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Gary: Robin Quinn has been in the book business for more than two and a half decades. She's an award-winning book editor, book coach, copywriter, and ghostwriter. Robin specializes in self-help, health, spirituality, business, and media and also works with uplifting fiction and memoir. Her editing credits include the newly released codependency book by musician Juliet Wright, Everything is for My Recovery; The Crisis Communication Handbook; It's a Crisis! NOW What? by expert Peggy Bendel, and the forthcoming Legends of the Grail by spiritual teacher and writer Anne Cates Sullivan. Robin is the secretary of PALA and a member of our program planning committee. Put your hands together for Robin.
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Robin: You know, I was thinking this week how lucky we are to be able to have a group like PALA, where we can come together and learn what's new, and what's tried and true about subjects like publicity, so I want to give a shout-out to Sharon, Gary, and James, and outgoing David, for all the effort they put into this group. Let's give them a big hand. 

Tonight we're going to talk about how to sell more books using PR strategies. One of my really good friends is a publicist. His name is Irwin Zucker and you're going to be getting my handout shortly. I decided to interview him about how to be a great radio guest. I really didn't realize how wonderful he is and the gems that would come out of his mouth until the interview got going. So I just wanted to give you some highlights of what he told me. 

The first thing he said is, "Get your message across. Make sure you're clear." It's sort of like reading a book that's written too densely. If people can't understand you then you're wasting your time. Also, when you do an interview, don't give everything away. If you have a novel, don't tell the whole story. What you want to do is get the person intrigued in your story so that they think, "Wow! I wonder what happens. I have to buy that book to find out!" Right? And if you have a how-to book, don't give all your strategies away.  What you want the person to think is, "That's the book I need! I've been looking for that. I have to get it." I can't tell you how many times I've been caught by that strategy. 

You need to make your PR enticing, entertaining, educational, and informative. You want to create demand for your book. You can't think that just one interview is going to do it. 
You will appreciate this interview that I did. Gerald's starting a new radio show. What's it going to be called? Get Published. So stay tuned for that. 

You have to have sustained effort. Just one interview's not going to do it, and you get better as time goes by. This is what we're going to talk about tonight—creating awareness about your book, and interest and demand. You want to get people talking about your book. And they're not going to be doing that if they don't know it exists. And if they don't know it exists, you're not going to sell books. Right?

I'm going to introduce our two illustrious publicists in just a moment, but first a little housekeeping. The way that we're going to do this is save your questions for the end. We're going to have about five minutes after our first speaker finishes up and I'm going to have questions as a moderator for them as we go along.  We'll have plenty of time for your questions at the very end.

Let me tell you about our first speaker. Kathleen Kaiser says she fell into PR when she was asked to organize a press conference for the Rolling Stones when she was just sixteen. If you think there's more to that story, she's actually writing a book about her life in rock and roll. That's another thing to stay tuned for. She opened Kathleen Kaiser and Associates in 1ninety-nine3, where her services include author promotion and media relations. Kathleen likes working with memoirs that have an angle, and also nonfiction. She prefers to work with professional authors rather than wannabes. 

The part of the PR business that she likes the most is when a campaign comes together and they draw crowds at book signings and speaking engagements. Sound good? She also enjoys sending out radio interview confirmations and stacking them up on Google Calendar, which means she's a techie. I think that she must be very busy but she doesn't seem to think so. I asked her about how she does everything she does because she's president of SPAWN and also the producer of the M5 writers conferences. Please welcome the amazing Kathleen Sexton Kaiser. 

Kathleen: Thank you. As she said, I've been doing this since I was sixteen. I spent sixteen years in the music business—finally figured out how to escape. That's what my book's about, it's how I finally figured out how to get out of the business. But what I've found is, I've gone now in the last ten years to be working more with authors. I've gone through painters, visual artists, theaters, musicians, and for almost twenty years to tech PR and marketing and conference promotion and production. I actually rode the desktop publishing curve from 1988 into when the World Wide Web was invented and everything exploded, which was a great deal of fun. 
Marketing events, and marketing anything, it's really marketing. Publicity is an element of it. Publicity has really come back into its own, I find, especially for authors, because there are so many ways to get your message out.

Can I just take a show of hands? How many people here are small publishers? And how many here are authors? Okay, so we've got a really good mix. Robin and I went over a group of things for me to go over, and I think the most important part is when you're getting the book done and you're writing it, or you're considering the book as a publisher if it's one you want to sign and put out: What's the niche market? ’Cause everything is niche market now. Who is the audience that will be reading this book? Who are the people that will be interested in this story? It's always going to be more than what you think. It's like every piece of software that's been put out there: users found 100 other uses for it than the designers of the software thought. Same thing with a book. If it's a really good story, you're going to find you have some markets that are going to be there. But you still have to know where you really start and where you want to go. That's part of tracking down exactly what categories your book goes into. Some folks may cross three or four different categories, popular categories. Those are all available to you when you're putting your marketing together. You need to go after them.

But to go back to the basics, I think as far as publicity for an author, you have to have a website nowadays.  Some people say, "Oh, you can just do it all on Facebook." No, you can't! You can't really do it all on Facebook. Where's the button for them to buy the book on Facebook? Are you going to keep adding it every day? Where is it going to be? Where are you going to be putting everything?

You drive people back to the website because your website is where you control all the information. So you really need to have—it's not a big website, it's maybe five or six pages. It's not a massive thing to do. I love building websites; it's something I've started playing around with the last four or five years. And I love it because they're easy to put together. 

I have one client who has a very complicated book. His site has many more pages to it, but then we're doing English testing, we're doing—I set up a YouTube channel for him. We have a whole lot of moving parts. So he has a more complicated site. But the average author site is not complicated. It's where you get people to sign up for your newsletters so that the addresses can go to your Mailchimp account automatically, and you can be sending out little blasts on "I'm going to be at this place."

Don't expect people to come to your Facebook page and figure out what you're doing. You've got to be telling them all the time. Part of that is having a Mailchimp list so that they’re added automatically, you put it together real simple, it's all drag and drop. Nothing complicated. If you can touch a thing and drag it over and you can open up your copy you wrote and copy it and paste it into it. You can do this. Okay? ’Cause you set up a template we just fill, fill, fill. But that way you stay in touch with people. You've got to let them know what's going on. 

The other thing is, to me, the modern press kit is like this. I think they gave you guys a black-and-white version of it. This is a modern press kit and it's what I call my new media kit. This is on your website, along with photos of you to be downloaded. Color images, 300 dpi images, for print. You want people printing it instead of you having to talk with them and send them photos. Give them the link and it goes to it.

When I'm sending out a confirmation for radio interviews—I'm really big on talk radio. Talk radio is wonderful to me and I love getting people on it. You gotta have a story, though. You've got to have an angle. It can't be, "Oh, I have a new book!" That's not an angle. What's the book about? What's the real story line? It has to have something that has meaning to people.

I have a new client who's written her book. It's based on a real thing but she's fictionalized it. She's an award-winning memoir writer. She's done this book on the 1950s. When she was a grad student at Berkeley, she was stalked by a young, attractive doctor who, when she decided he was kind of weird, started stalking her—which then wasn't a crime. People thought she was crazy, thinking he was this wonderful doctor was stalking her. It's the story that she turned into this book. Well, there's my angle: stalking. I sent the first press release on it to the local press up in Santa Barbara, Ventura County, and I gotten five reviews out of it and one interview! Because you have to have an angle of what you're doing with something and where you're going with it.

So on one of these, when you get back to a media kit, it's basically—they have to know where they can go on your website to download everything. And they have to know the basic facts. If you look at the illustration, the blue box at the bottom, it gives you the ISBN numbers, the cost, everything. When you're sending out a book, you know you send them all media rate, you fold this over, stuff it in the book, it's considered printed material, out it goes. And therefore they have all the information there: bio, synopsis of the story, your review if you have something. They get an idea of what's going on before they pick up the book.

Robin: I thought this was a new thing, that some people call a one-sheet, but she calls it her press kit. 

Kathleen: A media kit.

Robin: For those of you who've been in the business a long time, you know that a press kit used to be a folder with a whole lot of papers in it. So I thought that was really clever. 

