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

Free, virtual book-marketing events in July – presented by APSS 
 

As part of the APSS Take-Out Marketing Menu (with free home delivery), APSS is 

presenting free, virtual meetings in July. Watch them live, participate, and ask questions 

of the speakers.  

 

APSS conducts free consultations every Tuesday (3:00 – 4:00 pm ET) and Thursday 

(Noon – 1:00 pm ET). Brian Jud will answer your questions about non-bookstore 

marketing, and book marketing in general. Here is the link to this week’s free consults: 

 

                              July 7 at 3:00 pm ET: https://global.gotomeeting.com/join/159493389 

 

                          July 9 at Noon ET: https://global.gotomeeting.com/join/610058613 

 

If you are interested in attending any of these events, please email brianjud@bookapss.org for the links. 

 

July 13  (6:30 pm to 8:00 pm ET): “Make your ambitions come to life.”   Jim Bennet will share his 

experiences on how he began his writing journey and how to keep reaching for your goals. Jim has penned three 

novels under the name, James Michael Walker. The William Gillette series, The Case of the Flying Corpse, 

Accounts of William Gillette, and The Floating Corpse. He is a Co-Chairperson of the Southeastern chapter of 

Here is your July 6 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 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 "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 special-

sales markets, and sell more books profitably 
 

Volume 20, Issue 14   Number 461   July 6, 2020 
 

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. 

 
BrianJud@premiumbookcompany.com  

Or www.premiumbookcompany.com 

Top inquiries from the salespeople  

    for the week ending 7/3/20        

                              

         Title   Quantity 

None this week 

mailto:brianjud@bookmarketing.com?subject=Please%20send%20your%20newsletter%20as%20a%20pdf%20document
mailto:brianjud@bookmarketing.com?subject=Please%20send%20your%20newsletter%20as%20a%20pdf%20document
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http://www.bookmarketingworks.com/mktgmattersnews/
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the Connecticut Authors and Publishers Association and host of SEC-TV’s show, “Books and Beyond,” now in 

its second season. 

 

 July 18  (10:30am to 11:30 am ET): "How to Create Award-Winning Cover Designs," by Judy Ricketts-

White. Judy will give you tips and design principles to help your book covers standout from the rest and 

effectively attract readers! Judy will discuss, content, images, design, layout, color, paper stock and more! She 

will include tips on what to do if you need to hire a design professional.  

 

 July 20  (6:00 pm to 7:30 pm ET): Join Kathleen Sweeney from Book Brush for a fun live walk-through of 

the Book Brush tools. Learn how easy it is to use Book Brush to create your own eye-catching marketing images 

for social media, create your own covers, add video effects to images and more! We’ll share handy tips & tricks 

along the way and have time for Q & A. See why authors say that Book Brush saves them both time and money! 

 

 July 23 (6:00 pm to 7:00 pm ET): Mischief Marketing: How to Increase Your Sales Through Creative 

Promotion, By Brian Jud   If you use the same promotional techniques, in the same way that everybody else 

does, you will not stand out and your sales will suffer. But if you can find new ways to reach people with a 

meaningful and creative message, you will get positive attention, media buzz and more revenue. Discover how to 

break through the media clutter and reach more people with a persuasive message. This is not a webinar about 

new ways to write a press release, but new ways to build and hold a leadership position in your target markets 

through innovative, professional and effective promotion. Register at 

https://attendee.gotowebinar.com/register/3890900479275611147 
 

 July 28 one-on-one consultation: (3:00 to 4:30 pm ET -- two half-hour spots still open): Would you like to have 

a customized list of buyers for your book? Two special-sales marketing experts will give you a personal, 30-

minute consultation. We will point out profitable segments in which to sell your book, creative sales 

opportunities, and unique marketing ideas. Discover who can buy your book (not just books like yours) so you 

can more easily sell to them. You will be astounded at the ideas you will get. In fact, if we cannot give you at 

least five new ways and places to sell your books, we will return your money and pay you $50. If you would like 

to have your book at receive customized, in-depth strategizing, the fee for APSS members is $39.95 ($49.95 for 

non-members). To register, contact Brian Jud at BrianJud@bookapss.org. 

 

Book Selling University -- Always free courses on your schedule 

 

All courses are available for free to view as frequently as you want at www.booksellinguniversity.com. Read a 

course description then click "Take Course" to view it. 

 

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) 

Creative thinking consists of looking at the same thing as everyone else and thinking something 

different. The first person who looked at sawdust and water and thought of making paper did this, 

as did the person who looked at a burr and thought of Velcro. So did Gutenberg when he looked at 

a wine press and coin punch and thought of movable type. What different ways can you think 

about your idea? Instead of thinking of selling only through bookstores, could you sell through 

non-bookstore retailers (supermarkets, airport stores, gift shops) or to businesses, associations 

schools, etc.? 

