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Tip #1: If you are self publishing your book, learn what you need to know. 
 
You don’t know what you don’t know. 
 
I recently met with a new marketing client. This author was close to publishing his book and 
freely admitted he was totally overwhelmed by the experience. He expressed what most 
authors I’ve met have said, “I thought writing the book was going to be the hard part.” 
 
What author hasn’t been a little shocked to find out that in addition to writing the book they 
must also become an instant expert in editing, graphic design, printing, distribution and 
marketing? 
  
I wasn’t surprised that my new client was a bit overwhelmed. He had just realized that his book 
had become a 2nd job and a job of elephantine proportions at that. Our meeting ended with 
creating a to-do list for both of us. 
 
Hiring a professional to do various aspects of your publishing process is certainly one of the 
ways an author can make self publishing less daunting. But where do you start? 
  
Just Google it. Googling “how to publish a book” brings up a bunch of self publishing sites and 
related publications on publishing — 4,300,000,000 of them. Ignore the obvious “publish your 
book with us” sites (they can be very expensive) and focus on publications like Writer’s Digest 
and blogs for starting information. Articles in general publications will hopefully lead you to the 
websites of some of the leaders in self publishing and publishing trade organizations. 
 

• Check out Writer Beware, a good resource for self publishers who want to avoid 
publishing businesses with less than stellar reputations. 

 

• Read about it. Search “self publishing” on Amazon and you’ll get thousands to choose 
from. Search on “book marketing” and you’ll have even more books to browse. 
Suggestion to start: narrow it down to what’s at your local library – most likely they’ll 
have several titles. 

 

https://accrispin.blogspot.com/
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• Talk to people who’ve been there already. Talk to authors you know or join a Meetup of 
authors. How are they finding answers to their self publishing questions? 

 

• Take classes. Community colleges and publishing consultants teach classes in self 
publishing for a reasonable price.  Start by looking online at local adult education classes 
and meetups. 

 

• Hire a pro. Hire a professional to guide you through the process. This could be one-on-
one coaching, classes, or having someone do it all for you. Get referrals whenever 
possible from your author connections. 

 
 

Tip #2 “The Don’t List” for self publishing your book 
 
Here’s a list of 10 things you should never do when you’re writing and self-publishing a book: 
 
First of all, never sign with a publishing company who wants you to write them a big check and 
you’re not sure what it is they will do. Read the contract. Better yet, have a lawyer read the 
contract. 
 
Read reviews of the company. Google the name of the company + reviews. Contact a few of the 
authors of the books featured on the publisher’s website. You should be able to find them on 
social media. Can’t find anybody? That’s a big red flag. 
 

1. Does the publishing company offer editing, cover design, interior layout? Are there extra 
charges you can incur? Do they answer questions promptly? Do you have an account 
rep who answers your questions? 

 
2. Never assume a publisher will also market your book. 

 
Unless it’s in the contract, a publisher will not market your book. That’s your job. 
 

3.  Are you publishing your book yourself, hiring professionals to work with you? Never 
publish without having a professional editor edit your book. This does not mean hiring 
your friend, your English teacher, or your neighbor who works in PR. Find a professional 
editor who works in your genre. 

 
4. Also never have your kid, your friend or your neighbor design your book cover. Again, 

hire a professional designer who designs book covers. (And not the guy who runs the 
print shop down the street. Business cards and book covers are not the same thing.) 
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5. Never let someone design the interior of your book using Microsoft Word. MS Word is a 
word processing program. It isn’t a design program. An interior done using Word will 
look like a term paper. A professional uses a program like Adobe InDesign. 

 
Don’t think this makes a difference? Try reading a badly designed book. It’s actually 
uncomfortable for your eyes and brain. 

 
6. Never wait to start your marketing plan after the book is published. When you start 

writing is the ideal time to consider how you’re going to sell it. 
 

Too overwhelming? Slow down and designate time to work on your marketing plan 
along with writing. Consider hiring a marketing professional to guide you. 

 
7. Never think your book is so good that everyone will just buy it. (It’s human nature to 

think that.) The reality is there are a million books published in the US every year. Your 
book will be invisible unless you promote it. 

 
8. Never publish your book without first putting up a website. A website is the territory 

you own. Get it set up at least a few months before your launch date. 
 

A simple author website consists of your book featured on the home page, an about you 
page, a contact form and a blog. 
 