Kathleen: Yes, it's a PDF that they download off the website. Or you send it to them. Like when I send out a confirmation for an interview or radio thing, I give them links. Here's their media kit, here's a link to photos, here's a link to reviews.

Robin: So it basically has the synopsis and it has the author bio on it.

Kathleen: And a couple of reviews, basic facts. Nobody does foldered press kits anymore. Are any of you doing press kits in folders? God forbid. First off, they're way too expensive to make. Who does mail? This is easy. It's a simple PDF. You attach it to whatever you're sending out. And I don't even do that anymore. I just give them a link because if you're going to newspapers and stuff, their systems strip all attachments. So if you have it as a link in the e-mail, they can find it quite easily. They don't expect it to be attached because they know their system strips it. Any of the major newspapers and magazines don't take attachments. The only way they take attachments, I've found, is the art department can do it. And with them sometimes that isn't working! So I just send them links to where all the photos are, that they'd want to use for something. So it goes from there.

You need to put something like this together. This format with the blue top is what I use for my company. If you were a publisher, whatever the look is for your publishing company, that would be the look of your media kit. And then you just plop in everything for each one of your books, have it up on the website, and then they download it. 

And that's branding. A lot of this is just in branding. Everything has become branding, seems like. I'm almost getting tired of the word. But it's true. The more that things are noticeable and people remember—I mean, I made a switch from going from KathleenKaiserAndAssociates.com to KKANews.com. And it took about four months before my e-mails—I wasn't getting the response level in the open because they didn't know my e-mail. And it took me continually sending and sending, doing those fabulous little subject lines.

And what I love is with Mailchimp, you get to try a couple of subject lines and they'll tell you immediately which one got opened more than the other. And then you know that's the better subject line. I mean we're not all mind readers that figure out what everybody wants. I put more time into the subject line than I put into the press release anymore. I really do, because if they don't open it, they're never going to read the press release. 

Robin:  And that's part of the analytics for Mailchimp, that you get that report? 

Kathleen: Yeah! It comes back to you within, I usually let it go two hours. You can start doing it within fifteen minutes, you'll start to see how many things are being opened and then how many of them click through. Yes?

Question:  Did you design this, or did you have someone design this? Because if this is the media kit it has to be professional, it has to look professional, right? And it has to be designed correctly. So did you do this, or did you have someone else do this?

Kathleen: Well, I know how to play with graphic design material so I—my designer came up with this logo. In fact, I'm thinking of getting a new one. I've had this for about five years. So I just took the basic tools, pieces from it, popped them into InDesign and laid everything out.

Question: So you did it. You know some people are not that tech savvy so they have to hire graphic designers to do logos.

Kathleen: Yes, and they do that. But then, when you've got the template, then you just pop in the rest of it. Don't try and have the designer doing everything. These are all boxes. I use the same template for all of them. Like I have this one—they all look similar. Sometimes I make the book cover bigger or not depending on what else I have to put in.  I just pop everything in the same place. If you're a small publisher you just repurpose everything that you've done. And those are easy to do.

How not to write a press release. I thought this was interesting. You've got so little time to get people's attention. If your subject line doesn't grab them, like I said, they're not going to read it. 
But then you have a minor headline which I usually adapt the subject line into the headline with a little bit more information. And that first paragraph is do or die. That's what you craft and that's what you work on. 

Most of mine, I usually do about three paragraphs. It's really the press release and then I'll have "About the Author"—boilerplate. "About the Book"—a synopsis of the book. Boilerplate. And then I have a calendar thing of where we're talking about if they're appearing somewhere. Like I had Iver Davis Tuesday night was up at the American Jewish University. And I just changed the three paragraphs and away we go. And then the rest of it is boilerplate. The first time they may read it, but they won't read the rest of it if they're not interested in what you've written at the top. 

Robin: So you have an author bio and what's the other thing at the bottom?

Kathleen: A synopsis of the book if it's about an author, and then a calendar box at the bottom of what the press release is about. If they're appearing here. Ivar, I've got one going out tomorrow because he's going to be in Mississippi at the Grammy Museum. So I have all that information: how to get tickets, website, all of that. We have all of that in there. But those become, they're sort of "fill in the box." You take your time. Don't try to rush it. Don't want to do this at the last minute. I spend a week getting all of my templates set up. My press release template, different things like that that I would want to do. And then once I've done that and I've really crafted it, then I can just pour things into them. 

The main thing that I think is important in a press release is it's got to tell the story. You’ve got to have a story. I really get upset at some younger publicists who just go, "Oh, you don't need to do press releases. Let's just do media alerts." Okay? Media alerts are fine if you're having the media show up at some special event.

Robin: What is a media alert?

Kathleen: A media alert is a blurb that goes out. Time, place, something going on, in about three sentences about who it is, what's going on, and then, you know, the basic facts type of thing. People want a story, and especially in L.A., there's a lot of these small little weekly papers that need content, they do not have a staff. I've had more of them pick up my press releases because they tell a story and I make them interesting. And they sort of rework the bottom of them with about the author and the synopsis. But I tell a story in the beginning. 

When I first became an official publicist in 1968, I'm alone in an office at 9000 Sunset, I'm like 20 years old, I'm like "what am I doing?" She said, "It's really simple. Tell a story. Make them want to like this. Make them want to talk to the person. Make them want to review the concert. Make them want to review the album. And you've got three paragraphs to do it in." Short paragraphs. It really hones your writing skills. You're a writer. You've got to have that ability to really condense what you're doing. And fine tuning it. And then if you're really not sure of it, run it by somebody else. 

Slanting the angle, I think I mentioned this like my gal with the stalker. If you've got a real story, figure out what your angle is on that story. Figure out what is special about that book. If you're a publisher, you know why you bought that book.  That's what was special about it. Okay? That's the driving force between how you market it. And that needs to be the emphasis of what you're talking about with your press releases and doing that.

One important thing you need to do is identify key reviewers. You should know who is writing a comparable book. Go online, Google the title of the book, and see what reviews come up and see who the reviewers were. Those are the people you should be approaching with your book. I mean, if they like that kind of book and you feel it's the same as yours, I mean for god's sake you don't send a nonfiction book to a fiction reviewer. They don't review it. You find out who likes to do memoirs. But there's different kinds of memoirs. Find ones, and you've got to do your research. You've got to do your homework. What are similar books? See where they've been reviewed. Successful books. See who's reviewed them, get their names, know what their publication is, and you send the book off to them to review it. 

Robin: Are prepub reviews still important?

Kathleen: I think so, because that's what goes on the website when the book comes out.  That's what you have up that you put up on Amazon. Yes?

Question: When you say reviewers, what form are you talking about? Like small publications, or are you talking about Amazon reviewers, blogs, any specific type?

Kathleen: I would look for newspaper and magazine reviewers and blog reviewers, because they have followings. So know who they review and what they're looking for. Because if you can—one thing that I've learned, and I don't know if you know this or not, is the San Francisco Book Review—you can get your book to them within the first three months; they don't  charge you to review the book. I have had books reviewed in the San Francisco Book Review that have shown up word for word in the Dallas Morning News, the Atlanta Journal Constitution, and other newspapers. Other people pick up their stuff because they don't have book reviewers on staff anymore. So they pick it up. I had one review in the San Francisco Book Review that ran in five daily newspapers. So I use it. 

I've also heard the San Diego Book Review is starting to get picked up like that also. 
The question Robin asked was, "Do you want to get advance reviews?" YES.  Yes. Because that launches you off. And you need to start three months out. Don't just, especially if you're self publishing, publish the book and want to get it out there instantly. No. As soon as you have hard copies, then you start sending it out to reviewers. As soon as you've got the book in your hand, start sending it out for reviews. 

Robin:  Are the San Francisco Book Review and the San Diego Book Review paper publications or are they online?

Kathleen: They're online, but they also are printed. There's also—well, the people who do 
the San Francisco Book Review also do the Sacramento Book Review,  and they've now got the Manhattan Book Review out. I don't know how that one's doing. But she's found—Heidi, who runs it all, has found a niche, and she's going for it. I admire that. And they do very good reviews. If you don't like it, well, if you said in a review, if you don't like the review, they won't publish it. Which is a nice option to have. And the worst thing you want is bad reviews.
She's very pro-book. 