______ 

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 
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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 making a sales presentation don’t simply convert a spreadsheet into a chart. That only 
visualizes data. It doesn’t communicate your idea 
 
 
 

Marketing Planning 
(Excerpted from Brian Jud’s e-booklet, Plan Your Work and Work Your Plan: 461 Tips for Profitable Marketing 

Planning; www.bookarketing.com) 

Most of us are probably using this down time for re-writing our business plans for the remainder of 2020.  The 

words you use to describe your new goals are important. If you were asked to glue something to a wall you 

would search for a tube of glue and do it. But what if you are asked to fasten something to a wall? You might 

also think of tape, tacks, nails, Velcro, push pins, etc. Apply this to your publishing business as you update your 

2020 marketing plan. Write your goals differently to find new ways to reach them. A goal to “Sell X0,000 

books by December 31, 2020” places your focus on selling books. If you say, “Reach net revenue of $X00,000” 

you expand your definition to focus on content and different paths to it. Then rephrase your goal as a question: 

“In how many ways can we reach net revenue of $X00,000?” This expands your focus to think of multiple ways 

to attain it. 

 

 

 

 

Marketing Strategy 
(Excerpted from Brian Jud’s e-booklet, The Buck Starts Here:  

635 Tips for Creating Successful Marketing Strategy) 

Just give it a try. You cannot hit a homerun (or even a single) unless you step up to the plate. You cannot get on a 

TV or radio show without contacting the producer. If you want to write a book get started. If you want to call a 

corporate buyer, pick up the phone and dial. You cannot make your idea a reality unless you give it a try. Start 

today. What are five ways you can take a whack at your idea today? 

 

 

 

 

Spotlight on Book Selling University 
(All course available for free at www.booksellinguniversity.com) 

APSS members may now view all 50+ courses in Book Selling University at no charge. 

Go to www.booksellinguniversity.com to see a description of each and the bio of the 

instructor. Or, go to YouTube.com and search for the channel Book Selling University. 

Subscribe and watch all the courses as many times as you wish for free.  
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The Very Idea 
(Editorial by Brian Jud) 

Eliminate boomerang books. Returns don’t come from 

consumers. They come from people in your value chain 

(retailers, distributors, wholesalers). Why do they return 

books? Because they aren’t sold. Why aren’t they sold? 

Because people are unaware that your book is available, 

how it will benefit them, or don’t know why they 

should spend their money on it instead of something 

else. Retail sales require “pull” strategy” in which you 

tell people how your content will benefit them, and get 

them to go to the stores (bricks and clicks) to buy your 

book.  

 

 
 

                                  Brian Feinblum 
Chief Marketing Officer, SVP at Media Connect, a div. of Finn Partners 

https://bookmarketingbuzzblog.blogspot.com/2019/ 

How To Promote Books In The 21st Century 
 

 

We have been living through a mega-marketing revolution for authors and publishers over 

the past 15 years.  The 21st century for book publishing requires a degree in technology as 

much as it does in mass communications and English.  It’s a great time to promote a book, 

considering the number of opportunities and tools available, but it’s also the worst time, as 

publicists and authors feel overwhelmed by how man outlets they need to contact in order to do a lot of activity 

that may not necessarily yield a lot of book sales.  There’s more media than ever, but more competition than ever 

for it. 

 
I broke into book publishing in 1989 when I went to work for a small, independent book publisher.  Back then 

the hot thing was cable television, syndicated radio, and major print, from newspapers to magazines.  There was 

no Internet.  The fax machine was big, as were Direct Mail and telemarketing.  In-person events and road tours 

sold lots of books.  People barnstormed across the country to create media buzz and book sales.  It took time and 

money, but it worked.  Just 44,000 books were published that year.  Now, in the United States, that many books 

are published every two weeks. 

 

Fast-forward to today, and not only are there new media and marketing options, there are new book forms – e-

books, vooks, and downloadable audiobooks. 

 

Today we have the following tools to promote with: 

 
Television 

Radio 

Newspapers 

Magazines 

Newswires (Free & Paid) 

Newsletters 

Trade Journals 

 



 Blogs 

Online reviewers 

Podcasters 

Webinars 

Seminars 

Telemarketing 

Direct Mail 

Mobile 

Websites 

Apps 

Social Media 

--Twitter 

--YouTube 

--Pinterest 

--Instagram 

--Facebook 

--LinkedIn 

--Google+ 

--Vine 

Advertising, from display to search and pay-per click to product placement. 

 

It boggles the mind – where does one start? 

 

Authors need to do what makes sense – find a way to reach your core readership.  For each author and book a 

customized plan needs to be mapped out.  Rather than feel burdened by all of the options to promote, just get 

tunnel vision and focus on the areas you need to. 

 

There are no “have to do” lists here.  Find what works for you and keep doing it until it doesn’t work anymore.  

You can choose to ignore social media or spend all of your time living on FB and twitter.  You can do road tours 

or you can do webinars.  You can email the media – or call, visit, or snail mail them.  You don’t have to adhere 

to a specific medium or format. 

