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received it in error -- please reply with "Remove" in the subject line.
All of us at Book Marketing Works wish you success in your book-marketing efforts, Brian Jud
Click here to view this newsletter as a pdf document

Book Marketing Matters
Brian Jud’s free, bi-weekly ezine dedicated to helping you get your fair share of the specialsales markets, and sell more books profitably
Volume 17, Issue 10, Number 406 May 7, 2018
Do you want to sell more books to nonbookstore buyers? Join our commission-based
special-sales program.
We sell your books. We pay shipping.
All non-returnable.
BrianJud@premiumbookcompany.com
Or www.premiumbookcompany.com

Top inquiries from the salespeople
for the week ending 5/4/18
Title
The Pearl Harbor Visitor Guide
Fire the Imagination — Write On!
Learning … through Modeling

Quantity
500
1150
675

News From APSS
(The Association of Publishers for Special Sales -- formerly SPAN)

Display your books at the American Library Assoc
conference - $115 with the APSS discount
Have you ever wanted to display your books before 10,000 librarians, but didn’t
want to spend thousands of dollars to do it? APSS has an agreement with The
Combined Book Exhibit® (CBE) to display APSS members’ books at the
American Library Association annual conference.
ALA deadline is June 6 to display your books with the APSS discount -- just $115
•
•
•
•

Attendees can order your books on the spot.
All books are displayed face out, visible to all attendees
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.

Register for ALA (and many other shows) at http://tinyurl.com/b8tk5t5 with your APSS membership
number (insert it at APSS ORDER NUMBER) and save!

Upcoming APSS Webinar
May 9: “Marketing on a Budget – Get the Most Buzz for Your Bucks,” by Brian Jud; 6:00 pm ET;
https://tinyurl.com/yc68mogb

How to Turn Publicity into Profits
Part One: Writing Attention-Grabbing Headlines
By Brian Jud
You can generate more publicity, sell more books and become more profitable if you follow several simple
techniques for writing press releases. This is particularly true when communicating with buyers in niche
segments such as corporations, associations, schools and the military. Part One in this two-part series describes
writing the headlines, and Part Two tells how to write body copy that leads the reader through your release.
Publicity is the least expensive and perhaps most productive of the promotional strategies used to generate
exposure for their books. And a press release is the tool most commonly used to stimulate publicity. However,
too many publishers' press releases go unheeded because the publicity copywriters make one major mistake--they
write their press releases about their books.
Unfortunately, non-retail buyers are not interested in purchasing your books. They are concerned with solving a
business problem, which might be introducing a new product, motivating their employees, or building their
association’s membership.
These people are bombarded with emails and they will not take notice of something they think holds no
relevance for their companies. So, your first objective is to get their attention with a provocative headline that
quickly points out why your content can solve their problems. Then you follow the headline with body copy that
communicates your story in the same tone as your headline (Part Two).
There are two general categories of headlines that will intrigue the recipients and build anticipation for your body
text. A direct headline uses one or more of the primary sales features of your book as the attention-getter (10
New Ways to Motivate Employees). An indirect headline attempts only to stop the readers and get them to read
more (What are your Members Saying About Your Association).
Here are several types of direct and indirect headlines. Practice writing headlines using all these or combinations
of them to draw readers into your release and take action on your recommendation.
1) News. This is the most common method of direct selling. News headlines feature your content in the same
manner as if it were a noteworthy item of timely interest. Simply select the outstanding feature of your book
(from the perspective of the reader's audience) and present it clearly and quickly: TV Violence Impacts
Performance on the Job.
Whenever a new book arrives on the market, you should announce that fact with a news headline (Announcing
the First Book to ...). People are interested in announcements and these headlines have high readership. Similarly,
you can begin your headline with words that have an announcement quality such as Introducing ...., Just
Published..., Presenting the Latest ..., At Last ... . Headlines beginning with the words New and Now typically
have the same effect. Combining these formulas can have a positive impact on the reader: Just Published. A New
Book About an Amazing Way to Increase Employee Productivity.
Do not use this technique unless you really have a news story. Once hooked, readers will continue, looking for
additional facts. If you disappoint them they will stop reading and never trust your releases in the future. And do
not use exclamation points for added emphasis. Let your statement stand alone on its news value.
2) Primary Benefit. This is a simple statement of the most important benefit of your content: A Hassle-Free
Product Launch. It is not necessary to be cute since a straightforward statement can be a powerful attraction.
Some people choose to use the title of the book in the headline on the premise that it will result in higher
recognition. Others elect to use a subhead to strengthen the headline, drawing the readers into the body copy

