The Path to Successful Special Sales

Brian Jud
A proverb tells us that a journey of a thousand miles begins with one step. But what if that step is in the wrong direction? The traveler would waste unnecessary time, energy and money going the wrong way. For lack of knowing that first step, some independent publishers ignore the path of non-traditional selling. The question, “Where can I sell my books outside of bookstores?” is ambiguous and offers no direction, insight or instructions about what to do. 

The solution is to ask questions that direct your thinking -- and subsequently your actions -- beginning your journey to large-quantity sales in non-bookstore markets. Start by understanding your current marketplace. Then explore alternatives, combinations and permutations on what you are already doing. Setting the right direction in special-sales marketing is simply a matter of asking the right questions. Here are examples for finding new markets in which to sell a line of career or job-search titles. 

Who could use the information in your books? The answer to this question directs you to the typical segments for anyone seeking employment for the first time, or perhaps to find new employment after being laid off. 

Where do they look for that information? Your first answer would probably lead to selling in bookstores. But go beyond your initial response by asking, ”Where else do they look?” This might lead you sell books to libraries, churches, state employment departments, employment agencies, outplacement firms or networking groups. 

Who else could use the information in your books? Finding new niches in which to sell existing titles may be the most efficient way to increase your sales and revenue. Could you sell your content to high-school or college students, people who are over 50 years old, women or blue-collar workers? Again, go beyond your initial response by asking, ”Who else?” For example, prisoners are released or paroled and they must be trained to find new jobs. The same concept applies to military personnel who are discharged. They need job-search information, perhaps explained in a different way.   

Where do they look for that information? Prisoners go to their prison libraries or search online for career information. Military bases, posts and installations provide books and courses for people in the armed services who are about to re-enter civilian life.

Who could act as a decision influencer on people who could use your content? Instead of marketing directly to prospective customers, market to the people who can influence them. This could open the door to selling job-search content to career development officers at colleges, to guidance counselors in high schools or to the parents of graduating college students.

How can we reach these influencers? Recognizing that parents influence the job-search tactics of their children could suggest that you conduct a direct-marketing campaign to the parents of college seniors.

Who uses (or could use) your content in large quantities? You can sell 10,000 books one at a time to 10,000 people. Or you can sell 10,000 books to one person. Which do you think would be more profitable? Find people who can buy in large quantities. They may be in government offices, corporations or schools. 

What information about your customers could lead to a new product form? Research among college students may uncover the need for job-search information in a more easy-to-use format. A series of booklets could be created, each devoted to one traditional job-search tactic such as writing a resume or interviewing. With a little re-writing, the booklets could easily be adapted to meet the needs of other markets such as state unemployment offices.

How could the delivery of your content change if it were tailored for every customer? Your book might position you as an expert in your field and you could perform one-on-one consulting services. In this case your book serves as an expensive brochure rather than as a stand-alone product.

In how many ways can you use this information to extend your product lines, exploit new opportunities and enter new markets? Adapt these questions to your individual situation. Seek new opportunities with a clear eye and an alert imagination. Be open to at least evaluating a different concept, a different way of reaching the goals you have set for your business. Special-sales marketing is like electricity. It gives you the energy and power to start your journey to new places, new people and new profits. 
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