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Display your books at Beijing and/or Frankfurt -- save with the APSS discount
 Have you ever wanted to display your books before thousands of people at international shows but didn’t want to spend thousands of dollars to do it? The Combined Book Exhibit® (CBE) displays your book(s) with those of other authors and publishers at shows with heavy traffic. CBE also creates a catalog for each show it attends and keeps a comprehensive database on its website with your contact information for an entire year. 
 Deadlines for Upcoming shows
Beijing International Book Fair - July 26, 2019
Frankfurt International Book Fair - September 13, 2019
 • All books are displayed face out, visible to all attendees 

• All titles would be listed in a “Titles on Display” ordering catalog listing full ordering information handed out at each exhibit. You can also provide your own order forms/ promotional materials. 

• Each exhibit is staffed by experienced representatives tasked with the responsibility of generating orders for each book. 
See how much money you can save by having CBE exhibit at major shows by visiting http://tinyurl.com/y7bpzgld Register with your APSS membership number (insert it at APSS ORDER NUMBER). 

To Your Success,
Brian Jud
Executive Director, APSS
BrianJud@bookapss.org


	         APSS Bi-Weekly Top Ten List

	Here are the Top Ten Tips About How To Stay Young, by Dr. Tom Hill who says, “Life is not measured by the number of breaths we take, but by the moments that take our breath away.”

1. Throw out nonessential numbers. This includes age, weight and height. Let the doctors worry about them. That is why you pay them.

2. Keep only cheerful friends. The grouches pull you down. 

3. Keep learning. Learn more about the computer, crafts, gardening, whatever. Never let the brain idle. "An idle mind is the devil's workshop" and the devil's name is Alzheimer's. 

4. Enjoy the simple things. 

5.Laugh often, long and loud. Laugh until you gasp for breath. 

6. The tears happen. Endure, grieve, and move on. The only person who is with us our entire life is ourself. Be ALIVE while you are alive. 

7. Surround yourself with what you love, whether it's family, pets, keepsakes, music, plants, hobbies, whatever. Your home is your refuge. 

8. Cherish your health: If it is good, preserve it. If it is unstable, improve it. If it is beyond what you can improve, get help. 

9. Don't take guilt trips. Take a trip to the mall, even to the next county; to a foreign country but NOT to where the guilt is. 

10.Tell the people you love that you love them, at every opportunity. 


	Marketing Planning for First-Time Authors 

By Brian Jud
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Although this is the time to plan your marketing activities for the second half of 2019, some authors and publishers avoid planning in general because they do not know how to do it. Those who do know typically use a conventional, platform-based marketing plan that builds upon previous experience, with goals described as an increase over last year’s achievements. Planners know what did and did not work in the past, so their lists of strategies and actions are based on that familiarity. 

First-time authors have no history of marketing their books, and there is a high ratio of assumption to knowledge. In their haste to do something, they often “wing it.” Their actions typically turn out to be wrong because the neophyte author does not sufficiently understand the publishing business. 

There are two different ways for inexperienced planners to chart their future marketing actions. One solution is discovery-driven planning in which much is still assumed, but the plan evolves over time through trial and error. A second technique views planning as narrative, conducted as you would when writing a novel.

1) Discovery-Driven Planning

In this case the word plan is viewed as a verb. You do something, but actions are based upon proven marketing advice instead of historical data. Then track the results of your efforts and make adjustments as you go along. Describe your target readers and buyers, then take these actions.

Start at the end. Discovery-driven planning is not a blind approach to marketing, but traditional marketing done in a non-traditional way. Instead of estimating future revenues and then assuming profits will come, create a “reverse income statement.” Determine the profit required to make the venture worthwhile. Then calculate the revenues needed to deliver that profit.

Learn effective marketing techniques. Find out what should be done to generate that revenue. Read books about marketing. Join the Association of Publishers for Special Sales (www.bookapss.org) and the Independent Book Publishers Association (www.ibpa-online.org ). Read both organizations’ newsletters, and other sources of book-marketing information such as Book Marketing Matters (http://tinyurl.com/3urj5fg). Attend seminars and webinars. Learn all you can about how to profitably manipulate the 4Ps of marketing: product, place, price and promotion.

Calculate applicable costs. Decide which actions to take and estimate the cost to do everything required to produce, distribute, promote and sell your books. If you deduct those costs from predicted revenues, will your plan deliver a sufficient return? If not, go back through it making calculated changes.