where use of the title is widespread.
Make your message clear and compelling by beginning your headline with the words How To... (How to End
Revenue Worries), Why (Why Your Employees Call in Sick) or Which (Which of These Five Sales Troubles
Would You Like to End?). These types of headlines are interesting and address the reader's major concern: "Will
this be of interest to my customers, members or employees?
A technique that has been proven effective is to offer advice (Advice to a New Marketing Manager). The word
advice suggest that the readers will discover some useful information if they read the copy, the knowledge of
which they in turn can pass on to their audiences.
3) Emotion. A common approach is that of capitalizing directly upon the emotions of the readers. Typically, the
headline has no direct-selling value, but simply makes an emotional appeal to involve the reader. This approach
can be used well with testimonials. An emotional quote from a well-known person in your field can add
credibility to your message ("I was Going Broke Until Read ...").
An effective emotional headline tells the reader that you understand their audience (For the Teacher who is 35
and Dissatisfied). Keep in mind that certain books lend themselves to emotional approaches, while others do not.
Make sure your title and topic are conducive to this appeal or it will be looked upon as frivolous.
4) Gimmick. It is not always necessary to take the sane, sound, common-sense approach to snagging attention.
There are times when a light opening is appropriate, one in which there is no apparent relationship to the title or
content of the book. However, it is important for credibility's sake that you make this connection eventually.
A gimmicky headline is most effective when your title has few important competitive advantages to shout as
news or a direct benefit headline, and lacks the sales appeal of an emotional one. For instance, a gimmick
headline addressed to librarians might declare: This Book is Two Years Overdue.
5) Curiosity. This technique arouses curiosity about your book by, in most cases, asking a question: What Ever
Happened to Sex Education on the Job?
Both curiosity and gimmick headlines are methods of indirect selling. If you are selling content that fails to offer
any attention-getting appeals, then you could try these techniques. However, it is generally better to use a logical,
believable approach to the reader's interest through a straightforward presentation.
6) Directive. This type of headline is most useful when you wish to get immediate action from the reader.
Directive headlines begin with words such as Go Now! or Call Today... and therefore are better used when
addressing your ultimate customers. On the other hand, these tend to work well with sales managers who are
looking for quick sales: You Can Sell More – and in Less Time.
There is no absolute formula by which you can determine when and where to use directive headlines. However,
they do get people to stop and read because they are direct, concise and forceful.
7) Hornblowing. When you can be specific, do so. If your title has outstanding selling points, take advantage of
them in your headlines. But if you can find no such appeals in the book you may find it advisable to lure the
reader with a headline that speaks in general terms about the merits of it. These are called "hornblowing"
headlines: The World's Most Definitive Book on ... .
This approach is useful in other circumstances, such as when your title compares favorably with competitive
books but still lacks a unique point of difference. It may actually have some advantages that, for one reason or
another, are not important enough to build an entire release around.
Headlines stop the readers and entice them to read more. These could also be used in the subject line of your
emails. Once you get the reader’s attention you have to deliver on your promise, and that is the topic of Part Two
in this series.
******************************************************************
Brian Jud is a book-marketing consultant and the Executive Director of the Association of Publishers for Special Sales
(APSS – www.bookapss.org– formerly SPAN). Contact Brian at brianjud@bookmarketing.com or
www.premiumbookcompany.com

Legal Matters That Matter to Writers – Professor Tonya M. Evans
(Contact Professor Evans at Legal Write Publications, info@legalwritepublications.com or www.legalwritepublications.com;
The information contained in this column is for general informational and educational purposes only and does not constitute
legal advice. If you need advice regarding a specific legal matter, you should consult a lawyer as each case is fact-specific.)

Consider the Creative Commons: A non-profit copyright reform organization that provides owners to define
licensing terms and to encourage wider dissemination and use of copyrighted works for non-commercial
purposes, perhaps widening the fair use arena for informational, private and educational uses. Not law but
works within existing law.