9. Never think you can sell books without social media or an online platform. You need to 
find your audience and platforms like Facebook and Instagram are the perfect places to 
do that. If you’re not convinced, is your favorite author on social media? Why do you 
think that is? 

 
10. Never think you only have to market your book when it’s first launched and then stop. 

Many authors slow down or stop promoting their book only 90 days after publishing. It 
takes at least 90 days to get reviews and recognition about your book. This is an ongoing 
process. 

 
Bonus Tip: Network with fellow authors for moral support and to share ideas. There are many 
meetup groups and writers’ groups – join one! 
 
 

#3: Write a great title for your book 
  
I stink at naming things. Products, book titles, even pet names. (My last 2 dogs were named by 
other people.) But, as name-challenged as I am, I know a bad book title when I hear it. 
  
Would John Steinbeck’s “Of Mice and Men” still be a classic if Steinbeck had stuck with his 
original title of “Something That Happened?” 
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Harper Lee’s “To Kill a Mockingbird” was originally titled “Atticus.” And Jane Austin’s “Pride and 
Prejudice” had the working title of “First Impressions.” 
  
Maybe it’s the familiarity of the titles talking, but I don’t believe these books would have done 
as well if the working titles had stuck. 
  
I don’t think first time authors spend enough time on their book’s title and it’s a darn shame. 
Your marketing campaign depends on whether people can remember your name or your book’s 
name. 
  
A good book title must be memorable. 
  
If I can’t remember a book’s title after hearing it 3 minutes before, it’s probably a bad title. I 
was talking to a prospective client a few weeks ago. The title of his book was long and 
complicated. It went in one side of my brain and slid out the other side without making any 
impression whatsoever. This is not how you sell books. 
  
You can be forgiven for a long and complicated title as long as it’s written for people in your 
field. They will understand the title. A lay audience will not. This particular book was aimed at a 
lay audience and had an academic title. 
  
A good book title should evoke an emotion. Curiosity. Interest. Not a yawn. 
  
A good book title should avoid clichés. To quote French poet Gérard de Nerval: “The first man 
who compared woman to a rose was a poet, the second, an imbecile.” 
  
Before you commit to a book title, test it first. 
  
Start by Googling it. If your book title has been already used by another book, keep trying. You 
can’t copyright a title, but why name your hard work after something else that’s out there? 
  
Test it out with friends and family. If your Mom (who loves everything you do) says “Huh?” 
when she hears your title, keep working on it. 
  
If your book is nonfiction, do a keyword search to see what words people use when they search 
on your topic. Try to incorporate keywords into your title and subtitle. This will also help 
immensely with your Amazon sales as Amazon is one big search engine. 
Say it out loud a lot. If even you can’t say it easily, keep working on it. 
  
  

Tip #4:  Hire a pro to design your cover and don’t ask your friends on Facebook 
to critique your book cover.   
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Why? Because nobody will tell you your baby is ugly 
  
It may be tempting to post several book cover sketches from your designer and ask friends to 
select their favorite. When it comes to selecting your book cover you should only consider the 
opinions of your ideal readers for the book. 
  
Just like they will never tell you your baby is ugly; your friends will not tell you if your cover is 
bad. Unless your friends are the exact ideal readers you have targeted for your book, their 
opinion is not relevant. What’s worse, their kindness might be detrimental to your book sales. 
  
How do you decide on a great book cover? 
  
Know who your ideal reader is. Research your genre – detective fiction, for example and also 
more general demographics, like millennials or baby boomers. Try to find demographic studies 
to back up your assumptions. Pew Research has some great information for general 
demographics. I’ve found several studies conducted by blogs and trade publications on the 
readers of specific genres. Start with Publishers Weekly and other trade publications to see 
what’s happening in your genre. 
 
Hire a designer who has experience designing covers. A general designer might not know some 
of the tricks of the trade, such as what to include on the back cover. An experienced book 
designer will also know what elements should be included for specific genres and have great 
ideas on what kind of artwork would be most effective in attracting your ideal readers. What 
elements do they use in their covers? Colors, typefaces? Endorsements? How do they get your 
attention on that all-important back cover?  
 
If you must show your cover to friends, seek out friends who read your genre or are interested 
in your topic. Don’t ask them if they like your cover — of course they’ll say yes! Instead, ask 
them which of your sample covers would catch their eye in a bookstore — and why. 
 