Question:  So you send it directly to this person, to this contact?

Kathleen: You go on their website, SanFranciscoBookReview.com. They have their submission information, and send it out. 

Question:  Do you recommend physical hard copy submissions or e-book submissions?

Kathleen:  It depends on which way they ask. If they take both, send the e-book. Save the money. Do the format they ask. If they want it as .com, or .mobi, or if they want just a PDF. Give it to them the way they want. 
It's like if you're looking for an agent: Submit the way they ask you to. okay? However they ask you to submit something, do it the correct way because you're going to get bounced otherwise. There are those kind of rules. 

Question:  Does the book have to be in its final final form?

Kathleen:  No. You do not want any errors in there. I did that one time because we were rushing and all they did was talk about the five errors they'd found. Bad. Very bad. They had a good start, and then this much, and this much was on the five errors, and then a nice summary. 

Robin: So I guess we're not doing prepub review copies anymore?

Kathleen:  Yeah, that's what I was talking about. You send those out. 

Robin: But they can't have errors in them. 

Kathleen:  They cannot have errors in them. You don't want anything to go out that you're showing the world! This is—from then on—you know what? It's like anything. They'll remember the bad, not the good. They'll go, "Oh yeah, I saw this. They had a horrible book last time. It was too many mistakes." You don't want to do that. Try and be as perfect as possible. That's why your book has to be edited and re-edited and re-edited. If your book's in New York, it goes through four editing processes, minimum.  Okay? And they still make mistakes. They still make little mistakes. But you've got to go through that kind of editing cycle. And then get it together. Don't rush it, because you'll make an error. You'll really make an error. 
As far as putting together press releases, and putting together things, if you're doing this on your own, you can hire a publicist. You can buy lists and then sort through them.  There's something called Cision, which is ridiculously expensive and unless you're a full-time publicist, it isn't worth spending the money for it. Because you can buy—there's one company called MediaUSA who downloads 500,000 of the top people on Cision and sells it for  $695 twice a year.  So you can use them instead. But then you've got 500,000 names to go through to find the right people. 

Robin: Do you use any of the online distribution services for press releases?

Kathleen:  Only the free ones. I basically put my own press list together.  And that I work, because those people know me and see it all the time. I work that way.
Talk radio, because I do it nationwide - they open my e-mails. Except when I first started changing my e-mail address.  But I got past that. 

Question:  What is the difference between a literary agent and a publicist? 

Kathleen: Well, a literary agent is who takes your book and sells it to a publisher. A publicist is someone who goes out when your book is ready to come out and publicizes it for you, who tries to get you interviews. If you can't get a hometown interview, something's wrong. You've got to be able to get interviews. Now if you're only in LA, maybe it's a little harder. But there's neighborhood newspapers and weekly newspapers that are looking for stuff. Not LA Weekly, but weekly newspapers. The Jewish Journal is really great here. It's supporting if you're Jewish and you have different things coming out, they're really fabulous. And they have something that I didn't know about till three years ago, called JTA, which has been around since 1926: the Jewish Telegraph Association.  They sent some of my stories on Iver Davis. I was getting picked up in Budapest and Manchester, England and Jerusalem and all over the place. His name was coming up on Google all over the place. 

Robin: Those print articles are really nice to have.  They look really nice and it's like someone does your work for you. They write the press release for you. 

Kathleen: Yeah! Well, you take the print articles and you ask the publications to send you a PDF of it.  And then you have those on your website. I used to do all links to the stories, and then I found some of the places, after eighteen months of losing the links. I lost some really good stories that I hadn't, so now I expect a PDF from everybody so that I can have it on the website. 

Robin: On your press page or something like that?

Kathleen:  Yes. I don't have it sitting there. I have a link. You click it, it opens up. 

How many of you have nonfiction books? Okay, fabulous. You know about the paid channels on YouTube, right? You get paid for people visiting the channel. I just launched one of my authors. He has a book called The Complete Guide to English Spelling Rules. Wonderful British gentleman, spent thirty years going through Webster's Dictionary to figure out the rules Webster used that he never wrote down to come up with American spelling.
We've launched the YouTube; we're putting up five new chapters every month. The PR starts on it next week. It's taken a lot longer to do than I had hoped but we're getting eyes and ears all over the place on it.

The blog, a weekly blog, about something on your subject matter. Doesn't have to be something that's  in the book. It's on your subject matter. We're running over a thousand hits from Facebook back to read the rest of the blog. Because you don't put the whole blog on the Facebook, just put  the first paragraph and a link to your website because you want them to know how to buy your book.  And they go on the blog. They link to the blog page and there's "buy the book." And they read the rest of the blog.

Got to think marketing. How are you going to get them to buy the book? The end result of all of this is "Buy the Book." Okay? If that isn't the end goal of everything you're doing, you're going to be missing out on a few things. The other thing I would say before I wrap up here is learn Amazon. Learn Amazon. They're incredible. The talk that PALA is having next month: come. Get on the phone. Listen to what they're saying. It's 40 percent of the market.  Nobody else has a juggernaut like that.  You need to know how to market there, how to use their tools, use their author page. 

Every time you get a review someplace, you put it up. You don't put it in the review part. You put it in to your author page. Then it's up higher, from an outside source.  It's not some Amazon reader.  Get to know the Amazon reviewers that do your genre or the type of nonfiction that you have, and get your book to them. Amazon is wonderful that way.

Now that they're going to be opening up stores, they're only going to be carrying  Amazon hits in the Amazon stores. I'm dying, the first one's going to be in San Diego so as soon as it's opening I'm taking a trip south and going down to see what an Amazon store looks like. That will be the second store. The first one is in Seattle. They're hoping for late spring, early summer. They've got the location, they're building it out. It's in La Jolla. So it's going to be really hard to park, but other than that, it's going to be there.

Robin: I wanted to ask you: you said one of the things you liked most about PR is when you have an event that comes together. I'm wondering: what are the elements that make that happen? And what events are you talking about—launch parties, book signings?

Kathleen:  Bookstores don't do very much to promote you. They expect you to bring the crowd to their store. So if you've got enough people on Facebook, I mean if you talk with Vroman's out in Pasadena, if you're self published—I mean, I haven't talked to them in a while because they said, "Oh, well, that person doesn't have enough followers on Facebook, so it's $450 to have a book signing here." There's no way in hell you're selling $450 worth of books. 
But you need to have, you have to drive the crowd there. What I like is, I had an event again with Ivar Davis but he's really popular with his Beatles book, but we had been doing this series of talks called "in conversation" at the Camarillo Library. We were averaging about 25 to 30 people. But I did the same amount of marketing and the same amount of PR, but Ivar was out there pushing it on Facebook and doing all the different things that were necessary.  He was tweeting little things and little pictures, and people from the neighborhood, he'd get them to hold the book up and he'd take a picture, stick them up on Facebook. We had a little over a hundred people show up. It was standing room only. They had to open up the dividers to get more chairs in. Because he promoted it. 

No publisher is going to promote you; you've got to promote yourself. A publicist can help, and they can get you to the right people and the right words, but you've got to build your own audience.  You've got to be on Goodreads. You've got to be on all of the other sites that really can drive traffic. Some are good for you, some are not. I say don't do more than five 'cause you'll go nuts. Okay? Unless you're really tech oriented and love doing all that stuff, and that's all you want to do all day. Five of them, and you're on there two times a week—plenty. And I think I'll just stop because I'm running over here.

Robin: You had mentioned putting together websites. What is the best platform for websites now?

Kathleen: I do everything on Weebly. I find Weebly so much easier. It's so much easier to use. Except that can't do the floating ones. I want to find where I can get the floating websites and I have to learn how to do that. 

Robin: Can an author properly maintain Weebly?

Kathleen: It's all drag and drop, drag and drop. It's so easy.

Robin: The other question I had is tips on building a Mailchimp list.

Kathleen: Well, basically on your website you have sign up.  You tell people on your Facebook page, and you have people go to it, say "Sign up for my newsletter," or "Find out where my next book signing is." And they put it in there and it just goes, feeds automatically to Mailchimp. They run it for you and you just go on Mailchimp and another drag and drop type of thing and you sent it out, really easy. 