The Cover Story – Dottie Albertine
(Dotti Albertine of Albertine Book Design is an award-winning book designer and has been designing custom
book covers and interiors for over 20 years. She can be reached at: www.AlbertineBookDesign.com | 310-4500018 | dotti@dotdesign.net)
Capt. T.C. Randall, a charming, incredibly informed, selftaught sort of cell biologist and lover of the sea (inner and
outer) chose this original painting for the cover of his book.
Snakes variously symbolize medicine, wisdom and deceit.
They are seen as messengers of transmutation able to crawl
out of their old skins. Capt. Randall explains the simple
acidic oxidative stress that is the cause of disease and the
destruction of Earth’s atmosphere, and tells his reader how
to crawl out of this skin into a healthy new one.
To make the title “pop” over a busy background, I used a
hot color, embossing, a red outline and a glow filter. I
chose a font that was smooth and simple, reflective of the
snake. It is italicized to indicate movement and action. It
looks very straight-forward, but each book cover requires
getting the “feel” of the book and several cover comps to
get just the right one that works without being overworked.

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)

Kimo Krogfoss, a philosophy professor living in Hawaii, came up with these rules for living.
1. Tell the truth -- there's less to remember.
2. Speak softly and wear a loud shirt.
3. Goals are deceptive -- the un-aimed arrow never misses.
4. He who dies with the most toys -- still dies.
5. Age is relative -- when you are over-the-hill, you pick up speed.
6. There are two ways to be rich -- make more or desire less.
7. Beauty is internal -- looks mean nothing.
8. No rain -- no rainbows.
9. Never judge a day by the weather.
10. The best things in life aren't things.
m

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)
“Baker & Taylor is a well-known library wholesaler, but are there other distribution options to niche
libraries?” Brady Phelps
Yes, there are several options for distribution to niche libraries, and here are a few:
Emery-Pratt Company is a book distributor to academic, public and hospital libraries; 1966 West Main
Street, Owosso, MI 48867-1372; Phone: 517-723-5291, 1-800-248-3887 http://www.emery-pratt.com/
Matthews Medical Book Company, 11559 Rock Island Court, Maryland Heights, MO 63043; Phone:
314-432-1400, 1-800-633-2665, www.mattmccoy.com
Rittenhouse Book Distributors Inc. provides retailers, libraries and other businesses with print and
electronic books in the fields of medicine, nursing and allied health from the leading health sciences
publishers. http://www.rittenhouse.com/

You're On The Air
(Deborah Wetzel, morning news anchor and talk-show host on WCBS-FM, New York City)
I ask the author to outline his or her credentials right away so my listeners know you went to Harvard or spent X
years researching. It builds the author’s credibility.

Ideas for Selling to Non-Bookstore Buyers – Guy Achtzehn
(President of The Promotional Bookstore, offering commission-based sales of books to non-bookstore buyers,
guy@msgpromo.com)

Some publishers believe the key to increased income and profits is to publish more titles. However, the quest for
a revolving front list can actually limit your profitability as it depletes your limited resources of time, energy,
creativity, attitude and money. Stop thinking in terms of selling books and start thinking in terms of delivering
information in the form in which buyers want it delivered.
Find out if the people in your target audience want your content, whether fiction or nonfiction, delivered as a
book, a booklet, in a 3-ring binder, as a DVD, etc. A book may be the best way to communicate your content,
but at least be open to considering new product ideas. An open book and an open mind have a lot in common.
They can both stimulate your thinking in unknown areas.

Marketing Strategy
Ready to publish your book? Don’t think in terms of launching it, but as creating a start-up company with longterm aspirations. Successful start-ups come from the vision of the founders and their insatiable drive to build
something they want to see in the world. The path to get there is in delighting your customers. Focusing on
selling books results in rudderless indecision and false starts on dead-end paths.

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)

There has been a turnabout in book/movie rights. Now, not only do movie producers buy screenplay rights to
books, but publishers buy novelization rights to screenplays.

