics:
• 5,000 views
• 200 likes
• 0 sales
• No new mailing list subscribers
“Promote” exposes your video.
It does not expose your book.
Why Amazon Ads Fail for 90% of Indie Authors
Amazon Ads look simple:
Pick keywords.
Pick a budget.
Click “Start.”
But behind the scenes, three things happen that authors never see:
1. Amazon prioritizes books that already convert well
If your book listing is new, under-reviewed, or mismatched in metadata, Amazon assumes low buyer interest.
So your ad is pushed to the bottom of the “bidding pool” — shown rarely, and shown to the wrong people.
2. You are competing against Big Five publishers
A commercial thriller with a $20,000 monthly ad budget will always outbid a $5-per-day indie author.
3. Amazon Ads rely on category and keyword accuracy
If your BISACs or keywords are even slightly misaligned, Amazon’s algorithm classifies your book incorrectly.
Your ad then shows to readers who do not want your genre.
Every wrong placement teaches Amazon:
“People are not clicking. This book must not be appealing.”
Once that happens, the ad account enters what advertisers call “suppression.”
Suppression is reversible — but difficult.
Fixing metadata and letting the system cool down for weeks is often required.
This is why you actually should not run Amazon Ads until:
• You have 20–30 reviews
• Metadata is fully corrected
• Keywords are refined
• Your cover is competitive for your genre
• Your blurb is test-proven
• You know your audience
Otherwise, Amazon Ads actively harm future visibility.
The Acronyms You Need to Understand — In Plain English
Advertising uses intimidating abbreviations, but each represents a simple idea.
We explain both what they stand for and what they mean for authors.
CPC — Cost Per Click
The amount you pay every time someone clicks your ad.
Meaning for authors:
You are buying curiosity, not a sale.
If your CPC is high and your sales are low, your product page is failing — not the ad.
CPM — Cost Per Mille (1,000 impressions)
The amount you pay to show your ad 1,000 times.
Meaning for authors:
This is exposure, not engagement.
Useful for brand warmup or pre-launch awareness — not sales.
CTR — Click-Through Rate
Percentage of people who clicked after seeing the ad.
Meaning for authors:
High CTR = your cover and headline are compelling.
Low CTR = you are targeting the wrong audience or the creative is weak.
ACOS — Advertising Cost of Sales
Amazon’s main metric: Ad spend ÷ sales = ACOS.
Meaning for authors:
 — If you spend $10 and sell $20, your ACOS is 50%.
Lower is better, but on Amazon, profitable ads are rare for unknown authors.
ROAS — Return on Ad Spend
Revenue from ads ÷ cost of ads.
Meaning for authors:
 — A ROAS below 1.0 means you’re losing money.
Most authors ignore ROAS because they are chasing visibility — not profit.
Attribution Window
The time the system allows for a purchase to count as caused by the ad.
Meaning for authors:
 — Amazon uses a 14-day window.
 — A sale two weeks later may not count toward your ad performance — even if your ad caused it.
This leads authors to shut down effective ads prematurely.
When Ads Work
Advertising becomes powerful only when your book already demonstrates:
• A clear audience
• Strong metadata alignment
• Professional presentation
• At least 15 early reviews
• A functioning website that captures readers
• A pre-launch or post-launch funnel to support interest
Ads are not the beginning of marketing.
They are the middle — the accelerator.
You earn the right to run ads only after you’ve made your book “ad-ready.”
The Universal Advertising Framework
Applies to all genres, with examples woven in.
Stage 1 — Warm Your Audience (Cheap, Safe, Foundational)
What this means:
You advertise only to people who already know who you are.
Tools:
• Website pixel (Facebook/Meta, TikTok, Pinterest)
• Email list upload
• Social media followers
• People who watched your videos
• People who visited your website
 — Goal: Strengthen recognition so later ads convert better.
Example (Mystery):
Short videos of Lisbon alleys, the detective’s notebook, a clue reveal.
Cost: $1–$3/day.
Example (Romance):
Short lines of longing + cover reveal.
Example (Fantasy):
 Magic-system snippets + character quotes.
Example (Nonfiction):
A bold fact, a problem, and a promise of a solution.
Stage 2 — Test Small (The $5-per-Day Rule)
Before running real ads, authors test:
• 3 variations of an image
• 3 variations of a headline
• 3 variations of a blurb excerpt
Budget:
$5 per day per variation
Run for 3–5 days
You keep only what performs.
 — This protects you from losing money.
Example (Sherlock-style Lisbon mystery):
 Three image tests:
• Lisbon skyline at dusk
• Detective notebook + pen
• Close-up of a puzzle clue
   Three text tests:
• “A modern Sherlock mystery set in Lisbon”
• “He solved the crime — now he must survive the truth.”
• “For fans of Sherlock Holmes and Daniel Silva.”
Stage 3 — Cold Audience Expansion (Only After Success)
Cold audiences are people who have never heard of you.
 — This is where authors lose the most money.
Cold ads should only run after:
• Warm ads convert well
• At least 20 reviews exist
• Metadata fully matches audience behavior
Example (Romance):
Target “romance readers who like small-town, second-chance tropes.”
Example (Fantasy):
Target “readers who follow Sarah J. Maas.”
Example (Nonfiction):
Target “readers seeking productivity systems under $20.”
Stage 4 — Retargeting (Where Real Efficiency Happens)
Once readers have touched your sales system, retarget them:
• People who visited the page
• People who watched 50%+ of your trailer
• People who clicked the ad but did not buy
• People who follow your social accounts
 — Retargeting turns curiosity into commitment.
Stage 5 — Scaling (Only When Profitable)
If a campaign maintains:
• Acceptable CPC
• Acceptable ACOS
• Acceptable ROAS
• Steady sales
Then — and only then — you raise the budget.
Never scale a failing ad.
You only scale success.
The Safe Advertising Plan for Indie Authors
A step-by-step roadmap.
Step 1 — Build your warm audience
Cost: $30–$60 per month
Purpose: Recognition
Outcome: Stronger future conversion
Step 2 — Run $5/day tests
Cost: $75–$150
Purpose: Identify what works
Outcome: The only creative worth paying for
Step 3 — Launch a cold campaign
Cost: $150–$300 per month
Purpose: Growth
Outcome: New readers, newsletter signups, website visits
Step 4 — Retarget
Cost: $30–$60 per month
Purpose: Seal the deal
Outcome: Higher ROI
Step 5 — Pause if numbers drop
Good advertisers pause more than they run.
Do not force a failing ad to succeed.
Genre Specific Examples:
Mystery (our Sherlock — Lisbon Exchange example)
Best performing creatives:
• Clue imagery
• Old-world cityscapes
• Character logic puzzles
• “Fans of Sherlock Holmes” targeting
Romance
Best performing creatives:
• Close-up typography of emotional lines
• Mood photography
• “If you love slow-burn second chance romance...”
Fantasy
Best performing creatives:
• Character art
• Worldbuilding maps
• “Rule of magic: every power has a cost.”
Nonfiction
Best performing creatives:
• Problem → Promise → Path
• “If you struggle with X, this book gives you Y.”
The Warning Every Author Needs
Ads do not fix a weak launch.
Ads do not fix a lack of reviews.
Ads do not fix poor metadata.
Ads do not fix a weak cover.
Ads cannot save a book that the author has not positioned correctly.
If your book is weak in one area, ads amplify the weakness.
But when your foundation is strong, ads amplify strength — beautifully.
Ads are the final tool in your marketing belt, not the first.
End-of-Chapter Checklist
Before you spend $1 on ads:
[ ] Your metadata is correct
[ ] Your ISBNs are unified
[ ] Your BISACs are accurate
[ ] Your blurb is polished
[ ] Your cover is competitive
[ ] You have 15–20 reviews minimum
[ ] Your website is ready to receive readers
[ ] You understand CPC, CPM, CTR, ACOS, ROAS
[ ] You have warm content available
[ ] You are prepared to test before spending
If any box is unchecked — stop. Fix the foundation first.
Your wallet will thank you.