Robin: How would you compare Weebly to Go Daddy? I think Weebly is the platform and Go Daddy is the domain.

Kathleen: Totally different. Go Daddy does websites now and they do hosting. Weebly hosts it for you. So it's all there. I use Go Daddy for e-mail and everything. I love Go Daddy, they have all my domain names. I run everything through Go Daddy. But for the websites I have them with Weebly. I find it so easy to use, and they're constantly updating it to try and get newer things, coming up with newer looks.  I really think that every two years you should change the look of your website, minimum. Probably every year, especially if you have a new book coming out. It's real easy with Weebly cause you just go in and you say, "Oh, I like what that one looks like," and you preview, and you'll see what it is, and you might need a little tweaking here and there. But you can go into a brand new look and you haven't changed the content. 

Robin: So they have templates.

Kathleen: Yes, it's all templates. It's all templates.

The other thing, I have a lot of friends who work in technology. Google spiders—do you all know what those are?  Okay. Spiders are what the search engines—all of them—send out, every night, to track the words, keywords, they all have x number of words that they're finding throughout. They go around the planet and find all those and they rank them on Google. 
If your website hasn't had the homepage—now they used to do every page. No! Because there's too many. If you haven't changed your homepage and put keywords, changed keywords, on your homepage every two weeks, they lower you in the Google search.  And if you haven't changed it in two months, you basically go onto page three or below. So you need to be changing, unless you have a very unusual name that nobody else in the world has, you have to be changing information on the home page of your website every two weeks. Put in new information with key words. Then you'll keep your position or move up higher in Google searches, Bing searches, whatever.

Robin: Okay, one more question then we can move on.

Question: If you have several books, would you say to get a website for every book?

Kathleen: You have an author's website and it handles all of the books. If you go to John Fulford, author (JohnFulfordAuthor.com), he's one of my clients. He has five books. I built the site for him. I put all of them into—you can see how we set it up. I've done that for a couple people. John's turned out really nice because he had so many colorful covers. But look at it and you can see how to do it. Because you're the author. They're not looking for the title of your book. They're looking for the author. Remember, you're the brand name, and they're just the product that the brand puts out. Your books are just the product. You're the brand. That's why the website should be in your name. 

Robin: All right. Thank you, Kathleen. Great information. We'll be coming back to speak with you later. 

Our second speaker tonight is Darlene Chan. She came into book PR after a successful career in the movie business. There she worked for Paramount Pictures, Walt Disney Motion Pictures Group, and others. She opened Darlene Chan PR (DarleneChanPR.com) in January of 2009 specializing in PR and social media for authors. Darlene says she came into book publicity when online or Web PR was in its infancy.  So she sparked to the idea of using social media as a publicity tool. Darlene shared with me that PR utilizes a lot of the things she's very good at: planning strategy, organization, and that all-important cheerleading. She likes working with nonfiction that has a good solid topic, as well as genre fiction. She finds that every client's path is unique. Every book has its own set of challenges and a unique voice. She enjoys figuring out that book's challenges. Please put your hands together for Darlene Chan.

Darlene:  Thank you, Robin and thank you PALA for inviting me. That was a great presentation, Kate. I learned a lot of stuff. I took notes! I'm stealing some of that, okay?

So I might be repeating some of the same info because there's only so many ways to skin a cat.  But so much of what she said is worth repeating, so I hope you don't mind. I have a lot of info to share with you in the next twenty minutes, so instead of trying to write everything down, you can e-mail me. I'll be happy to send you a summary of my talk. Hopefully you have my handout. There's a bullet point summary there; my e-mail address is on that sheet, so you can just sit back and relax and listen.

So you've pondered and worked secretly for years on your dream project, and after all that work you're a proud parent of a new book. You've willed it into existence and you have every right to be proud. Most people just have a thought of writing a book, but rarely do people see it through.  So congratulations! But after you're done with that, what you thought was the hard job, the hardest job is about to begin: how to get the world to pay attention to it.  The sound of an unread book is deafening and depressing. No one wants to put their heart into a dream, and see it become reality, and go unnoticed. 

I've worked with indie authors since 2011, the start of the self-publishing trend. I've also worked extensively with authors at both small and traditional publishers. Everyone's goals are the same: to direct attention to the author and to the book. I'm happy to share with you some of the tips every author and self-publisher needs to think about.

Before publicizing your book, think carefully about the audience and who you're trying to reach. Does everything line up? One client of mine wrote a women's fiction/mystery book, but the publisher chose a trendy, chicklit title and cover art. They were gorgeous. It was great, but it belied the tone of the novel. As a result, the book missed its target audience. Fans of women's fiction and thrillers thought the book was lightweight and frivolous. They thought it was sort of a Sex and the City kind of story, and it wasn't. So they avoided it. Meanwhile, chicklit readers were disappointed that expensive clothes and accessories weren't a part of the story. So be true to your book and to its voice. Figure it out. Don't just go for the easy title and artwork. 

You've probably saved and budgeted for your book and want to do this in the most economical way, but there are two things you absolutely have to pay for. I'd like to say that hiring a publicist like us is one of them, but the truth is there's two essential things to do even before you get to PR. 

The first is get a professionally designed cover. Because even though you learned as a youngster that you can't tell a book by its cover, the truth is buyers and bloggers do exactly that. A cheap, ill-designed cover with a bad or illegible font will kill your project. Your high school nephew using Photoshop is not going to cut it. Don't even think about using public domain artwork you can grab for free. This conveys to the potential reader that you don't care enough about your book to put your best foot forward. It's kind of like going to a job interview in sweatpants. You want your book to look polished and professional. 

The second essential is to pay for a professional editor. I don't care if you work as a writer or an editor yourself or your spouse is pretty good at catching errors. That isn't what an editor is for. An editor will provide an unbiased opinion of what works in your book. They can and should be ruthless. You cannot be honest with your own work, nor will your college buddy or your spouse. F. Scott Fitzgerald had an editor. Elizabeth Gilbert has an editor. If you want to be considered a professional, then you need to work with professionals. I have represented clients who felt strongly that their books did not need professional editing. I'm good at what I do, but I'm not a miracle worker. Right? No publicist is. I cannot get good reviews for books that aren't in their best shape possible.  

Have a great title. If you have a nonfiction book, the trend these days is to have a main title, colon, and the secondary title. Be careful. Sometimes the secondary titles get so long-winded and overdone that they become kind of laughable. For a work of fiction, again, be true to the material. Keep it short if possible. Remember that eventually you're going to want to tweet this book, so you have to fit into 140 characters, and brevity is desired. It also needs to fit neatly into an e-mail subject line and a headline. Research on Amazon and Google to see if other books have the same title. Will that be a problem for you when it comes time to publicize your book? Is it the same title as a movie, so it kind of misdirects people? You need to think about all these angles. 

Now that you have the basics, you have to have a strong foundation to make the information available about your book on the Internet so readers can find it. The first thing you need to do is buy your author domain. I know we just covered this! An author domain, especially if you think you're going to write more than one book. You need to be thinking about your author career, not just the title of one book. You want readers to remember your name, the author. You want to purchase “w w w dot your name dot com” or “dot net.” If neither is available, settle for “your name author dot com” or “dot net,” or “your name writes dot com” or “dot net.”  

The exception, I will say, to this is if you have wildly disparate work. You've written 101 Spiritual Lessons and you have a Gothic romance novel. That might be tougher. I think that maybe eventually you should put it all into one domain under your author name, but I can understand sometimes if you need to separate it out if you have very disparate titles.

The reason to buy a domain is that you need to build a website. Every author needs a website to serve as a repository for reviews, news on appearances, interviews, and book info. Make it simple but stylish. If you're at all technically inclined and willing to learn, use a Wordpress template. I've never used Weebly; I've used Wordpress. But I trust you; Weebly's probably easier. And build the site yourself. But please try and stay away from Blogger or Blogspot. I think that really looks amateurish, and your aesthetic choices are really too limited to make your site look special or unique. You want it to look polished.