Booklet Ideas – Paulette Ensign
(Paulette is President of Tips Products International, Paulette@tipsbooklets.com)

You rarely fully learn something the first time you're introduced to it. The same is true for people
coming to you for your expertise. Whatever concern you have about repeating the information you are
teaching is not only unfounded; the concern is counterproductive to what you intend to accomplish of
helping people improve their life in some way.
Think of the times your parent taught you something (or attempted to teach you something!), and a
teacher at school or someone else's parent or a classmate or a neighbor or anyone else in your world
taught you the same thing. Maybe they said it a little differently. Or maybe you were more open to it
because of the relationship you had with them. Or you were more rested one day than another, or any
one of an endless number of variables.
The fact is that it took multiple exposures to basically the same information before it got into your head.
The first approach might have paved the way without your realizing it, and the next approaches made it
through to your mind to find its home. That is the learning process.
The same is true when you are sharing your bite size brilliance, your knowledge, your expertise, your
experience. The people who want to learn from you need to have multiple exposures to your information
and those exposures often need to be in different formats at different times at different paces.
Starting with your most basic concepts in the smallest measures, the tips booklet delivery format is ideal
for that. The manuscript of tips allows you to take individual how-tos and repeat them in writing,
through listening, as a video, delivered online or offline, imprint the information on products, and
introduce them in whatever ways you can discover that ultimately work for you and your students.
You then have the option of changing the presentation, making it longer, putting it in different contexts,
and keeping the message out there to reinforce the learning process.
Notice how the same advertising commercials are repeated on television, often for weeks on end,
sometimes repeated immediately one after the other. While you may find the experience annoying, the
advertiser knows it takes many exposures for the audience to even notice much less pay attention to and
absorb the contents of
the advertisement, and then take action. Although those repetitions can become irritating, they also
accomplish the goal of being noticed and ultimately making sales immediately or at some point in the
future.
Repeating your information provides opportunities for your audience to learn from you in ways and at
times they are ready to learn.
ACTION - Review your overall plan of how you deliver your information and determine how you can
increase the necessity to repeat your teaching in various ways in your products and your presentations.
Mixing it up in different delivery styles makes it more interesting for your clients and students, and for
you!

The Very Idea
(Editorial by Brian Jud)

Some authors immediately try to launch a new title nationally. But
given a limited budget, it is unlikely that they will get the reach
and frequency of hits on prospective buyers to reach the tipping
point, getting them to buy in sufficient quantities. Frustrated and
out of money, they give up. There is an alternative, and it is called
a roll out. Here, you start locally, expand regionally and then, as
finances, experience and demand dictate, nationally. There are
many advantages to this strategy, among them are:
•
•
•
•
•
•
•
•
•

Generate revenue to support future promotion
Get references and endorsements
Get local reviews to build credibility
Test promotion themes and build momentum
Find the right product form
See if your pricing is accurate and profitable
Find opportunities for sales in special markets
Practice performing on the air
Establish distribution into each target segment

The link below shows how Wal-Mart implemented this strategy
since their inception. In less than a minute you will get the idea of
how starting locally can be a profitable strategy:
http://projects.flowingdata.com/walmart/

Marketing Planning
(Excerpted from Brian Jud’s e-booklet, Plan Your Work and Work Your Plan: 461 Tips for Profitable Marketing Planning;
www.bookmarketing.com)

The Rule of Three that states a stable market will have only three significant competitors, and their market share wil
be in the proportion of 4:2:1 (50%, 25% and 13%). If there are already three major players in the niche you are
considering entering, you must have a significant point of difference in order to succeed.

Helpful Website of the Week – Adele M. Annesi
(Adele is freelance book editor, and a co-author of Now What? The Creative Writer’s Guide to Success After the MFA.
She may be reached at a.annesi@sbcglobal.net)

Chronicling America
http://chroniclingamerica.loc.gov
Sponsored by the National Endowment for the Humanities and
the Library of Congress, this site enables you to search America's
historic newspaper pages from 1836 to 1922. You can also use
the U.S. Newspaper Directory to find information about
newspapers published from 1690 to today. All in all, this is a
great research tool to add authenticity to your writing project.
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 is the Executive Director of The Association of Publishers for Special Sales (APSS). Join this association for
many discounts from major suppliers and many educational programs that can help you sell more books more
profitably. Discover more at www.bookapss.org
He also 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. Find rated lists of suppliers to publishers at www.bookcentralstation.com. Brian is a media
trainer, frequent speaker at publishing events and host of the online Publisher's Bookstore listing many discounted titles
on publishing, publicity, planning, marketing, publishing law, design and writing.
Brian is the editor of this newsletter. If you have questions, comments or want to contribute a short article, contact him
at P. O. Box 715, Avon, CT 06001; (800) 562-4357; brianjud@bookmarketing.com