Next chapter: The 90-Day Book Launch Plan: A Complete, Repeatable System
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The 90-Day Book Launch Plan

A Complete, Repeatable System


You now understand the components of a professional launch: 
• Metadata
• Website and brand foundation
• SEO + AI-SEO roadmap
• Social media rhythm
• ARC pipeline
• Influencers and micro-influencers
• Newsletter engagement
• Real-world placement
This chapter brings everything together into a single, practical execution system.
A book launch is not a celebration.
It is a controlled, multi-phase marketing campaign — and time is its most important asset.
Most authors think a launch is “release day.”
It isn’t.
A launch is the 90 days before release.
Those 90 days are when:
• Algorithms learn your book
• Influencers schedule posts
• ARC readers finish reading
• Reviewers prepare content
• Bookstores decide whether to stock
• Libraries evaluate requests
• Press outlets choose coverage
• Ads (if used) gather early data
• Readers become familiar with your cover and title
If you wait until release week to make noise, you are already too late.
This plan is designed to be:
• Simple
• Repeatable
• Genre-agnostic
• Scalable
• Low-overwhelm
• High-impact
And it is built around the principle that matters most in modern publishing:
Momentum beats magnitude.
Consistency over 12 weeks will outperform any last-minute marketing sprint.
PART I — Why 90 Days Works
Industry systems operate on cycles:
• ARC reviewers need 4–8 weeks
• Booksellers need 6–10 weeks
• Libraries need 6+ weeks for consideration
• Influencers schedule 2–6 weeks out
• SEO needs 30–60 days to index new content
• AI-SEO builds recognition slowly through consistency
• Readers need repeated exposure to remember a book
A 90-day plan lets you:
Build awareness
Seed reviews
Create credibility
Train algorithms
Build a mailing list
Generate early demand
Optimize metadata
Prepare a clean release day
This is the foundation of sustained sales, not just launch-week spikes.