If you already have a published book with a bad cover, don’t despair! It’s not too late to go back 
and do the reader research and have a new cover designed. Yes, there’s an expense in redoing 
the cover. But what is the cost of having a book that isn’t selling? 
  
 

Tip #5: Write a great back cover description for your nonfiction book 
  
The back cover of your book is prime real estate for promoting your book. A good book blurb 
sells books! However, many self published authors treat it like the hell strip in front of their 
house between the sidewalk and a busy street. 
  
Your back-of-the-book blurb is the second thing a potential buyer looks at after your front 
cover. Doesn’t it deserve a carefully crafted description of what your book is about? 

http://www.pewresearch.org/
https://www.publishersweekly.com/
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If you’re just not sure how to write that important copy, Polly Letofsky of My Word 
Publishing has a nifty little guide for you. I used this guide this week to write a blurb for a client 
and it worked a charm. 
  
Try it out yourself! 
  
How to write a great nonfiction book blurb from Polly Letofsky of My Word Publishing: 
  
Write it in 3rd person. For all intents and purposes, your “publisher” has written this. 
The first line is the most important. Your potential reader needs to know with a quick skim what 
kind of book this is, what it’s about and what the story is, or what problem will this solve for 
me? 
 
It should be around 150 words – that’s how much will fit on the back of the book without 
looking crowded. 
 
You can use testimonials. 
 
You can use bullet points and questions. 
 
Your last sentence should wrap it up – essentially coming full circle back to the first sentence. 
 
Try to use your keywords – they’re great for SEO findability. 
 
Research book blurb examples in your genre. Troll through Amazon and find books like yours. 
See how their book blurbs are crafted. 
  
In a nutshell: 
  
The 1st third of the 150-word promo should be “What the book is about.” 
The 2nd third should answer “What problem will this book solve for me?” 
The 3rd third should answer “Why THIS book is better than the others in this genre” and “Why 
you, the author is qualified to teach me this.” 
The last sentence should take your blurb full circle back to the beginning sentence. 
  
  

 Tip #6: Write a great book description for the back cover of your fiction book 
  
Here’s the worst fiction book description I’ve ever seen: 
  
“action packed Mystery, Suspense Novel….” 
  

http://www.mywordpub.com/
http://www.mywordpub.com/
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That was the book description of a novel whose author had once contacted me for marketing 
help. The 5-word description was on her book’s Amazon sales page. The back page of her book 
was blank. 
  
I suggested she redo the cover and include a description of the plot and her bio.  
  
“But I don’t want to give the plot away.” she replied. “And what does this have to do with 
marketing?” 
  
It has everything to do with marketing. Why else would someone who knows nothing about 
your book want to read it? 
A book description is a critical part of your novel’s media kit 
  
There are elements of an author’s media kit that will get used over and over again on social 
media, press releases, flyers, ads and other miscellaneous marketing pieces. The description of 
your book is certainly at the top of your list. Authors should prepare the following types of 
descriptions for their book: 
  
A simple one or two sentence description that can be used when someone asks, “What’s your 
book about?” The inquirer doesn’t want a blow-by-blow outline of your plot. They want to 
know something like, “It’s a political thriller set during World War II in England.” Then, if they 
ask a follow up question you can go into more detail. 
 

• A longer description, about 150 words, to be used on the back of your book. 

• Your longest description, about 250 words, for your Amazon and Goodreads book 
pages. 

  
The most common mistake I see authors make when they write their descriptions is to write a 
narrative of the plot. This happened. Then this happened. And while this was happening, this 
happened… By this time, you’ve lost your audience. They’ve moved on to something else. 
  
Your back-cover description is like a movie trailer. Study movie trailers to see what makes them 
effective. They only focus on the main plot. They evoke emotion. They’re short. Your book 
description should: 
  

• start with a strong headline 

• focus on the main plot only. Do not mention subplots 

• introduce your main character or characters 

• be in the present tense. 

• include words that evoke emotions. 

• end with a cliffhanger that makes the reader want to know more. 
  

Tip #7:  Write an author bio that doesn’t scream amateur! 
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I cringe when I see an author bio like this on the back of a self published book. 
  

Sue Brown was born in Des Moines, Iowa and went to high school at North Valley High. 
She went to college at Colorado State University, majoring in English. She got married 
right after college and now has 2 daughters. This is her first novel. 