Perform the relevant actions. If the answer to the question above is yes, implement an assorted, proven (by others) series of sustainable actions. Decide upon a price that will enable you to reach your profit objectives given your costs. Contact distribution partners for selling to retailers. Arrange for sales online and to non-bookstore buyers. Perform publicity, media appearances, social-media actions and personal selling activities.

Test assumptions at milestones. New ventures often require redirection of action, and therein lies the key to successful discovery-driven planning. As you begin to experience results – either positive or negative -- evaluate your relative success. Do more of what works, and make changes to – or eliminate – actions that do not work. 

2) Planning as Narrative 

In this case you approach your marketing activities as you would writing a book. This may be particularly effective for fiction writers. 

Step One: Define the characters and their motivations. The author is the primary character. What are your strengths and weaknesses? Another important character in your story is your target reader. Precisely define this person in terms of demographics, but particularly why he or she would want to purchase your book. Describe where they shop, for this is where your book should be available. Another character is your publisher. How will you find the right one? What should be in your proposal? Will an agent assist you?

If you choose independent publishing, there are more characters to describe. Buyers at retailers – both inline and online (bookstores, supermarkets, gift shops, Amazon.com, etc) – take on products that will build store traffic, increase inventory turns and improve profit per square foot. Distributors to brick-and-mortar retailers want quality books that are supported by the author’s promotion. Librarians want books that will help their patrons. Corporate buyers want to use your content to sell more of their product. Describe how your characters will perform.

One antagonist is your competition. You are competing for your target readers’ share of mind and wallet with a variety of titles and products, depending on which consumers, retailers and non-retail characters you select. Do a quick search for competitive titles in your category. Do this on Amazon.com and go to bookstores to evaluate the other titles on the shelves. Corporate buyers have a large variety of promotional products from which to choose. You vie with these for limited budgeted dollars. 

Step Two: Write your story. Describe the process of producing and marketing your book. What advice will your accountant, cover designers and editors give you? What evil forces prevent you from succeeding? Describe how you will get on and perform on television and radio shows. Tell about the trials and tribulations you experience when arranging distribution and shelf presence. What twists and turns could occur? What new characters might enter? Build to the climax when you reach the Number One position as a New York Times bestseller (or whatever your objective is).

Step Three: Create the ending and plan for a sequel. Close your story by pursuing the actions that will lead to a sequel or to your next book.

Of course, there is more to writing a book (plan) than described here, but you get the idea. Define and control the story as much as you do your actions in real life, so carefully describe how you will move ahead toward your destination. 

Both of these techniques acknowledge that at the start of a new venture, little is known and much is assumed. They systematically convert assumptions into knowledge as your strategic venture unfolds. Proceed with your best-guess estimates, then test and question them as you proceed. When new information is uncovered, incorporate it as necessary into your evolving plan. The real potential of your efforts is discovered as it develops.

What is the best form for a marketing plan? The best form is the one that works for you. Create a functional plan as an easy-to-use reference tool that guides your efforts. Implement your actions daily and update your initial thoughts as necessary. You will then have the experience to write a platform-based plan next year.

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

Brian Jud is the Executive Director of the Association of Publishers for Special Sales (APSS – www.bookapss.org), and the administrator of Book Selling University (www.booksellinguniversity.com) Contact Brian at brianjud@bookmarketing.com or www.premiumbookcompany.com  



	Excerpt from Write Your Book in A Flash

The Paint-By-Numbers System to Write the Book of Your Dreams—Fast!

By Dan Janal
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  Why Don’t People Finish Their Books? Unfortunately, people don‘t finish their books for many reasons. Do any of these reasons sound like you? 
- They aren‘t focused. They have so many ideas, they don‘t know what to keep or what to leave out or what order to put them in. I‘ll show you how to overcome this problem with exercises to keep you on track.
 - They don‘t have enough information. Many people think they have all the information they need right inside their heads. Not so. Most people will run out of knowledge and ideas. I‘ll show you how to gather new information to make your book read better and make you look like the information impresario.
 - They don‘t know when to stop. They either write and write and write, or they micromanage the editing process and sweat bullets over every word. Let‘s clarify those two issues: In the first case, you can bore people to death with too much information. In the second case, no one cares about your clever turn of the phrase. People want information. They know they aren‘t reading literature. If you solve their problems, you‘re a hero. If you don‘t help them, you‘re a zero. 
- They do a ―brain dump. What‘s wrong with a brain dump? You create a mess! You must have structure.
- They don‘t have ―cheerleaders‖ to support them. Family members might not be supportive and enthusiastic. Get your family on board.
 ____________________________