PART II — The 90-Day Timeline (Week by Week)
90–75 Days Before Release: Foundation Lockdown
 — Primary goals: Metadata, website, ARC recruiting, preorders.
Complete before this window ends:
• Final metadata locked (ISBNs, BISAC, keywords, descriptions)
• Website book page live
• Preorders open for ebook (not paperback yet)
• Google Books entry complete
• Sell sheet finalized
• ARC sign-up open
• Newsletter announcement (#1)
• 5–10 micro-influencers identified
• Proof copies ordered for print ARCs
Social media (light):
• One cover reveal reel or post
• One behind-the-scenes newsletter invitation
• “Meet the protagonist” intro post
Newsletter (#1):
• “The book is officially coming — here’s the cover and release date.”
• Invite ARC volunteers.
• Link to website (not Amazon).
75–60 Days Before Release: ARC Deployment
 — Primary goals: get the book in readers’ hands.
Actions:
• Send digital ARCs to confirmed readers
• Prepare print ARC packages/orders
• Begin influencer outreach
• Add early ARC quotes to website
• Begin building Pinterest boards
• Announce preorders again on socials
• Add preorder bonus if genre-appropriate (e.g., bonus chapter PDF)
Social media:
• Short excerpt reel
• “Why I wrote this book” post
• Two TikToks introducing tropes or core themes
Newsletter (#2):
• Early excerpt
• ARC update
• Reminder: “Your review matters more than you think.”
60–45 Days Before Release: Preorder Push #1
 — Primary goals: build anticipation, strengthen social proof.
Actions:
• Upload updated metadata with early ARC quotes
• Confirm library request form on website
• Encourage readers to request the book at their local library
• Submit LCCN confirmation
• Visit local bookstores with sell sheet
• Schedule two events (virtual or in-person)
Algorithm prep:
Pinterest + YouTube begin indexing around this time; consistency helps.
Social media:
• “If you like X, you’ll love…”
• 30-second reading video
• First behind-the-scenes research post
Newsletter (#3):
• “Three things this book will give you.”
• Direct link to your website preorder page
• Invite questions you’ll answer in next newsletter
45–30 Days Before Release: Influencer Activation
 — Primary goals: build chatter, encourage early reviews.
Actions:
• Ship print ARCs to influencers (author copies)
• Confirm posting windows
• Add influencer blurbs to your book’s website page (if they allow)
• Begin scheduling launch-week content
• Create 7–10 short-form videos in advance
• Update Goodreads with quotes
Social media:
• Begin “countdown” style posts
• Share reader reactions (with permission)
• Cross-post any influencer teasers
Newsletter (#4):
• “Here’s what early readers are saying…”
• One ARC quote highlighted
• Reminder of preorder links
30–14 Days Before Release: Review Surge Window
 — Primary goals: accumulate the first 5–15 reviews.
Actions:
• Gentle follow-up to ARC readers
• Upload final manuscript to KDP/Ingram
• Reconfirm influencer schedule
• Confirm event times with bookstores/libraries
• Create “Leave a review” page on website
• Add QR codes to printed materials
Social media:
• Mystery: “Two lines from the investigation you’ll recognize later…”
• Romance: “The moment everything changes…”
• Fantasy: “The rule of magic they cannot break…”
Newsletter (#5):
• “Launch is close — here’s how you can help.”
• Review instructions + direct links
• Special thank-you for early supporters
14 Days Before Release: Hard Launch Prep
 — Primary goals: maximize algorithm alignment and human trust.
Actions:
• Final metadata check (must be perfect)
• Final website audit
• Create launch-day emails
• Prepare 5–7 social posts
• Schedule release-week live or virtual event
• Load all advertising (if used) into “learning phase”
RELEASE STRATEGY:
Paperback releases Monday.
Ebook releases Thursday.
Schedule publication at a minimum of 8 weeks from upload to proof books, send ARC author copies, and market pre-order.
Why this matters, and release dates matter:
• Bestseller tracking runs Tuesday → Monday
• Paperback preorders (Monday) boost WEEK ONE
• Ebook preorders (Thursday) boost WEEK TWO
This creates a two-week momentum arc instead of one.
Release Week (Day 0)
MONDAY — Paperback Release
• Pre-orders previously announced everywhere
• Release date now also announced everywhere
• Newsletter (#6): “It’s here — thank you for everything”
• Post 2 short videos
• Add paperback link to website
• Local bookstore drop-ins
• Library reminder posts
THURSDAY — Ebook Release
• Ebook goes live
• Preorders convert into ranking boost
• Second wave of social posts
• Encourage verified purchase reviews
Weekend After Release
• Attend or host launch event
• Run live reading or Q&A on TikTok
• Share reader photos
• Add new reviews to website
7–14 Days After Release: Sustain Momentum
Wave Two review push:
A reminder email to ARC readers: “Your review makes a measurable difference — here is the link.”
Social media:
• Daily light posts
• One reaction video
• One trope-based post
Advertising (only now if used and momentum built):
• Amazon Ads test budget
• Facebook retargeting to website visitors
• TikTok Spark Ads for strongest organic videos
30 Days After Release: Stability Phase
Now you maintain weekly:
• One newsletter
• One YouTube upload
• 3–4 TikToks/Reels
• Monthly library visits/live reads/workshops
• One influencer re-engagement message
• Ongoing ARC recruitment for Book 2
PART III — Sample 90-Day Plan: The Lisbon Exchange
A modern Sherlock-style mystery set across Lisbon — intelligent, atmospheric, twist-driven.
This sample plan demonstrates how every step looks in real execution.
(Replace details where needed for your own book.)
90–75 Days Before Release (Weeks 1–2)
 — Primary Goals: Metadata finalized, website ready, ARC recruitment begins, ebook preorder opens.
Book Positioning (used everywhere) — 
Tagline:
“A modern Sherlock-style mystery set in Lisbon — where every clue hides a consequence.”
Keywords in rotation:
modern detective mystery / Lisbon noir / twisty European thriller / cerebral mystery / fans of Sherlock Holmes & Daniel Silva
Website Actions
• Launch The Lisbon Exchange book page with:
– Cover
– Short and long description
– ISBNs for all editions
– “Preorder ebook” button
– Newsletter sign-up block
– Early teaser quote
• Upload one 30-second book trailer to YouTube; embed on page.
• (Optional) Add a “Request as Library Purchase” button.
Metadata Finalization
 — Primary BISAC: FIC022000 — Mystery & Detective /Traditional
 — Secondary: FIC030000 — Thrillers / Suspense
 — Tertiary: FIC009000 — Crime
Add to:
• Bowker
• IngramSpark
• KDP
• Google Books
• Website alt-text
ARC Recruitment Announcement (Newsletter #1)
Subject: “It’s Almost Time — Meet The Lisbon Exchange.”
Content includes:
• Cover reveal
• 100-word description
• ARC sign-up link
• Note reminding readers that reviews help the book survive
Social Posts (Goal: Light Visibility)
Cover Reveal Reel:
“Why I chose Lisbon as the backdrop for a detective mystery.”
“Meet detective Marco Dantas — a man who knows the city better than it knows itself.”
Influencer Soft Engagement Begins• Follow 10–12 BookTokers who enjoy mysteries & thrillers.
• Leave thoughtful comments on their reviews of other books.
(No pitches yet.)
75–60 Days Before Release (Weeks 3–4)
 — Primary Goals: ARC distribution, influencer identification, preorder presence expanded.
ARC Distribution
• Send EPUB + PDF to ARC readers with a warm note:
 “Read at your pace — early reactions help shape release week.”
• Mail print ARCs to 5 micro-influencers (if budget allows).
Influencer Outreach (First Pitch)
Message template:

“Hi [Name],
I’m the author of The Lisbon Exchange, a modern Sherlock-style mystery set across Lisbon’s alleys and rooftops. I’ve enjoyed your mystery recommendations — especially [specific book].
If you feel this fits your audience, I’d love to send you an ARC. Absolutely no pressure.
Details here: [website link]
— [Author]”
Website Update
• Add a small “Early Reader Praise” block with first 1–2 ARC comments.
• Add preorder button to sidebar on every website page.
Social Posts
• TikTok/IG Reel: “Three books that inspired The Lisbon Exchange.”
• Pinterest board: “Lisbon at night” + “Detective aesthetics” + cover pin linking to website.
• FB author page: “ARC readers — how far in are you?”
Newsletter #2
Topic: “Inside the investigation — a glimpse into Marco Dantas’ world.”
Include:
• 200-word character spotlight
• Subtle reminder of preorder link
• Invite readers to request the book at their library
60–45 Days Before Release (Weeks 5–6)
 — Primary Goals: preorders rise; library + bookstore outreach begins; algorithmic groundwork.
Bookstore Outreach
Visit two local independent bookstores:
Script:
“Hi, I’m [Author]. I’m local and have a mystery novel releasing in [month], fully distributed through Ingram with returns enabled. Here’s a sell sheet and review copy — would consignment or a small launch event potentially be a fit for your store?”
Leave:
• Sell sheet
• Bookmark stack
• Review copy
Library Outreach
• Submit LCCN.
 • Contact 5 libraries with a professional email and sell sheet.
 • Encourage newsletter subscribers to request the book using ISBN.
Social Posts
• “Location matters in a mystery — here’s why Lisbon became a character.”
• “A line from chapter 4 that changes everything…”
• “If you love Sherlock-style logic puzzles — this book is for you.”