  
This, unfortunately, is a typical bio for a first-time author. A bad author bio on the back of your 
book can hurt your sales. Why? An author bio isn’t really about the author. It’s part of your 
book’s sales pitch. The purpose is to give a prospective reader a reason to check out the book 
because of the author’s passion and expertise on the topic. 
  
A boring bio like Sue’s doesn’t give the reader a single reason to check out her novel. It doesn’t 
answer critical questions like why did Sue become a writer? What is she passionate about that 
inspired her to write this novel? 
  
How to avoid the amateur author bio? Start your story with your book. Nobody cares where 
you were born or where you went to high school. Unless you were born to famous parents or 
went to high school on Mars, start your author bio at the point where you decided to write your 
book. Even though the bio is about you, it’s really about why the reader should be interested in 
you. Center your opening sentences on why you wrote your book and why should a reader 
care. 
  
Establish your expertise on the topic. Why should anybody choose your book over another one 
in your genre? Even if you don’t have a PhD on your topic, you must have some sort of 
expertise you can use to establish that you know what you’re writing about. Have you been 
obsessed with your topic since you were a child? Did you start a fan club around it? Did you 
discover your passion in college and built on your knowledge ever since? 
  
Make your bio short, but not boring. Try to keep your bio succinct but include enough detail to 
keep it interesting. Show it to friends and family and get their input – they may point out 
interesting details you’ve forgotten! After you’ve finished your bio, edit, put it aside for a day 
and edit again. Create 2 versions – a short bio (50 words) and a longer version – (150-200 
words) You’ll use both in your marketing and outreach efforts. 
  
A little humor is a good thing (if appropriate). You can put a little humor in your bio if you think 
it’s appropriate. Here’s 2 examples of authors who got creative with their bios: 
 

“Eric Carle invented writing, the airplane, and the internet. He was also the first person 
to reach the North Pole. He has flown to Mars and back in one day and was 
enthusiastically greeted by the Martians. “Very strange beings,” he reported on his 
return. He has written one thousand highly regarded books; a team of experts is 
presently attempting to grasp their meaning. “It might take a century,” said the chief 
expert. Carle is also a great teller of stories — but not all of them are true, for instance 
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those in this book.” from <http://ew.com/article/2015/09/14/funny-author-bios-mindy-
kaling/> 

  
“R Raphael is a writer as well as a mammal. He’s the guy behind the acclaimed Android 
Intelligence column at Computerworld. He writes humor-infused feature stories for a 
variety of publications and drinks fruit-infused beverages from a variety of glasses. At 
night, he sleeps. For more about JR and easy access to all of his stories, head over to his 
official writing site at JRStart.com. And be sure to come say hi 
on Twitter or Google+!”  from <http://www.computerworld.com/author/jr-raphael/> 

  
If you’re not sure about using humor in your bio, get feedback from friends, family and 
especially your editor. You’ll also be using this bio on your website, social media, and in your 
marketing materials, so it needs to hit the right note. 
  
Borrow ideas from other authors. Need more inspiration? Go to your own bookshelves and 
start looking at author bios on books you own. Which ones are the most memorable? Which 
ones could use some work? Write down phrases you could borrow for your own bio. 
 

Tip #8:  Be of service.  
 
Sell solutions, not books. 
 
Your book is published. And here you are, an author with a book for sale and no eager buyers in 
sight. What do you do? 
 
Don't think about selling your book. Sell the solution to your readers’ problems instead. 
 
The truth of the matter is, except for friends and family, nobody really cares that you wrote a 
book. What they care about is that you have a solution to a problem that’s bothering them. 
Maybe it’s a way to lose that last 10 pounds. Or get out of debt forever. Or win the girl or guy of 
your dreams. That’s what people want to buy. 
 
Your audience doesn’t necessarily want to buy a book to get that information. People might 
prefer to buy a series of podcasts. Or a video. Or an ebook that they can read on their Kindle or 
phone. If your book isn’t available in those kinds of formats, you may be leaving money on the 
table. Oh, sure, they might buy your book as well. But don’t you think you might be able to 
charge more – and get more – for a class that includes your book and maybe a workbook? 
 
It's important to consider the variety of ways your audience likes to get that information. Then, 
package your information accordingly. 
 