Dan Janal, author of Write Your Book in a Flash helps leaders write better books as a book coach, developmental editor and ghostwriter. Get a free chapter from his book at www.WriteYourBookInAFlash.com and contact Dan at dan@prleads.com  or go to http://geni.us/writeyourbook


	5 Questions to Ask Before Saying “I’m Done”

By Barbara McNichol
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Suppose you’re writing a sensitive email, article, or letter—one that’s extremely important in your world. The message must be as clear and concise as possible. Ask these five questions and follow the examples to make changes that will immediately improve your prose.
1. Have you put in filler words that don’t add meaning to your sentence? E.g., Starting a sentence with “there are” or “here is” or a variation. “Here are excellent points to consider” becomes “Consider these points.” More direct!

2. Can you spot and eliminate extraneous phrases? Omit “the fact of the matter is…” or “it’s important to remember that…” or “it’s all about…” Like filler words, they take up space without adding meaning.

3. Where can you use noun modifiers to be more concise? E.g., “Tips on writing” becomes “Writing tips” and “Details regarding the conference” becomes “conference details.”

4. How can you streamline sentences without changing the meaning? Look for “who” and “which” phrases. E.g., “Dee, who is our new manager, just had surgery” becomes “Our new manager, Dee, just had surgery.” “Our report, which we finished, is on your desk” becomes “We put our finished report on your desk.” Bonus: it uses an active verb.

5. How can you use commas sparingly but also when needed to clarify the meaning of your sentences? E.g., “You can overlook punctuation rules and people will have trouble reading your writing and your ideas will get lost.” Without a comma after rules, this can be misread to say: “You can overlook punctuation rules and people...” That’s why you need the comma after rules. Even clearer would be: “If you overlook punctuation rules, people will have trouble reading your words, and your ideas will get lost.”

What questions would you add to these five that would help hone your writing to perfection before saying, “I’m done”? Email them to me at editor@BarbaraMcNichol.com and I’ll share them in a future Add Power to Your Pen.
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Barbara McNichol Editorial provides expert
editing of nonfiction books for authors, speakers, and entrepreneurs.
Your referrals are greatly appreciated.






	Leadership and Growth Concepts – Tom Hill

(Founder and CEO of the Eagle Goal Coach, an organization devoted solely to assisting others find
and follow their life's passion. Tom can be reached via e-mail at  tom@tomhillwebsite.com)
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 Solitude: I'm a huge believer in experiencing solitude - a minimum of once a year - the primary purpose is absolutely no human contact - reflect, read, pray, journal, exercise, meditate & fast for three days. Nothing I ever experienced comes close to the personal impact. In addition to the above, it's quite inexpensive. Make it a priority. 



	Answers to Your Questions About Non-Bookstore Marketing

(If you have a question about selling books to non-bookstore buyer, send it to BrianJud@bookmarketing.com and he will answer it here)

	“My book has little, if any, competition. Why should I worry about that?” Art Islander
Understanding your competition and knowing how it changes by market segment is important to establishing a leadership position in your niche. It begins with simple research. How do their prices compare to yours, and why? Once you understand how your title fits into this array of existing alternatives your points of difference should be obvious. If not, you may have a “me-too” book and your strategy might rely on positioning to create a difference in the minds of your prospects. But if you have a simple idea that separates you from your competition -- and you have the credentials to make this concept real and believable -- you can create a marketing program to build a profitable business.


	Spotlight on a Course in Book Selling University
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BSU-131: Why and How Corporate Buyers Use Books, Guy Achtzehn. See it and more at https://bit.ly/2IAQn55  View each course up to 5 times


	              Ideas for Selling to Non-Bookstore Buyers – Guy Achtzehn

(President of The Promotional Bookstore, offering commission-based sales of books 

non-bookstore buyers, guy@msgpromo.com)
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Low-priced items (such as booklets) might be given way with each purchase of a minimum quantity of some product, or as a reward for visiting a website. It is considered a continuity program if these are given as a series. An example is to encourage return visits to your site about cooking by providing a cookbook in sections to be collected as a complete book over a period of time. If these sections were sold at cost they would be considered a self-liquidator
_______________________________

Contact Guy Achtzehn at The Promotional Bookstore, guy@msgpromo.com or (717) 846-3865. Provide your APSS membership number for a 10% discount on promotional items