Newsletter #3
Topic: “Why Lisbon? Why this mystery?”
Include:
 • Two photos (Lisbon streets, Tejo River overlook)
 • One sample paragraph
 • CTA: “Preorder ebook now; paperback opens soon.”
Algorithm Training
• Upload one YouTube “making-of” video — add full metadata to post
• Add 5 new Pinterest pins linking to the website.
• Update Google Books metadata with teaser quotes.
45–30 Days Before Release (Weeks 7–8)
 — Primary Goals: influencer commitments confirmed; anticipation builds.
Influencer Activation
Influencers confirm posting windows.
Send personalized angle suggestions:
Examples:
• “For fans of cerebral mysteries with tight pacing.”
• “For readers who like European settings that feel alive.”
• “For viewers who enjoy detective logic broken down on screen.”
Website Update
Add a countdown timer to home page, below header:
 “The Lisbon Exchange releases in 30 days.”
Social Posts
• “Meet the villain — or at least what we think we know…”
• “Three Lisbon locations that shaped the plot.”
• “Sherlock fans — this clue structure is for you.”
Newsletter #4
Topic: “Early readers are already talking…”
Include 2–3 ARC quotes.
Bookstagram Post
Aesthetic flat-lay: espresso, old key, Lisbon tile pattern, book mockup.
30–14 Days Before Release (Weeks 9–10)
 — Primary Goals: review surge, preorder peak, final metadata locked.
ARC Gentle Reminder
Message:
 “Hope your reading is going well — reviews between now and release help the book find its earliest audience.”
Finalize Metadata Everywhere
• IngramSpark
• KDP
• Google Books
• Goodreads
• Website
• YouTube descriptions
Social Posts
• “The first line of the book — and why it matters.”
• “The crime Marco Dantas must solve…”
• “Lisbon by night — a quick aesthetic reel.”
Newsletter #5
Topic: “Two weeks to release — here’s how you can support the book.”
Include:
 • Review instructions (website → retailers)
 • Launch event date
 • Paperback release date
 • Ebook release date
Influencer Teasers Start Appearing
Re-share them to your Story with gratitude.
14 Days–Release Week (Weeks 11–12)
 — Primary Goals: create a two-week ranking arc (your strategy), maximize visibility.
MONDAY — Paperback Release
Actions:
• Announce everywhere
• Update website with “Buy Paperback” button
• Local bookstore drop-in
• 2 TikToks:
– Unboxing paperback
– “Here’s who should read this mystery…”
Newsletter (#6):
Subject: “The Lisbon Exchange — the paperback is officially out!”
Include:
• Direct website link
• Early reviews
• Thank-you message
THURSDAY — eBook Release
Actions:
• eBook goes live; preorder surge triggers ranking boost
• Share 3–5 early reviews
• TikTok: “The moment everything shifts — Chapter 3 reveal (no spoilers).”
• IG Reel showing Lisbon visuals + quote overlay
Newsletter (#7):
Subject: “The investigation begins — the eBook is live today.”
Include direct link + reminder that reviews help visibility.
Weekend — Launch Event
Options:
• Local bookstore signing
• Instagram Live reading
• TikTok Q&A with mystery readers
• Library author talk if arranged
Collect emails via QR code.
7–14 Days After Launch
Actions:
• Send ARC follow-up #2
• Post “review appreciation” video
• Add new reviews to website
• Send signed paperback copies to two influencers as thank-you
Newsletter (#8):
Subject: “Your reviews are bringing new readers to Lisbon.”
Include one strong quote and story of a new reader who messaged you.
30 Days After Launch — Stabilization Phase
Actions:
• Update metadata with new professional reviews
• Re-open ARC list for Book 2
• Begin posting “Lisbon micro-lore” content weekly
• Engage in 1–2 mystery reader groups on Reddit
• Announce next newsletter giveaway
Newsletter (#9):
Subject: “One month later — what’s next in the Dantas Files?”
Tease sequel or new project.
PART IV — If You Fall Behind
If you lose…
• 30 days → combine ARC and influencer cycles
• 45 days → move paperback release to capture preorders
• 60 days → push the entire launch forward (recommended)
• 75 days → do not launch; delay until the foundation is ready
There is no penalty for launching late.
There are major penalties for launching unprepared.

PART V — Master Checklist
Before 90 Days
[ ] Final manuscript
[ ] ISBNs assigned
[ ] Metadata drafted
90–60 Days
[ ] ARC distribution
[ ] Website book page
[ ] Preorders live
[ ] Influencers contacted
60–30 Days
[ ] Store + library outreach
[ ] Social media teasers
[ ] Newsletter rhythm established
30–0 Days
[ ] Review wave
[ ] Influencer posting
[ ] Launch assets created
[ ] Paperback MONDAY release
[ ] eBook THURSDAY release
0–30 Days Post Launch
[ ] Review follow-ups
[ ] Events + signings
[ ] Ads testing
[ ] Newsletter growth
Next chapter — Selling Beyond Books — Merch, Bundles, Events, Speaking, Foreign Rights, and Multiple Revenue Streams