Look at other author's websites and emulate them. Note what you like and what might work for you. Click tabs and study how a website works and how it's all interconnected. Navigate through it. Does it make sense? This is really basic stuff, but it's so funny how people forget to put this stuff on. I'm looking all the time on websites and there's like no contact info. So make sure you have essentials, like contact info, links to your social media, your Amazon buy link—have someone else you trust navigate through it to see what's wrong. 

You don't have to blog if you don't want to, and you shouldn't unless you have something to say. Sometimes a blog is just an ongoing post of news and reviews. Sometimes it's personal essays on various topics. If you've written a nonfiction book you can post news stories that touch on the same subject matter. 

Embrace social media! It's free promotion if you can use it correctly. There are two schools of thought on using the Facebook personal profile page versus the Facebook author page.  Ever since Facebook allowed unlimited followers on the Facebook personal profile page, some people use that instead of the author page—because you were limited in the past. I don't know. To me, the author page is more appealing. The two essential questions you need to ask are, Do you want to keep your personal profile personal, and only for your friends and family, and Do you want to advertise on Facebook. If the answer is yes to either, then you should establish a Facebook author page. And keep your personal profile personal. So you can separate church and state, or you can just let everything out there. It just sort of depends on how you want to do it. 

Robin: So people can still find the author page if they can't get on the main page?

Darlene: Well, there's no main page. There's either your personal profile page or your author page. That's how I divide it up. But, yeah, you can find your author page and not make your personal profile page public. Or limit your personal profile page to friends, so they have to friend you and you have to accept them in order to have them. I mean, I have Darlene Chan PR as a Facebook author page, what would be a Facebook page. I also have my personal page.  You can't look at my personal page unless you know me and you friend me, and I accept you and I want you to see my son and what I do. I keep it personal. But my PR page is for anyone to look at. So that's kind of the difference.

Kathleen: One thing I'd say is with the professional page, you don't have to accept them, so therefore you're not limiting people. Anybody can find out and hear about you, and look at it and see what you're doing. You want more people looking at it. 

Darlene: And you can also advertise and boost, which you cannot do on a personal page, even if you've got it so that people can follow you.  Also, what I like is to schedule posts. I know you can use other things like Buffer, but I just find it really easy when I'm on a Facebook author page for my clients, I just hit "schedule" so that I can schedule four things in the next 24 hours, so I don't have to be doing it. 

Get on Twitter! I can't believe the number of people I deal with who are willfully ignorant of Twitter. Something about the 140 characters scares them. Take the time to visit both Twitter and Facebook and just play with them. And play well with others. You know, like other authors you see similar to you on Facebook. Look to see what they're doing. Engage them in conversation if you can, without spamming them or doing a hard sell. Socialize.

I like to post two or three times a week for my authors, and I strive to do two times a day, even more, on Twitter, because Twitter, really, that stream goes by, and if they just don't catch you right there, they miss it. So you do find with Twitter you have to do more in order to capture more people. It will pay off! I know it seems a little bit like yelling in the wind but I find that it does pay off. 

Also, complete your Amazon Author Central page. It's really one of the most visited pages, and I'm shocked at how many authors, professional authors that I visit, who don't bother to complete it at all. Also go on Goodreads and LibraryThing and complete those pages. It doesn't cost you a thing, and someone's going to look at it and they're going to want to know more about you. If nothing's there, they're not going to go further. 

One of the biggest obstacles to getting good PR is having enough lead time. Authors quite often come to me at a time I consider late. Their book has already been released two or three months. I can do stuff still; it's just not the same.

If you are self-published, you can set the timeline. Set up your Amazon page in advance and take preorders so that it’s live. Think about this as something for an upcoming holiday or common event. Is your book perfect for Mother’s Day, graduates, back to school, Valentine’s Day, beach reading? Figure that out and then work backwards. Use the lead up time to get the big reviews like PW and Kirkus. You can now pay for reviews from both. I recommend doing it if your budget allows. I would not recommend advertising on either. I don’t think there’s real return on your investment there. 

Robin: I hadn’t heard about the PW reviews. Have they been doing that for a while?

Darlene: Yeah, I think so. BookLife? I think it’s called BookLife (.com). It’s another way for them to make money. That’s really what it’s become. And what they’ll do is hit you up afterwards and try to get you to buy advertising. That stuff I don’t think is worth it. But paying for a review does not guarantee a good review from Kirkus or PW. So you decide whether or not you want to publish it. When the average reader sees a good review from either, they’re not going to know whether you paid for it or not. I got to tell you, they’re not really going to know the difference. So I think it’s definitely worth doing if you’ve got the money for it. 

Question: What does PW stand for?

Darlene: Publishers Weekly. So do your research, like she said. Find like books, Google them, see what books and websites they appeared on, and then query. It’s really detective work. 
I had a client whose detective novel featured perfume scents as clues. The author was an amateur perfumista. I was able to get her interviews, guest posts, and giveaways on noted perfume sites and it helped her widen her reach. 

Another client wrote about a good Samaritan who leaves $10,000 cash on needy peoples’ doorsteps. About a month before her book launch, @HiddenCash started leaving $100 bills, first in San Francisco and then LA and used Twitter to announce treasure hunts. It was very uncanny how similar the book’s main character and @HiddenCash were. We were able to use the similarities to increase interest in her pending novel, and in fact people thought at one point that she was behind @HiddenCash.

Keep your eyes open and options open and take advantage! Read the newspapers and see what’s going on. It might have some bearing on what you’re trying to push.

Have your press assets together, like we talked about already. The well-written query letter; a short synopsis; a longer synopsis; a good head shot—that’s really important, a good head shot; an author’s bio. Also create a press book info page like what Kate showed. Include on it the page count, the ISBN, early review quotes, website info, buy links, etc. In your head, rehearse your elevator pitch so that when you meet people who are interested in hearing about your book you’re able to convey, in three to five sentences, what it’s about in an arresting way.
Find bloggers, websites, and podcasts who will review your book or interview you. Run an excerpt or a guest post and host a giveaway. Use Google, use Facebook, use Twitter to find places. You’re a detective, and you really need to put this together. This part requires elbow grease and is really at the heart of what publicists do.

Robin: Have you ever tried a Goodreads giveaway? Can you talk a little bit about that?

Darlene: Yes. Goodreads giveaways are terrific to get reviews. That’s what you want. One secret is, people are always giving away five books at a time. You don’t really need to. I ran a little scientific test and I actually read an article about this. You can give away one book and get 300, 400 people wanting that book who submit for the giveaway. Then, in a month, offer another book and you’ll get another 300, 400. You can increase the number, whereas if you gave away five books at once, you’re going to get just 300 people entering.

Robin: So you’re hoping for reviews from these people?

Darlene: Absolutely. And Goodreads is owned by Amazon, so there is that crossover too, just so you know. But yeah, I think Goodreads is a very good tool.

There’s no substitute for searching, clicking, and querying, so that’s just what you need to do. That’s what we do. So you have to do that yourself. 

For guest posts for nonfiction authors, I have a tip. There must be outtakes you probably didn’t end up using in your book, chapters that just didn’t fit in. Use those and fashion those into guest posts. Guest posts are usually about 500 to 1200 words; 750 I think is a sweet spot. Use those, title them, use them as guest posts, and send them out. Guest posts generally can’t be about “buy this book, buy this book, buy this book.” What you want to do is create an interest about the same topic that your book is about. So leftovers that didn’t make it into your book are kind of perfect fodder for guest posts. And in your bio you will say what your book is and that will drive people to it. 

Robin: Would you say that it was taken from the book if it was the part that was cut out?

Darlene: No, I wouldn’t. It’s not an excerpt, because it didn’t make the book. 

Robin:  Because shows, you know, parts that were taken out of movies when they make those compilations after.

Darlene: I wouldn’t. It’s not an excerpt because it wasn’t published, and you did write it, so I think you can use that as PR fodder, myself. I think that’s perfectly legit. 

Make sure your book fits with what the site covers. If you have a YA novel, don’t submit it to a cozy mystery review site. You’re just wasting everyone’s time. I find for myself, if I’m looking at a blog, or trying to figure out “does this book fit in?” and it takes me more than like five minutes, I’m trying to figure the angle, I’m working really hard—it’s not going to work. If I’ve got to convince myself, it’s not going to work. It has to be kind of easy. It needs to be natural.

Robin: I have a question. Someone told me about Book Review Directory on Twitter, if you just type that in on the search on Twitter, it’s a site that has 125 people that review books on their blogs?

Darlene: Yes, I think I’ve looked at it before.

Robin: But I’m wondering what advice you have in researching blogs or how to find the blogs of people who are reviewers.

Darlene: You can definitely just Google. Like if you’ve written a mystery novel, “mystery bloggers” and it will come up.

Robin: Oh, it’s that simple?

Darlene: Yeah. Also, find a blog that you like and quite often they will have lists of other places that they like, that they will talk about and that they respect. Just go there. It’s really like “telephone,” I mean it’s so much like the rabbit hole, I stopped making lists at a certain point because it’s just too much. But I will try to find one or two really good directories and use that to direct my queries for an author. But you’ll never run out of places! 

Robin: So this is one directory, Book Review Directory, but there are other ones like that on specific topics and genres?

Darlene: Yes, exactly.

Question: How do you approach the blogger? Like what words do you use?

Darlene: With a query letter?

Question: No, not what is a query letter, but how, what words do you use when you’re querying a blogger to be a guest on their blog?

Darlene: So I’ll try to come up with my sexy come on, you know, whatever, that one or three lines, and then I always put, “please consider featuring so-and-so’s book in your blog as a review/interview, guest post, and giveaway.” A combination of that. “I’m happy to send you a copy of that. Please let me know what format you’d like.” Then I’ll include some more about the book, a short bio about the author, and then I always put a thumbnail of the book cover. This is also really important when you’re designing your book cover: Reduce it to a thumbnail size, which is about 180 by 150 pixels, and look to see. Does it stand out? Or is it muddled? Because most people look at it, it’s going to be that big on Amazon! It’s going to be that big on a website. So don’t design a cover that you can’t figure out what it is at that size. So I always end up putting that at the bottom of my e-mail with a short little list of title, ISBN, page number count, genre, pub date, publisher. That sort of stuff. It’s like anything: you really have to play around. I don’t, even after all these years and attempts, I don’t get a good query e-mail off until about three or four in after I’ve been working on it. And you have to mix it up too with every person that you query. You know, a podcaster might be different. Or, sometimes I’ll say, “I just saw that you had so-and-so guest on your podcast. I think that you’ll like my guest who’s written something like this.”

Question: What were the two blog sites you said that were unprofessional or that you do not recommend?

Robin: Oh, they were platforms for doing your website.

Darlene: They’re templates, they were Blogger and Blogspot.

Kathleen: Yeah—Do a website instead. 

Darlene: Utilize Facebook and Twitter affinity accounts. Like I said, the Internet’s like a rabbit hole. Be a detective. So go to an author whose book is similar to yours and look to see who follows her on Twitter. Are these people you should follow and contact? Maybe so. Take time to poke around. 

Giveaways. Giveaway, giveaway, giveaway, I can’t say that enough. Run giveaways on blogs you get to review your book. Sign up for giveaways on Goodreads and LibraryThing. Separate them out, though. 

Robin: Using the book or other things? Are you always giving away the book? 

Darlene: Well, book, and I’ll get to other things too but definitely the book. You need to give away the book. And Goodreads, by the way, only does print. LibraryThing will allow you to give print or the e-book. And also Amazon does it too. You can do giveaways quite often on your Amazon page. It’ll say at the bottom, “Do an Amazon giveaway,” and you can give away the e-book. If you’re running a sale, which I’ll get to in a second, that’s a good thing to do too.  If you’re doing a ninety-nine-cent sale on your book: that’s time that you might want to do a giveaway. The idea is if people like your book, they’re going to post positive reviews on Amazon and Goodreads. And that gets other people to read your book. 

There are some case studies. There’s an author named Hugh Howey: you should look him up. He wrote a sensational first book in a sci-fi series and gave it away everywhere. Did not charge for this book at all. People loved it. I mean, it was a really well-written book. When you go up to the second one in the series, his fans are so eager to find out what’s happened, what he had created, he ended up with a bestseller. He charged for that book. It was such a bestseller to the point that a major publisher came to him and cut a deal for the US print rights only. Hugh Howey kept everything else and he was able to sell just the US print rights. That’s how successful he is. 

Promo services. This is something that Robin asked me to talk about. Self-published authors would do well to take advantage of promo services, like EreadersNewsToday.com, KindleNationDaily.com, BookGorilla.com, and the holy grail of them all is BookBub.com. Everyone but BookBub is easy to use and you just pay for and you get a date. And it’s pretty much a low amount of money that you have to spend, starting from $60 to like $159. They have huge e-mail lists. They’ll send out an e-mail blast and put you at the top of their e-mail letter for one day. And that day, you need to offer your book for ninety-nine cents. They’ll expose your book to a great number of people and you will get great numbers that day. It’s a wonderful way to spend your day, looking at your numbers going up, up, up, and then when the sale’s over they start plummeting. It’s a little sad. But it does work. 

Question: Could you repeat?

Darlene: Sure. The first one is E-Readers News Today. The second one is Kindle Nation Daily. Third is BookGorilla. The one that’s hardest to get, that I’m going to talk about right now, is BookBub. BookBub, however, has gotten so popular and so successful that they’ve become highly selective. I’ve had a number of clients that have been turned down by them. I’ve had two clients who’ve been accepted. The first one did amazingly well with it. The second one is about to have his day next month. 

Basically, you need thirty-plus five-star reviews on Amazon, as well as a good topic. This book that’s going to be in April happens to be an African American women’s fiction novel. I think that they just don’t get a lot of those, unfortunately; that’s an area that doesn’t get addressed much. It is a well-written book and he has fifty-two five-star reviews on Amazon. The book has been out for two years. 

So it’s not necessarily for a new book. So you need to keep this in mind as you build your book. This is for the long haul. I guess I should have put that up first. When you’re a self-published author or even small press to a great extent, you need to think of the long haul. So his date is coming up in April.

The price is higher depending on the genre you pick. I think things like women’s fiction, for instance, probably run to the $600-plus mark. But you will, more than likely, get that and more in return. They give you numbers on how many books generally get sold in each genre. If you just look up BookBub, start looking at their stats and I think you’ll be quite impressed by them. 

Robin: So what is the positive return on it?

Darlene: They have it all. I’m not great with numbers. They have it all on their website.

Robin: So you sell books for money?

Darlene: Ninety-nine cents. You need to sell your book for ninety-nine cents. All of these are ninety-nine-cent things.

Robin: Those are e-books.

Darlene: They’re e-books. Kindles, very specifically Kindles. Not even, although BookBub will advertise Barnes and Noble and a few other platforms. But those other three I told you about, especially something called Kindle Nation Daily, is obviously for Kindle. They’re very hooked into Amazon. 

Robin: Do you like any of these better than others?

Darlene: BookBub if you can get it! Obviously. I mean, E-Readers News Today is a very good entry point at about $60. I think it’s a great place for you to get your feet wet, figure it out, make your mistakes. You want to do an Amazon countdown at the same time, you know. This gets a little tricky, you need to time these things out. You might want to do it with something as low-cost as an E-Readers News Today so you kind of just get it together. Kindle Nation Daily is a little bit more expensive. I think it’s at $159. That includes a free slide over with BookGorilla. With every price that gets higher you’re going to get more exposure. That is definitely the case because their e-mail list is bigger. 

There’s tons of others. These are just the ones that I like, that others have told me about. I query other successful self-published authors: “What do you use? What do you use?” If you go on Twitter you’ll see lots of these. 

Robin: So you think you sell so many books you do make good enough money?

Darlene: Yeah. Because what it does is it garners good reviews and in turn kind of turns it around on Amazon. 

Kathleen: It’s feeding the machine.

Darlene: Yeah. It’s a long game, you know. It’s not going to be in a year. You really need to be patient about it. Yes, go ahead.

Question: How long do you thing it takes to get the machine going?

Darlene: Well, A, the one thing that she and I can never guarantee: How good is your book? Your book is not good, none of this helps you. So all of this is predicated on the fact that you have a good book, right? And on top of that is that you do everything else right. Let’s say you’ve got a great book, a great title and all that, I think that within two years you can have, you know, you can probably make, you know, $50, $60,000 off of something like this. You know, for something that you’re doing, I’m assuming, kind of on the sideline, that’s probably pretty good. You’re not putting a lot of money into, you know. It does cost, obviously, to get a good book out there. So I think it’s going to be what you put into it, quite often. So my advice is to use a lower-cost promo service to bump up your Amazon rating and work toward your BookBub promo, if you can. 

So that brings me to pricing. If you’re self-published, you can set the price of your e-books. Offer the digital book for free or for ninety-nine cents for a limited amount of time and publicize it everywhere. Again, another case study is a woman named Darla Chan—I’m not related to her. Darla, she’s a romance novelist. Wall Street Journal and the New York Times both publicized her pretty heavily a couple of years back. She did this, she offered things at the ninety-nine-cent price point once every two or three months to jazz it up and get people interested, then she would come out with a new book. Then that would feed her series. She’s a romance series writer. So there are a lot of test cases like this out there that you can follow. 
I think this is an area where small presses can take a lesson from Indie authors. I’ve found small presses, not to mention traditional publishers, resistant to lowering their Kindles to ninety-nine cents for one day. They feel it sets a bad precedent, even a year or two after a book’s publishing date. I think that’s shortsighted and I think it really cripples an author’s chances in a competitive market. There’s so many books out there at ninety-nine cents. I just don’t see the fault in offering it for one day at that and bumping up an author’s numbers. 

Question: What about KDP Select, where you can offer a book for free for five days?

Darlene: I don’t know a lot about that. I’ve got to be honest with you. So that’s something. Maybe you know more about the Amazon process.

Kathleen: I like the five-day one. I have my people do it. Some don’t want to just be exclusively with Amazon for the first three months. That’s the problem with it. 

Robin: Especially for first-time authors, right?

Kathleen: For first-time authors it’s actually better then, I think, because it starts building your reviews and building some credibility. And if you can start getting your reviews, then after three months you go out into other formats. It’s fine. 

Darlene: I think this is great if you’re planning to write more books, too. I mean if you’re planning longevity. I gotta tell you, anything with Amazon, I hate to say this because they’re the big gorilla, I mean. I have a client now who published with them, with 47North, you know, they actually publish books and they became a publisher. They do incredible things for their authors. They’ll run promos for them constantly. Send them out e-mails, do things like a romance book round up, summer reading, Mother’s Day: they’ll include the author’s books there. I know that a lot of it’s dancing with the devil, and it’s hard because they have destroyed so much of, you know—

Robin: You’re saying Amazon is doing this?

Darlene: Yeah. Amazon’s had publishing for about three years. They have a romance novel area, YA . . . I’ve only worked with 47North and Montlake, which is the romance, but I know there’re others. They’re credible! They’re a machine, and one author who’s with Montlake, three years ago, one of its first authors, three years now, they still run promos for it. I mean, right now, they’re running a ninety-nine-cent promo for it, for the book. So that’s great. I guess to some extent, you might feel like an indentured servant, also, if you’re the author and three years later you’re book is still selling for ninety-nine cents. That’s a bigger question I think about the publishing industry and what’s happened. But I think that Amazon’s a very good friend to authors in that way. 
Join writer societies. There’s a Historical Novel Society, Sisters in Crime, Romance Novelists of America. There’s societies for every kind of genre. Join them, because that’s where you’re going to find brethren. You’re going to find bloggers who have blogged about and reviewed books like yours. 

Read blogs and subscribe to newsletters on self-publishing. Creative Penn (TheCreativePenn.com/blog/) is one I like. Passive Voice (ThePassiveVoice.com). Booklife (The-Booklife.com), which is PW’s, is also good. I always read Jane Friedman’s newsletters (JaneFriedman.com/free-newsletter/); I think she’s really terrific.  

Have postcards or bookmarks made so that you can leave them places. You can give them to people. And depending on your budget, work out a deal with a local bookstore where you can hold a small launch party and invite friends and people you’ve supported in the past. 
Let me just say this: Book events are not money makers! Don’t ever think that they are. They are a loss. They’re to make you feel good about your chosen avocation. That’s really what it is. This is going to shock people, but if you sell twenty-five books at a book reading, that’s considered a success. And that’s even with a well-known author. Because people go and buy elsewhere. Or they’ll come look at it, and you know, they won’t buy. They’ll come out for the reading, maybe, but people just, you know. . . . Book readings are lovely to have, everyone wants that; it’s all romanticized and stuff. So do it only if you have a budget for it and you’ve got friends that you know are going to turn up for it. You can do a short reading and talk about your book, answer a few questions and sign. Take pictures and videos so that you can post them. You need things to post on your website and on your social media. 

Robin: Sometimes that’s the value of the event.

Darlene: Well, it is. But manage your expectations about reading. I think they’re lovely, but I just don’t think that they really help with sales. 

Robin: Would you agree about events?

Kathleen: Oh, yeah. They’re not moneymakers, but they’re to get the word out, and they’re to get you some notice. I only have one author who’s ever walked away not in the red after a book-signing event. 

Darlene: And mine had a lot, a lot of friends. You’ve got to have a lot of friends who are willing to come out. This is where it divides: you think you know who your friends are. They all have excuses! But—

Robin: How many signings can they come to?

Darlene: Well, exactly. Exactly. So, do it because you want to do it, not because you think it’s going to validate you. I guess that’s really the bottom line. 

And we talk about freebies. Think about other freebies you can give away. I have an author who’s giving away short stories in order to build up followers between her novels. They were very distinct. They were a different identity than her fiction and we used MailChimp to get people to sign up for it. Did a lot of stuff on social media, and I think it’s helped. Her second novel is about to come out, probably in about six months, and she has a lot more followers. 
Some authors will give away Amazon gift cards, Starbucks gift cards. Indie authors give away a lot of stuff; they’ll band with other authors for a blog tour or give away a Kindle that all authors contribute to. You get four other authors in the same genre as you, you all buy a Kindle and you raffle it off. You have people enter a giveaway. Things like that.

If all this sounds daunting, then what you need to do is hire a publicist. ’Cause they have a bag of tricks and outlets they have experience with. They do all these things. 

Linda: I just want to say you both, well all three of you, sound absolutely wonderful. You know, I have saliva coming down here because I want you . . . actually, I want you to move in with me. All three of you, just move in with me. My husband won’t care. I would like to know what a range in costs for a publicist should be, or might be.

Darlene: Obviously, I think that New York publicists generally charge probably like a thousand a week, maybe. In that area.  

Linda: Is that all?

Darlene: But they’re on a minimum of $20,000, minimum in New York.  

Linda: What about where we live?

Darlene: It’s going to depend. For me, I have my price, but I also talk to an author and decide what you need. If you want me to do all social media for you and everything, it’s going to be a bigger price. If you only want me to do a little bit, and something that I feel I can contribute, like I can do and I can fit it in with my other clients—I don’t know about Kate, but I generally have about three or four clients at the same time, so if someone only wants this, and you only want that, then that makes sense and I’ll piece it together. But that means, you know, cost-wise it’s going to be different for you. So I’m not going to quote a price right now. I’m sorry. But we can talk. 

Kathleen: I do the same thing. It depends on what you’re doing and what I’m doing. I try to have the same thing: three to five clients, max. But I don’t have a flat rate. It’s like I’m going to do this, or I’m going to do that or I’m going to do that, or, I have one right now—the stalker book. She’s an award-winning memoir writer. So she went out and she said, “I’ve got this and I can handle that. And I said, “Okay. Then I’ll handle this, that, and that and this’ll be the price.” 

Darlene: We split it up.

Kathleen: Yes, we’ll split up the work. Fine, I’ll do that.

Darlene: Or an author will tell me, “I have $10,000 to spend. What can you do for me?” And then I’ll lay that out, that way. So there’s different ways of doing it. But I will say: you need a campaign. It needs to be—I do a minimum of twelve weeks. I don’t know what yours is. 

Kathleen: Minimum.

Darlene: Yeah, twelve weeks. And even then, I mean, I have certain clients who will continue me on at a different level. They won’t necessarily keep me on the same level. Because you really, as you can tell, it is a long game and twelve weeks is really only a drop in the bucket. You spend the first two weeks just getting everything together, really.