	Marketing Planning

Editorial by Brian Jud
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We are halfway through the year. Are you on track to reach your 2019 goals? Try writing your second-half goals differently to find new ways to reach them. A goal to “Sell X0,000 books by December 31, 2019” places your focus on selling books. If you say, “Reach net revenue of $X00,000” you expand your focus to profitably selling your content through books, booklets or other formats. And you could increase revenue through corporate sales, consulting and/or speaking.
An old adage tells us that a journey of a thousand miles begins with one step. But what if that step were in the wrong direction? The traveler would waste unnecessary time, energy and money going the wrong way. You may have taken that wrong step early in 2019, but there is still time to reach your annual goal. Plan your book-marketing actions for the remainder of 2019 so you get back on (or continue on) the right path, going in the right direction. As C. S. Lewis said, “You can’t go back and change the beginning, but you can start where you are and change the ending.” 


	     Marketing Strategy

Editorial by Brian Jud
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When police begin an investigation to solve a crime, they think about all the possible suspects who might have committed the felony. They narrow down the list by eliminating those without a Motive or the Opportunity and Means to carry out the misdeed (the MOM technique). Their final list comprises the “persons of interest” upon whom the investigation focuses. Your potential book buyers are your persons of interest. 

If your prospective buyer is at a retail establishment you have two persons of interest. The first is your customer, the person who purchases your books from you. The other is the customer of your customer, and these can vary widely within a target segment. For example, the customer at a Hallmark store is different from a person who patronizes a Spencer Gifts store. A museum gift shop will carry different products than will a hospital gift shop. Buyers at these places will seek different items to sell to different customers for different reasons. Help your customers help their customers and you can sell more books.



	Kremer's Korner

(Excerpted - with permission - from John Kremer’s sixth Edition of 1001 Ways to Market Your Books. Contact John at http://www.bookmarket.com)

	When negotiating for first serial rights, you should consider what price to ask. You don’t want to price your book out of the market, but at the same time you want to get a fair price. Here are a few guidelines to use in determining your price:

1) The higher the circulation of the periodical, the more it can generally afford to pay.

2) How much of your book do they want to excerpt?

3) Does the publication want exclusive rights to the entire book or to just part?

4) For how long do they want exclusivity?

5) Syndication rights should sell for more than first serial rights to one publication.


	You're On The Air

(Jim Bohannon, Host of the nationally broadcast Jim Bohannon Show)

	In terms of belligerent callers, it depends entirely on the nature of the belligerence. If it’s a personal assault, it’s the host’s job to avoid it. If it’s a subject of legitimate concern, and the caller brings a certain passion to the topic, then I just let the guest and caller mix it up. If the guest has written a book on anything that approaches controversy, he or she must be aware of the fact that controversy will arise.



	The Very Idea

(Editorial by Brian Jud)

	Use market research appropriately. It is not a tool to find answers, but to uncover opportunities. Suppliers of farm products 100 years ago may have asked farmers what would make their lives easier. They would have replied, “A horse that is twice as strong and eats half as much oats.” Luckily, researchers looked at the need behind the answer and developed a tractor. 

What does this have to do with selling books? If you ask people in your target market where they buy books, they would probably reply, “On Amazon or in bookstores, of course.” Your reaction might be to increase your shelf space in bookstores. Ah, the sound of a buggy whip. 

Astute marketers would think differently. “If that is where everyone else is selling their books, I’ll seek sales opportunities where my competition is not,” they would resolve. They might sell a management book in airport stores (not necessarily airport bookstores), or their book about golf in pro shops or through Dick’s Sporting Goods. Depending on the topic, you might sell through gift shops (in hotels, hospitals or museums), supermarkets, niche book clubs or catalogs. A publisher of barbeque cookbooks with “messy” recipes might contact a consumer products company that is about to release a stain remover. 
	The company could buy tens of thousands of the books and give them away while proclaiming that their product could remove a stain caused by any recipe in this book. 

The point is to do market research, but then analyze the answers creatively. Who are your target buyers: individuals, store owners, teachers or brand managers? What are they trying to achieve? Then help them do that through your content by making it available where they shop, travel, congregate or work. Quit horsing around and make market research a stable part of your marketing toolbox.[image: image15.png]<ERAND





	Buy Lines -- Free Information to Help You Sell More Books

	Sell more books, more profitably to non-bookstore buyers

The most current and complete resource for increasing your sales and profits in non-bookstore markets.
The ultimate do-it-yourself guide to selling your books in large quantities with no returns. Not just who to contact, but when and how.

$24.95
Order now 
	

	Do you need a jump-start to get your sales moving?