If your book is fiction, how do you serve your readers? You provide the answer to the very 
important question, “What will I read next?” 
 

http://ew.com/article/2015/09/14/funny-author-bios-mindy-kaling/
http://ew.com/article/2015/09/14/funny-author-bios-mindy-kaling/
http://www.androidintel.net/
http://www.androidintel.net/
http://www.jrstart.com/
http://twitter.com/JRRaphael
http://google.com/+JRRaphael
http://www.computerworld.com/author/jr-raphael/
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Tip #9 Your book won’t just “go viral” once it’s on Amazon. You need to market 
it. 
  
“I just want to write,” says the author. “I don’t want to spend my time marketing.” 
 
That thump is me banging my head against a wall. 
 
C’mon people. There are over a million books published every year. Another 20 million more 
are already in print. Do you know what happens when you don’t do anything to let readers 
know your book exists? 
 
Nothing. Crickets. 
 
Your book will be ignored. That’s fine if you are just writing your book for yourself. In that case, 
don’t go to the expense of paying an editor and a designer to produce your book. Just let it live 
on your computer in the file called “My Book.” 
 
Are you afraid of being seen? 
 
I think I know why writers say they just want to write. They were raised, just as I was, to not 
“put yourself forward.” They were taught that if your work is any good, people will just discover 
it and buy it. But the marketplace doesn’t reward modesty. Remember those million books 
published this year? Do you think all of those writers are just waiting for someone to notice 
their books? 
 
They are out there promoting, advertising and connecting with their ideal readers. They are 
asking for reviews, blogging, posting on social media, podcasting, giving webinars, filming 
videos and more. They want their books to be SEEN. 
 
Do you think people would benefit from reading your book? Then you owe it to other people to 
promote your book to the people who would benefit from reading it. 
 
Are you afraid of people criticizing your work? 
 
I get it. And I’ve had this fear myself. It’s not easy to put yourself out there and risk getting bad 
reviews or nasty comments, justified or not. But haven’t we always had to deal with bullies, in 
school or on the playground? One of the blessings of getting older is realizing that I don’t have 
to accept other people’s opinions as fact. It’s ok to say “screw them” and move on. 
 
Be clear why you are writing and publishing your book. 
 
It’s perfectly okay to write that book and print a few copies for family and friends. It’s also okay 
to publish with the intention of actively promoting and selling it. When you go halfway – 
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publish the book and expect it to sell without marketing – you will not be happy with the 
results. The trick is to line up your expectations with actions. Whichever way you choose, happy 
publishing. 
 

Tip #10:  How to write your marketing plan 
 
Here’s an outline of a simple marketing plan: 
 

1. Set your publishing objectives: Why are you publishing a book? I’ve usually found that 
there are 3 levels of authorship. See where you fall on this spectrum. This will help you 
determine how much time and resources you want to devote to your writing: 

 

• Level 1 is The Passion Project. You’ve had this idea for a book forever and you’ve 
finally written it. And you have no plans to write another.  

• Level 2 is the part-time author. Maybe you are still working a day job. Your books 
are a part time endeavor. You are planning to write more than one book and 
maybe you intend to take your writing full time and quit your day job.  

• Level 3 is the full-time author / publishing business.  
 

2. Market overview, competition. Back to Google to do a little research. Google your genre 
and see what news items and blog post come up. You can also search on Publishers 
Weekly’s website (there is a free version) to see what’s been said there. If you’re lucky, 
you might even find a study about the readers of your genre. 

3. Who is your ideal reader? Write a reader profile. After you’ve done your online 
research, write a reader profile that includes the ideal readers’ age, sex, education, 
where they live, what they likely do for a living, etc. You can also check out social media 
feeds of well-known authors in your genre to see what they are discussing with fans. 
Sign up for their ezines, too. 

4. Marketing Strategy: how will you reach that ideal reader? What social media do these 
ideal readers use? What publications are they likely to read? What authors do they like? 
Do they listen to podcasts?   

5. Marketing tactics: What are the specific tactics you will use to carry out your strategy? 
Social media, email marketing, start a podcast? 

6. Lay out your action plan, including a timeline and specific goals. Try using a spreadsheet 
or even a calendar. The key is to create an ongoing plan that fits your available time and 
is sustainable.  

7. How will you track your results? Your website and most social media have analytics 
available to show you who is finding you online and how. It’s a good idea to look at 
these at least monthly to see what patterns emerge. 
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