Robin: How much time do you prefer?

Darlene. Oh, my god. I don’t even know if I can dream. I don’t know, probably twenty weeks would be more . . . I always end up throwing in free weeks at the end, I gotta tell you. I mean I always end up going, “I’ll do this until this time,” you know? So I suspect that at twelve weeks I actually probably put in more like sixteen weeks.

Kathleen: I look at either three months or six months to start. But the first three months are more intense, for what I’m doing. And then it’s starting to see, “okay, this is happening, this is working.”

Darlene Let’s concentrate on doing this instead, or—

Kathleen: Because you’ve got to figure out. You have, like Darlene said, you have a plan, but then you start seeing what’s breaking. And if things are changing, you’ve got to be flexible. You’ve got to go where it’s happening, what’s taking off. If the e-books are suddenly taking off for some reason, you had a romance book and it’s suddenly going, which is huge in the e-book market, that just goes, you know, you have to go that way. For other books it’s a different story. I have one client I’m still working with two years later, at a much-reduced price, but I’m just taking care of small little things. Because I have all the templates set up. I have everything done. I throw in those first three paragraphs and it’s out, you know? So it’s flexible. 

Darlene: There’s two last things, okay? Write, write, and keep writing. There’s nothing like a pipeline, so that’s really what you need to do. And one last tip is be focused. Set small, achievable goals. You know, I have clients who will come to me and say, “I see this as a movie, I see it as this, I see the Man Booker Book Prize, I see it in the New York Times.” It’s like, whoa, whoa, whoa. Let’s bring it down to reality. The truth is, you are an indie author or you’re at a small press. We need to start here and build. You know, everyone thinks their book is a movie. Unfortunately that’s not true. But if it is, then that’ll come to be in its time.
So that’s it. That’s my presentation.

Robin: Do you [ever have the thought] that a book could become a movie?

Darlene: You know, it’s funny because I spent so much of my career—I rarely do because I will be honest with you. I think most of the books just aren’t movies. To be honest with you. I have found, oddly enough, one book that I’m going to represent which I actually do think is a movie. So I’m actually signing on as a producer and going out to talent with it in the next week. But I haven’t done that in a long time. But I rarely do that. 

David: This has been fascinating. My name’s David Siedman and I do have a book that came out last year from Simon and Schuster called, What if I’m an Atheist: A Teenager’s Guide to Life Without Religion. And I’m wondering, you both made some very great points about publicizing a book after it’s no longer new. And I’m wondering, as I am not the publisher, what is the best thing—also my time and money are kind of limited. What is the best thing that I can do when the book’s been out for a while to revive interest in it?

Darlene: I personally feel that that’s a tough one unless you have, unless you can update it somehow. With a new foreword by someone famous. You know, Bill Maher’s a famous atheist. Will he write something for you, a foreword for you? Something like that. I think it’s hard two years out. I’ll be honest with you. I think fiction also—

David: One year out.

Darlene: Oh, one year. I think that’s difficult to do. I’ll be honest. 

Kathleen: And also because you’re with Simon and Schuster, you won’t be able to do the ninety-nine cent discounting.

Darlene: That’s a problem! It’s a real, real issue with them. Sorry. That seems like a great book. 

David: But now that they’re on to other books that are new, I’m on my own.

Darlene: Of course. You should have been pitched to Bill Maher on that. I would have!

David: I suggested it, but—

Question: So you mentioned twelve weeks, ideally twenty. How much of that is before the book comes out, to tell the public that it’s coming, this is what it’s about, getting the pre-publication momentum going? Can you break it up?

Kathleen: I like it at least to come on two months before the publication, minimum. 

Darlene: Three is ideal.

Kathleen: Three is really ideal. That’s why I said six months is basically what I like cause you’ve got three months building up and three months after it’s taken off. 

Darlene: But the problem is that you don’t have galleys, generally. These days galleys come so late, it’s really hard to send those out.  

Kathleen: So that’s why if you’re an indie, that’s where as an indie author you have some flexibility because you’ll have the book. You can order, if you’ve got it edited and it’s done and it’s ready, you can order, if you’re with CreateSpace, whatever, you can get copies of it. I put a big stamp on it: Advance Copy. I put a big sticker on it, I made up a fancy one on it. And I stick it on and then we start sending those out. Cause you can order as many as you want, and you’re paying your price. Ship ’em here and out they go. 

Another thing that I forgot to talk about, and I don’t know how you feel about it, I think, depending on the quality of your book, enter it in contests. But beware of the contests. There is one company that puts out, that is, also I don’t know if you mentioned it or not, I’m president of the Small Publishers, Artists, and Writers Network, which is a national organization: SPAWN. We put out an alert. This one guy was just coming up with contests. He was charging $95 to enter his contests. Everybody won something. It was ridiculous. He had the Paris contest and the Amsterdam contest, the Hollywood contest and the South Coast contest. I mean, it was ridiculous. And they were worthless. 

But there are really good ones. On SPAWN.org, we have a whole list of all of them. I have some materials up here on SPAWN and different things. You want to get them afterward and they’re on the back table. A list of really legitimate contests that we’ve vetted, that are good to go out for them because I’ve gotten all of my authors except one—because I got the book much later, I found the book and wanted to do it, actually. All of them into contests and three of them have won awards. Some of them, a couple of awards. And Alice, with her memoir, won like about twenty awards. 

Robin: This really helps you stand out. That’s something that we really talk about, how you stand out in the crowd of books out there. 

Kathleen: Well, there’s nothing like saying “award-winning author” that people go, “Okay, this might be legitimate.”

Question: And those gold little stickers—

Kathleen: Oh, don’t buy those!

Question: They look great!

Kathleen: Well, you pay the couple hundred dollars and have the cover redone with it printed on it. 

Question: Just online, I’m talking about.

Kathleen: Oh, yeah, online. But instead, some of them want to sell you the stickers to put on your book. You know, you just have the cover redone with the sticker put into the artwork on the cover, if it’s a really major, major one.

Darlene: In terms of how to stand out, especially with nonfiction work, hopefully you’re an expert in whatever you’re writing about. That’s really going to make you stand out, the fact that  you have worked in this field, that you are seen by your peers as someone who knows what you’re talking about. 

Kathleen: And also have a sense of humor, for god’s sake. Be able to have a sense of humor. So many people do not have a sense of humor. If you’re going to be on a radio show, and nonfiction is the homeland for radio, you’ve got to be able to talk about it, you’ve got to be able to laugh at it. You have no idea what these guys are going to say to you, and you’ve got to be able to roll with it. You can’t be too serious about it. 

And one thing I would say: to do your own media training. If you’ve got a smart phone, you can tape record yourself. Or if you have a little tape recorder, interview yourself. Have some friend come over, ask you questions, and you start bantering. And listen to yourself. Listen to yourself and you can improve how you talk. And also, find out what you’re saying wrong. ’Cause sometimes people put in “you know, you know, you know.” Okay? Gotta get rid of those. And learn how to condense what you’re saying.

Darlene: And we do help you with that. We will come up with a talking points list that we send to the interviewer, that you obviously help us with, so that you have a sense of what the answer is going to be before the question. 

Robin: Ina gets the last question of the evening.

Ina: You talked earlier about guest posts and they said you could make your unused material [into a blog post].  I don’t know personally how to post—

Darlene: No, what I’m saying is guest post on blogs. The existing blogs. 

Ina: Oh. But not under your own name?

Darlene: No, under your own name.

Kathleen: But not on your blog, you know. They’re guest posts on other people’s blogs.

Robin: Before we wrap up, let’s give our contact information. I’m at QuinnRobin@aol.com.

Darlene: I’m at Darlene@DarleneChanPR.com. It’s at the bottom of my handout. 

Kathleen: I think mine’s on there. You can just do me as, let’s see, which one? Kathleen@KKANews.com.

Robin: The ladies will stay and answer some questions.

Darlene: Oh, yeah, we’re here.

Robin: I want to leave you with a thought. Jane Russell once said, “Publicity can be terrible, but only if you don’t have any.” So don’t be that person. I hope we’ve inspired you to get busy. Thank you.
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