Do you have a quick question or two about how to get started in special sales?
   If so, consider a one-hour consultation with Brian Jud. Get answers that will ignite your sales efforts. Brian can help you create a quality product, distribute it to markets you may not even know exist, price it profitably and promote it more effectively so you can... 

Sell more books

Beat your competition

Become more profitable

Sell in untapped, lucrative markets

Minimize -- if not eliminate – returns

Click here for more information.



	Do You Want to Increase Your Sales, Revenue and Profits?

A one-day workshop in your office -- customized to your titles -- shows your staff how to make

large-quantity sales

Learn more!

	

	Increase Your Profits with Sales Promotional Items

Get your book cover or marketing message on promotional items such as coffee mugs, pens, pads, bookmarks, key chains, shirts, umbrellas or any of hundreds of other promotional products. See more examples at www.bookapss.org/PromoItems.pdf  Find out how you can use promotional items to: 

     · Lure new customers

     · Remind procrastinators to buy

     · Encourage repeat purchases

     · Create brand awareness

     · Boost sales

     · Create customer loyalty

     · Attract more people to your trade-show exhibit

     · Spread word-of-mouth advertising

     · Have a fun giveaway for book signings and other events

Contact Guy Achtzehn at The Promotional Bookstore, guy@msgpromo.com or (717) 846-3865. Provide your APSS membership number for a 10% discount on promotional items


	

	Check out the Writers and  Publishers Bookstore and give your favorite books a “Thumbs Up Rating.” Discover and rate the 

best books on writing, publishing and marketing

( http://www.bookmarketingworks.com/index.php?pg=bookstore/bookstore.htm )



	Contact Information for Brian Jud

	For copies of all the previous issues of Book Marketing Matters visit www.bookmarketingworks.com/mktgmattersnews 
To subscribe to Book Marketing Matters click here: <mailto:brianjud@comcast.net?subject=subscribe>

I won’t share or sell your email address.

Discover even more information about non-bookstore marketing by visiting the Special-Sales Tip of the Week at www.bookmarketing.com 



	Brian Jud now offers commission-based sales to buyers in special markets and several other programs to contact prospective buyers in special markets for you through personal sales calls, customized mailings and telephone calls. There is a program for any budget. www.premiumbookcompany.com 

Brian is also an author and book-marketing consultant helping publishers market and promote their books to increase their sales and profits. Brian is Executive Director of the Association of Publishers for Special Sales (www.bookapss.org), a media trainer, frequent speaker at publishing events and creator of the Book Selling University (www.booksellinguniversity.com ) . Contact Brian at P. O. Box 715, Avon, CT  06001; (800) 562-4357; brianjud@bookmarketing.com or go to http://www.bookmarketing.com


Here is your July 22, 2019 edition of the Book Marketing Matters special-sales ezine by Brian Jud. It contains regular columns with tips from Brian Jud, John Kremer, Guy Achtzehn, and many others. 


  


This newsletter is sent by subscription only. Please pass this information along to people you feel may benefit by it. If there were any problems with this delivery, please let me know. If you prefer to have this � HYPERLINK "mailto:brianjud@bookmarketing.com?subject=Please send your newsletter as a pdf document" ��sent to you as a pdf�, please reply with “pdf” in the subject line or body copy. If you no longer wish to receive this -- or if you received it in error -- please reply with "� HYPERLINK "mailto:brianjud@bookmarketing.com?subject=Remove" ��Remove�" in the subject line. 





All of us at Book Marketing Works wish you success in your book-marketing efforts, Brian Jud





�HYPERLINK "http://www.bookmarketingworks.com/mktgmattersnews/"��Click here� to view this newsletter as a pdf document
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Book Marketing Matters





Brian Jud’s free, bi-weekly ezine dedicated to helping you get your fair share of the special-sales markets, and sell more books profitably





Volume 18, Issue 14    Number 437   July 22, 2019





Top inquiries from the salespeople 


    for the week ending 7/19/19


Title		                                    Quantity


Sexy for Life                                          3500


Prescription for a Successful Life        800


Why Golfers Still Slice                         4400


Gymbag Wisdom                                  1100


Country Club Expressions                    450





Do you want to sell more books to non-bookstore buyers? Join our commission-based special-sales program.





We sell your books. We pay shipping. 


All non-returnable.





� HYPERLINK "mailto:BrianJud@premiumbookcompany.com" ��BrianJud@premiumbookcompany.com� 


Or � HYPERLINK "http://www.premiumbookcompany.com" ��www.premiumbookcompany.com�








