How to Get Started Selling Books as Promotional Items

By Brian Jud

Businesses of all sizes constitute a unique, large, growing and diverse opportunity for selling your books. Buyers seek items to help them promote goods and services, reward buyers for making the purchase, motivate employees or serve as a gift to customers. Traditionally they have used apparel, cameras, coffee mugs, food, electronic devices and other items to reach these goals. Only recently have they become aware of using books as promotional items. 

You cannot begin the sales process by assuming that buyers know the benefits of books as premiums and incentives. If you begin by asking what their budget is and how many books they want, the likelihood of you succeeding is not good. Instead, convince buyers of a book's value as a promotional item before getting them to purchase yours.   

Facilitate this process by acting as a consultant, not as an author or publisher. Your initial goal is not simply taking orders for your books, but helping your prospects solve their marketing problems using a book instead of another item. Begin the sales process by asking questions such as, What promotional campaigns have they implemented in the past? What worked and what didn't? What would they like to accomplish in future promotional campaigns? 

Why a company might use a book as a marketing tool. 

Demonstrate your consulting nature by describing why using a book as a promotional item could create an  incentive powerful enough to reward or modify behavior, but not so generous that it erodes margins. There are many reasons why a book makes the ultimate promotional product. Some of these are highlighted below. 

Keep customers loyal. Maintaining an old customer is more profitable and less expensive than attracting new customers. One way to accomplish that is to create a program that is valuable to, target users. This is a good strategy where customers typically use one supplier (physician, bank, realtor). 

A book can serve that purpose. For example, doctors in a physicians' group treating people with diabetes know that their patients think their lives will change drastically. The physicians might give a gift to their patients who are newly diagnosed with the disease: a cookbook featuring delicious recipes for diabetics. A simple handwritten note on the inside cover might make patients realize that they are in good care and are working with a doctor who is truly concerned about them. 

As other examples, CPAs could offer a title on employment laws to new small business clients. A bank could present customers with a book about college-tuition-savings options. And real-estate agents might give clients a book about home decorating. 

Increase share of customer loyalty. In other cases, customers can buy from more than one seller, frequently and in small amounts (such as groceries or gas). Companies can win a greater share of wallet by giving customers a reason to purchase more of their products than those of competitors. 

As an example, a small chain of children’s shoe stores could implement a punch-card program where every $25 spent is worth one punch. Every time a card is punched four times, the child or parent could select a children's book from among those in a catalog. A sample theme might be “We take care of your child… From their head to their feet.”  

Generate Goodwill. If a firm enjoys a good reputation among it customers and the general public, it sales and “book” value could increase. For example, a local family-style restaurant chain could give away children’s books to local students who received a top grade. Further, the chain could insert pages in each book. One might contain a personal congratulatory note, with a second page of coupons that the child's family could use in the restaurant. It might be their way of saying “Great Job” to the hard working student. 

In each case, use your book as an example that is pertinent to the prospective buyers. But begin your sales call by demonstrating that using books provide benefits over traditional promotional items:

Effectiveness. Consumers are saturated with advertising. Books can be effective in reaching people with a commercial message when they are receptive. 

High touch. Unlike TV or radio advertising, a book provides a tangible medium for repeatedly communicating a promotional message. 

Durability. Books are not easily damaged. This facilitates pass-along readership, further extending the reach of the message. And books cannot malfunction like some electronic products, break like glass or deteriorate as could food or flowers.

ROI. Books are cost effective, offering better reach with a lower cost per impression. If companies give out 1000 books they get at least 1000 known impressions. 

Consumer engagement. Readers get involved with their book for the entire time it takes them to read it. This is important for building relationships. 

Reinforcement. A book used as a premium can be easily integrated with traditional media. This creates synergy and multiple impressions. 

Efficiency. Since the content of books can be delivered in a variety of formats, their cost can be reduced. The information may be provided as a booklet, pdf document, DVD, or can be downloaded into a portable reading device. This may be the solution if shipping costs become an issue.

Taste. In a way, a book defines the taste of the giver. People like a premium that flatters their intelligence, and books do that. 

Flexibility. Books have varied usage in that they can be used to reward, motivate educate or entertain employees, salespeople, customers and dealers. Their broad appeal makes them useful as premiums, sales awards, corporate gifts, spirit awards and safety awards.

Customization. Books can be customized not only by adding a logo to the cover, but by using brand names throughout the text.  

Portability. A book – with the sponsor's logo and message plainly visible – can be taken everywhere. This could be on planes, to the beach or anywhere people congregate.  

Personalization. Arrange an author appearance on the company’s premises or at a trade show. Additionally, books can be autographed to individual employees or customers.  

Once you have convinced buyers that books in general provide a versatile, profitable and effective promotional item, show them why your title in particular is a worthy choice. Remember that companies want to use the information in your books to help them sell more of the products or services they offer. Your content may be re-purposed as a premium, as a fund raiser or to serve another objective. Selling books in the corporate setting is not about you – it is about the buyers and how they can use books to reach their objectives. Show them how to do that and you are more likely to make a sale. 

**************************************************************************************************

Brian Jud offers commission-only sales of nonfiction, fiction, children’s titles and remainders to buyers in special markets. For more information contact Brian at P. O. Box 715, Avon, CT  06001; (860) 675-1344; Fax (860) 270-0343; brianjud@bookmarketing.com or visit www.premiumbookcompany.com   
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