  
  Chapter twelve
Selling Beyond Books

Merch, Bundles, Events, Speaking, Foreign Rights, and Multiple Revenue Streams


Once your book is launched and your readership begins to grow, you reach a turning point in your author career — Your book is no longer the only product. 
It becomes the foundation for everything else you can create.
This chapter shows you how to expand your revenue without diluting your credibility — and without turning your author brand into a cluttered gift shop.
We will focus on six categories:
Merchandise (that actually sells)
Bundles (digital + physical)
Author events and workshops
Speaking engagements
Foreign rights and translations
Long-term assets that scale income
Not every strategy is appropriate for every author.
The goal is not to do everything — it is to do the right things in the right order.
Merchandising should never come before readership.
Speaking opportunities should never come before authority.
Foreign rights should never be pursued without a clear positioning statement.
We build outward from your strongest asset — Your book + your brand + your audience.
Let’s dive in.
1. Merch: What Sells, What Doesn’t, and Why Most Authors Fail Here
Most authors either:
• Create merch too early,
• Create merch nobody actually wants,
• Create merch that doesn’t represent the brand, or
• Sink money into physical inventory that never sells.
Merch becomes profitable when it does one of three things:
A) Enhances the reader’s emotional connection to the story
Examples that work:
• Art prints featuring iconic quotes
• Maps from fantasy worlds
• Mystery case files / replica documents
• Character dossiers
• Signed bookplates
• Bookmarks with series branding
• Limited-edition covers
Why these work — Readers buy story experience, not random objects.
B) Helps readers display their identity as readers
Examples:
• “Team Marco Dantas” mystery merch
• Genre-driven designs:
– “I solve fictional crimes for fun”
– “My weekend plans are classified (mystery lover)”
C) Serves as premium, high-trust memorabilia
Examples:
• Limited edition hardcover
• Slipcased edition
• Numbered and signed copies
• Foil-stamped covers
These items have perceived scarcity — and scarcity adds value.
Avoid:
• T-shirts (high cost, low demand)
• Mugs (oversaturated)
• Stickers with no narrative meaning
• Generic keychains
These do not convert unless you already have a large fanbase.
Practical approach for our example: The Lisbon Exchange
• Limited foil hardcover (100 copies) — Example included in Chapter 8 sample newsletter
• Signed bookplates
• Lisbon map print (small, frameable)
• “Detective’s Case File” PDF extras
• High-end bookmark set with Lisbon tile patterns
Small, premium, story-driven. Not clutter.
2. Bundles: Turning One Reader Into a Higher-Value Reader
Bundles are one of the highest-ROI assets for indie authors because:
• They cost little
• They use content you already created
• They increase average order value (AOV)
Bundles should be sold direct through your website so you keep the revenue and customer information.
Types of Bundles That Work
A) Digital Bundles
• Ebook + behind-the-scenes dossier
• Ebook + deleted scenes
• Ebook + audio prologue
• Ebook trilogy bundles once more books are published
Great for readers who want more of your world immediately.
B) Physical Bundles
• Paperback + signed bookplate
• Paperback + Lisbon map
• Paperback + bookmark set
For collectors and gift buyers.
C) Launch or Holiday Bundles
• “Detective Starter Pack”:
– Paperback
– Map print
– Bookmark
– Signed plate
– Exclusive teaser for Book 2
Strategic bundling increases early launch revenue and strengthens reader loyalty.
3. Events: From Local to Digital and How to Make Them Worth Your Time
Events should generate:
• Sales
• Email subscribers
• Photos and content for promotion
• Real-world legitimacy
A) Bookstore Signings
Best when:
• You already have some local traction
• You have a professional sell sheet
• You can draw a small crowd
• The store believes in your niche
The key is not volume — it is visibility.
Photos from events create social proof that lasts for years.
B) Library Events
These convert surprisingly well because:
• Readers who attend libraries buy books
• Libraries often purchase copies for circulation
• Librarians value local authors
Suggested topics:
• “How to Write a Modern Mystery”
• “The Research Behind The Lisbon Exchange”
• “From Idea to Published Book — A Practical Roadmap”
C) Digital Events
The modern author’s most scalable option.
Examples:
• Instagram Live Q&A
• TikTok mystery trivia event
• YouTube commentary on detective logic  — “The Research Behind The Lisbon Exchange” and “How to Write a Modern Mystery”
• Virtual book club session
Digital events require:
• A strong hook
• Reusable content
• Clear CTAs directing people to your website
4. Speaking: When (and How) Authors Get Paid to Talk
You should pursue speaking when one of the following is true:
• You write nonfiction with actionable knowledge
• You are a subject-matter expert (professional background)
• You have a compelling personal story tied to your fiction
• You teach writing, craft, or genre-specific skills
• Your book’s theme connects to conferences, schools, or workshops
Mystery authors can speak on:
• Crime-solving logic
• Character psychology
• Research methods
• Plot structure
• European travel insights tied to the book
Speaking Fees (realistic ranges after reaching hush sales volumes):
• Local libraries: $50–$150 honorarium
• Writing groups: $100–$300
• Conferences: $250–$1,000+
• Corporate storytelling workshops: $2,000–$10,000+ (advanced stage)
Start small. Grow credibility. Build a signature talk.
5. Foreign Rights: When Your Book Can Sell Without You Doing Anything Else
Foreign rights are one of the most overlooked income streams for indie authors.
You can sell rights for:
• Translation
• International print distribution
• Film/TV
• Audio (if unassigned)
But not all books are candidates.
Foreign publishers look for:
• Strong U.S./U.K. reception
• Strong niche appeal (mystery does well internationally)
• Clean metadata
• Professional cover
• A series (or series potential)
A book like The Lisbon Exchange is attractive because:
• Mystery sells globally
• Lisbon is a unique, marketable setting
• Sherlock-style logic travels well across languages
• European publishers understand the geography
• The book is not culturally locked to a single market
How to Approach Foreign Rights
• Prepare a Rights Guide (2–3 pages)
• Attend online rights fairs (via agent or publisher)
• Pitch the book as part of a series
• Demonstrate early sales data
• Start with territories that favor mystery:
– Germany
– Netherlands
– Norway/Sweden/Finland
– France
– Japan
Do not pay for translation yourself until you have guaranteed ROI.
Rights sales are low-risk, high-reward.
6. Long-Term Revenue Streams: What Scales, What Doesn’t
A) Audio Editions
Still one of the fastest-growing sectors.
 Best if:
• You hire a professional narrator
• You produce consistent quality
• You distribute widely (Findaway)
B) Patreon / Membership
Only works when:
• You produce regular extras
• You have a consistent voice
• Readers feel included
• The content cannot be found elsewhere
Mystery example tiers:
• Case Files (monthly short mysteries)
• Behind-the-Scenes Investigations
• Exclusive map updates
• Early chapters of Book 2
C) Courses or Workshops
Only if you can teach what you do.
High profitability.
Niche positioning is key.
D) Companion Editions
• Annotated edition
• Author commentary edition
• Collectors’ boxed set
E) Series Expansion
Your single strongest revenue multiplier.
A reader who buys Book 1 often buys:
Book 2, Book 3, Book 4…
A mystery series is ideal for recurring income.
What To Do First (and What To Ignore)
Do first:
• Limited edition hardcover
• Digital bundles
• Bookstore + library events
• Begin rights guide preparation
• Add “extras” to your emailing funnel
Do later:
• Courses
• Patreon
• Merch heavy categories (shirts/mugs)
• Speaking until you have clear authority
• Translation unless rights are purchased
Avoid:
• Large physical inventory
• Random merch disconnected from story
• Anything that costs more time than it returns
The Single Most Important Principle of This Chapter
Your book is the product.
Everything else is a multiplier.
Merch multiplies emotion.
Bundles multiply revenue.
Events multiply trust.
Speaking multiplies authority.
Foreign rights multiply markets.
Series multiply readership.
If you build these expansions intentionally, you create a sustainable career — not a one-time launch.

Next chapter — Library & Bookstore Expansion Strategy — Turning One Title Into a Catalog Presence






  
  Chapter thirteen
Multi-Book Momentum

Your First Year as an Author


Your first book launch is not the end of the journey — it is the ignition point. 
The weakest authors behave like project managers:
They launch a book, breathe out, and go quiet.
The strongest authors behave like portfolio managers: They treat their launch as the foundation for the next twelve months of expansion.
A single title can get attention.
A catalog earns a career.
This chapter is your blueprint for turning Book One into Book Two, Three, and beyond — while increasing discoverability, strengthening authority, and avoiding the “post-launch collapse” that stops most indies from ever growing.
This chapter is about strategy, sequence, and momentum.
1. The First-Year Author Reality
Momentum does not come from:
• Occasional social posts
• Sporadic email newsletters
• Random ad tests
• Waiting for Amazon to “notice” you
Momentum comes from:
• Consistent output
• Stacked visibility
• Compounding metadata
• Expanding catalog presence
• Strategic timing
Indie publishing is not a moment.
It is a rhythm.
2. Your First-Year Objectives (Regardless of Genre)
Every author’s first 12 months should focus on:
Objective 1: Strengthen Your Core Audience
Your first readers become:
• ARC reviewers for every book
• Word-of-mouth advocates
• Newsletter subscribers
• The backbone of early sales
Your mission — 
Convert strangers → followers → subscribers → repeat buyers.
Objective 2: Build and Protect Your Metadata Footprint
Your metadata must:
• Stay consistent
• Expand as new formats appear
• Gain new reviews
• Reflect new BISAC opportunities
• Appear across more high-authority surfaces
You are building institutional confidence.
Objective 3: Release Book Two Within 6–12 Months
This is not optional.
One-book authors drown in obscurity.
Two-book authors begin conversion cycles.
Three-book authors start earning predictable revenue.
Series compounds.
Standalone islands evaporate.
Objective 4: Turn Visibility Into Longevity
Longevity comes from:
• Libraries acquiring series
• Bookstores reordering
• Foreign rights inquiries
• Influencers who stay with you
• Readers who return
The goal is not a spike.
The goal is a slope.
3. The Multi-Book Flywheel (How Momentum Actually Works)
Every successful author operates on a repeatable cycle:
Book releases
ARC and review momentum builds credibility
Influencers amplify awareness
Website captures subscribers
Newsletter nurtures the relationship
Book Two drops… reigniting interest in Book One
Backlist sales increase
Bookstores + libraries expand their orders
Foreign rights become possible
Momentum compounds for the next release
The cycle is predictable.
The results are exponential.
4. Your 12-Month Roadmap (High-Level)
Months 1–3: Post-Launch Consolidation
• Continue pushing reviews
• Run monthly email updates
• Appear on podcasts + small interviews
• Attend local events
• Strengthen bookstore/libraries (but not re-explain mechanics)
• Maintain steady social presence
• Begin outlining the next book
• Light ad testing ONLY after reviews stabilize
Months 4–6: Build Book Two
• Write aggressively
• Continue audience building
• Expand metadata footprint
• Recruit early ARC list for Book Two
• Re-engage influencers
• Prepare sample chapters for newsletter subscribers
Months 7–9: Cross-Pollination
• Begin teasing Book Two
• Release a bonus prequel or deleted scene
• Strengthen internal linking across website
• Start building early anticipation
• “If you enjoyed Lisbon Exchange… Book Two takes the detective deeper into…”
• Libraries and bookstores reorder the first book as momentum rises
Months 10–12: Position for the Future
• Launch Book Two
• Re-run 90-day plan
• Update author website with series branding
• Prepare omnibus, bundles, early rights pitches
• Begin outlining Book Three
Momentum is the deliberate layering of strategies, not chaotic activity.
5. Series Strategy vs. Standalone Strategy
Because this will be asked:
  —  If writing a series (Lisbon Exchange example):
Every book boosts the one before it.
Series authors win long-term.
  —  If writing standalones:
Brand consistency must act as the “series”:
• Tone
• Genre
• Themes
• Cadence
• Author identity
You are the series.
6. Author Growth Metrics (What Really Matters)
Do not measure your first-year progress by  —  
• Bestseller lists
• Follower count
• Viral moments
Professional authors measure  —  
• Subscriber growth
• Number of reviews
• Review quality
• Sell-through rates
• Backlist sales after Book Two
• Library acquisitions
• Consistent metadata growth
• Events attended
• Returning readers
These are the metrics traditional publishers use.
They should be yours as well.
7. The Single Most Important Rule of Year One
Your first book is not your career.
Your second and third books are.
Everything you do in Year One should be aimed at  —  
 • growing your audience
 • establishing your professional footprint
 • positioning your catalog for long-term discovery
The authors who survive the industry do not sprint.
They build systems.
They build catalogs.
They build readers who stay.

In the next chapter, we will address exactly that — how to build a personal marketing system that carries you from book to book without burnout.






  
  Chapter fourteen
 Building Your Personal Marketing System

So You Don’t Burn Out


Burnout is the number one reason authors disappear after Book One. 
Not failure.
Not rejection.
Not sales numbers.
Burnout.
Because authors try to market like influences, advertise like corporations, and publish like a 20-person imprint — while also writing the actual book.
You cannot win that way.
You need a system, not intensity.
A system:
• protects your time
• stabilizes your output
• automates what can be automated
• removes decision fatigue
• creates repeatable workflows
This chapter gives you a sustainable, professional rhythm any author can maintain — including those working full-time jobs, raising families, or writing part-time.
1. The Author’s Burnout Trap
Most authors experience burnout because they — 
• Try to be on every social platform
• Reinvent content every day
• Write newsletters from scratch
• Try to run ads too early
• Panic in silence when sales are slow
• Compare their journey to viral anomalies
This is not a strategy.
 It is survival, and survival always fails long-term.
You need a marketing machine, not marketing chaos.
2. The Three-Pillar Author System
Your sustainable system rests on:
Pillar 1: Weekly Rhythm (Your Recurring Activity)
You maintain:
• 2–3 social posts
• 1 newsletter every 2–4 weeks
• Reviewing metadata quarterly
• A small amount of engagement
• One focused marketing task per week
This is enough.
More is optional — not required.
Pillar 2: Automation & Templates
You automate:
• Newsletter signups
• Review links
• ARC onboarding
• Website funnels
• QR codes
• Press kit elements
Templates reduce workload by 80%.
This book has already given them to you.
Pillar 3: Focused Bursts (Launch Cycles)
You sprint only during — 
• Pre-launch
• Launch week
• Two post-launch pushes
Everything else is maintenance mode.
This is how traditional publishers operate.
You should too.
3. The Weekly Author Workflow (Sustainable for All Writers)
Monday — Metadata Maintenance
10–20 minutes:
• Check website analytics
• Review backlinks
• Confirm book page accuracy
• Check retailer metadata for mismatches
Tuesday — Social Presence
15–20 minutes:
• Post one piece of content
• Comment on 2–3 posts in your genre
Wednesday — Newsletter or ARC Management
15–30 minutes:
 • Draft next newsletter or
 • Respond to ARC messages or
 • Update subscriber segmentation
Thursday — Professional Growth
20–30 minutes:
• Watch industry insights
• Read a competitor book
• Study a successful campaign
Friday — Writing Day
Your most important task always returns — 
Write your next book.
This is the system that keeps authors present but not overwhelmed.
4. The Monthly Workflow
Every month:
• Add 3–5 new backlinks
• Record one YouTube video
• Update one page on your website
• Reach out to one influencer
• Submit to one bookstore or library
Small, consistent actions outperform sporadic intensity.
5. Outsourcing Without Losing Control
You can outsource:
• Social media scheduling
• Press releases
• Graphic design
• ARC coordination
• Metadata audits
But you should NOT outsource:
• Your voice
• Your connection with readers
• Your author brand decisions
Outsource execution, not identity.
6. How a Happy Reader Becomes Your Best Marketer
When a reader:
• Gets a reply from you
• Sees your engagement
• Watches you thank your ARC team
• Reads your newsletters
• Attends your events
They become:
• Advocates
• Referrers
• ARCs for future books
• Micro-influencers
Humans remember authors who made them feel seen.
A happy reader is worth more than any paid ad.
7. Designing Your Burnout-Proof Author Dashboard
Your dashboard should include:
• Review count tracker
• ARC spreadsheet
• Metadata audit log
• Newsletter growth chart
• Retailer price check table
• Backlink index
• Social content vault
• Launch cycle planner
This turns marketing from emotional guesswork into operational clarity.

8. The Single Most Important Rule
You cannot market at full speed all year.
Professional authors operate cyclically:
• Build
• Launch
• Recover
• Grow
• Write the next book
When writing, marketing slows.
When launching, marketing rises.
When recovering, systems carry you.
Sustainability is not an aesthetic preference.
It is a requirement for a long-term publishing career.
End-of-Chapter Checklist
You have a sustainable marketing system if:
[ ] You follow a weekly rhythm
[ ] You implemented automation
[ ] You bulk-created templates
[ ] You operate in cycles, not chaos
[ ] You protect writing time
[ ] You maintain slow, steady audience growth
[ ] You avoid pressure to be everywhere
[ ] You measure progress quarterly, not daily
If you check at least 6 items, you will not burn out.
If you check all 8, you are already operating like a professional imprint.
The Long Game
Building a Career, Not Just Launching a Book
You have now walked through every major component of modern book marketing — not the glossy surface-level advice authors are often given, but the real structure underneath. The repeatable system. The professional framework.
Stepping back, a pattern becomes clear — 
Publishing puts your book on the shelf.
Marketing makes anyone care that it’s there.
A system ensures they keep caring, again and again.
This final chapter ties everything together — not as a recap, but as a blueprint you can use for every book you write from this point forward.
Because your goal is not to market a book.
Your goal is to build a career.
The Three Pillars — Your Permanent Foundation
Every successful author career rests on three immovable anchors. Everything else is downstream.
1. Your Website — Your Headquarters and Identity Anchor
This is the single piece of digital real estate you own.
It is the center of your:
• SEO
• AI-SEO
• Backlinks
• Sales
• Email list growth
• Professional presence
• ARC intake
• Bookstore and library credibility
Without a website, every reader relationship belongs to somebody else — Amazon, TikTok, Instagram, Goodreads. 
Your website turns passing interest into permanent connection.
A book without a website is a book without a home.

2. Your ISBNs — Your Book’s Legal Identity and Marketing Spine
An ISBN is not a barcode. It is your book’s global passport, recognized by — 
• Retailers
• Libraries
• AI systems
• Wholesalers
• Metadata aggregators
• Search engines
When you control your ISBNs, every edition of your book points to a single, unified identity across all platforms. When you rely on “free” ISBNs, that structure collapses. Your book becomes fragmented, untraceable, and unmarketable outside that one retailer.
Metadata cannot work without ISBN cohesion.
AI search cannot work without ISBN cohesion.
Bookstore and library distribution cannot work without ISBN cohesion.
ISBN control should never be optional. 
Either you or you publisher control them  —
Do not allow a platform to control your book's destiny.
It is the backbone of discoverability.
3. Metadata & BISAC — The Quiet Language That Determines Your Visibility
Metadata is not decoration. It is classification.
It tells every system — from Google Books to Barnes & Noble to ChatGPT — what your book is, where it belongs, and who should see it.
Accurate metadata does three things — 
Places your book correctly (BISAC codes)
Connects your book consistently across all platforms
Signals search engines and AI with the right keywords, descriptions, and categories
Good metadata is not exciting.
Bad metadata is invisible.
Great metadata is discoverable.
This is why publishers spend so much time on it.
And why indie authors who ignore it struggle.
You Didn’t Just Learn Tasks — You Learned a System
Everything in this guide aligns into one continuous marketing architecture — 
Website (your headquarters)
SEO & AI-SEO (your visibility map)
Social Media (your engagement channels)
ARC Teams & Reviews (your credibility engine)
Influencers & Partnerships (your amplification engine)
Email List (your retention and revenue engine)
Bookstores & Libraries (your institutional footprint)
Metadata & ISBNs (your structural foundation)
Launch Strategy (your ignition)
90-Day Plan (your discipline)
Year-One Momentum (your growth trajectory)
Multi-Book Strategy (your career infrastructure)
This isn’t a buffet.
This is a machine.
When one part moves, the others begin to move with it.
Reframing the Author Mindset
You Are Now Operating a Career, Not a One-Time Launch
Most authors accidentally behave like hobbyists —
“I finished my book. I hope people find it.”
Professionals behave differently — 
“I built a system so people can find it — and keep finding it.”
You now have that system.
And the most important truth is this — 
You do not rebuild your marketing every time you write a new book.
You reuse the same system — and your system becomes stronger with each title.
Your website grows.
Your email list grows.
Your ARC team grows.
Your bookstore and library relationships grow.
Your metadata footprint grows.
Your influencer network grows.
Your credibility grows.
Your workload does not double with each book.
Your effectiveness does.
What to Do Next — A Forward-Looking Framework
Here is the path you follow from this day forward —
1. Maintain your headquarters
Update your website with every new book, edition, event, review, and announcement. Your website is your command center. When it grows, your discoverability grows.
2. Treat metadata as your ongoing maintenance
Every quarter, review and update:
• Keywords
• BISAC codes
• Descriptions
• Retail alignment
• Series information
• Library records
Metadata is not “set and forget.”
It is “audit and refine.”
3. Strengthen your reader pipeline
Never stop:
• Growing your email list
• Sending newsletters
• Recruiting ARC readers
• Engaging authentically on one or two platforms
• Encouraging reviews
• Updating your site with new content
This is not about volume.
 It is about consistency.
4. Build long-term institutional presence
Libraries and bookstores do not respond to noise — they respond to professionalism:
• Ingram availability
• ISBN control
• Correct metadata
• Proper wholesale terms
• Good packaging
• Local relationship-building
A library copy may circulate for years.
A bookstore placement may resurface your book during seasonal promotions.
A distributor listing may put your series in front of foreign rights scouts.
Marketing produces attention.
Institutions produce longevity.
5. Write the next book
There is no marketing strategy more powerful than:
• A new release
• In a clear genre
• With consistent branding
• Connected to your previous audience
Momentum compounds.
A single well-marketed book gives you a presence.
A second book gives you a brand.
A third book gives you a business.
A fourth book gives you a career.
Why Your Third Book Is a Different Business Than Your First
Everything in this book becomes more powerful the moment you have a series.
A single book is a product.
A series is a business opportunity.
When you release book three in a series, you are no longer doing the same business you were doing with book one. Every action you take — a new review, a bookstore event, a TikTok mention, a newsletter send — has three chances to pay off instead of one.
For that to work, your series has to look and behave like a unified whole.
In order to make your series recognizable:
Brand the series clearly.
Use one consistent series name and a short series tagline. Keep the series name identical everywhere: website, KDP, Ingram, Goodreads, Google Books, and your covers.
Number the books in a way readers can see at a glance.
“Book One,” “Book Two,” “Book Three” should appear on the cover, in your metadata, and on your website. Do not make readers guess the order.
Keep metadata aligned across the series.
BISAC codes, keywords, and core positioning should match from book to book. If Book Two suddenly uses different categories “just to try something,” you fracture your own discoverability.
Show reading order wherever readers make decisions.
On your website, create a series page that lists the books in order with covers, descriptions, and buy links. On retailer pages, use the series fields and series descriptions so the platform itself tells readers what comes next.
Let your marketing chain the books together.
At the end of each book, link clearly to the next volume. Use your email list to move new readers from Book One to Book Two to Book Three with simple, timely prompts.
Your first book asks the market to take a chance on you.
By the time you reach your third book in a series, you are no longer only selling a story — you are managing a growing asset.
The systems in this book compound across that asset. Every reader who discovers Book Three or Book Four and loves it can, with one click, go back to Book One. 
That is when your marketing stops feeling like pushing a stone uphill and starts feeling like momentum.
You Now Own Something Most Authors Never Develop
A complete, functional marketing system — one that:
• You understand
• You control
• You can repeat
• You can refine
• You can scale
You are not at the mercy of algorithms.
You are not dependent on one retailer.
You are not guessing how readers might find you.
You have built the architecture required for a sustainable author career.
Publishing is the act of making a book available.
Marketing is the system that makes a book discoverable.
Your future success will not come from a single tactic, trend, or viral moment.
It will come from showing up with structure, discipline, and clarity — the exact tools you now possess.
This is not the end of your marketing journey.
This is the beginning of your author career.
You built the foundation.
You built the pathways.
You built the identity.
You built the engine.
Now — you run it.
Your readers are waiting.


To order the Publishing Isn't Marketing Companion Workbook  to guide you through the steps, visit:
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  Chapter fifteen
Leave A Review

Books Thrive On Reviews By The Readers


Many authors feel frustrated when a reader does not leave a review. This is the moment when you understand that moment as they feel it.


If you enjoyed this book, please visit the website for links to leave a review: 


      ***https://markwilderauthor.com/publishing_isnt_marketing/
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He is the author of four books and brings a practitioner’s perspective to the realities of visibility, discoverability, and audience-building in modern publishing. After repeatedly encountering new authors who were unaware of critical structural pitfalls in self-publishing — from metadata errors to platform dependency and loss of control — he founded an author-centric publishing house designed to provide professional publishing infrastructure at roughly the same cost authors often pay to navigate the process alone.
This book was written to make those hidden pitfalls visible. It is not a promotional guide, but a practical framework to help authors understand how publishing systems actually work, how marketing decisions compound over time, and how to build a sustainable career rather than chase short-term exposure.
He has lived and worked across the United States, Europe, Australia, and the Caribbean, experiences that inform both his writing and his approach to publishing in a global marketplace.
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