 

Most authors don’t need to sell a million books to be successful.  For some, selling 10,000 copies is huge.  Find 

the media and means to reach it that suits your strengths and passions. 

 

Tons of opportunity -- and competitors – await you.  Experiment, choose wisely and pound away.  You can 

succeed at what you do without doing everything. 

 

 

 

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) 

“Can winning an award help me sell more books in special markets?” Clarence Goff 

 

Winning an award can separate you from the pack of competitive titles quickly, since it is a statement by an 

objective third party that you book is worthy of recognition. And since many awards are based on the content of 

your book -– rather than its design – it becomes a valuable sales tool in special markets.  

 



You probably will not experience significant sales based on the award alone, but there are other benefits. Perhaps 

most importantly it could enhance your credibility among prospective buyers. Also, your status as an award-

winning author may increase your chances of getting on the air or in print. And the award may give you more 

leverage among agents, publishers and distributors that turned you down in the past. 

 

It is not necessary to compete for the major awards such as the Pulitzer Prize to experience these benefits. There 

are niche awards that can enhance your credibility and sales among your potential buyers and you should be able 

to find one in your category. Here is a sampling of the diversity in award competitions: 

 

• The National Jewish Book Awards are designed to give recognition to outstanding books, to stimulate 

writers to further literary creativity and to encourage the reading of worthwhile titles 

(https://www.jewishbookcouncil.org/awards/ ) 

 

• The National Outdoor Book Awards (NOBA) is the outdoor world's largest and most prestigious book 

award program (http://www.noba-web.org/policy.htm) 

 

• The Mom's Choice Awards® is an annual awards competition that recognizes authors, inventors, 

companies, parents and others for their efforts in creating quality family-friendly media products and 

services (www.momschoiceawards.com) 

 

• The Eric Hoffer Book Award recognizes excellence in art, general fiction, commercial fiction, children, 

young adult, culture, business, reference, home, health/self-help/religion and legacy 

(www.HofferAward.com) 

 

• "Best Book" Awards, sponsored by American Book Fest were established to recognize meritorious works 

by writers who self-published or had their books published by a small press or independent book publisher. 

(http://www.usabooknews.com/) 

 

• The 800-CEO-READ Business Book Awards recognize the best business books of each year 

(http://800ceoread.com/bookawards/) 

 

• The National Indie Excellence Book Awards competition presents an opportunity for all independent, small 

press and self-publishers seeking more recognition within the publishing industry ( 

http://www.indieexcellence.com/ ) 

 

Winners of award competitions gain added prestige in their genre, sometimes leading to greater sales. Enter as 

many as are appropriate, especially in all your niche markets. Here are some tips for making the most of your 

awards:  

 

• Point out the awards in all your literature, including your email signature, business cards and letterhead. 

Include the logo of the award on your website.  

• Announce winning the award in a press release and send it to prospective buyers. If you do not win, mention 

that you were nominated or a finalist.   

• Design a separate sheet describing your awards in your press kits. Create a similar pdf file that you can 

email.  

• Make a poster that you can use at your store events and personal presentations to promote your awards 

• Many niche awards will not be well known among the general public, so concentrate your award-related 

publicity efforts to prospective buyers and customers in your target segments. 

• You may have to purchase award stickers. If so, buy and place them on all your book covers. 

• Create and send postcards showing the cover of your book prominently displaying the award sticker. 

• If you publish a sequel or second edition state that this is part of the “award-winning series.” 
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You're on The Air 

(Larry Kahn, Director of Talk Programming at Westwood One Entertainment) 

Talk-show producers book guests who have information of interest to their viewers. Their objective is to create a 

memorable, provocative show that will increase ratings. 

 

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 

These are the thoughts of Dr. Roger Hall: Leadership development is personal 

development for people in leadership positions. I believe Yogi Berra when he said. 

"Ninety percent of baseball is mental. The other half is physical." Anyone who is 

successful at anything is mostly successful because of his mental discipline. Let's look at 

a car mechanic. I was talking to a mechanic who was working on my car a few months 

ago. I asked, "How did you figure that out?" He responded, "It's just thinking it through." 

It's all about his thinking. It's not that he knows how to turn bolts better than me, though 

he does, it's that he knows how to think better about cars than me. He has become a 

disciplined thinker about cars. If you are a golfer (and I'm not), you'll know that most of golf is a mental game. 

How do you discipline your thinking? How do you discipline yourself so that you can be successful? Business 

owners, any leader, anyone who is in charge of other people, anyone who wants to be successful, all of their 

success is first and foremost about mental discipline. Almost everything is predicated on how well you train 

yourself to think. 
 

Artisanal Prose – 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) 

 “What’s in a Word? Find Inspiration From Other Writers’ Prose” 
   

The sincerest form of flattery is imitation, and it’s a great way to learn to write better, too. 

 

If you’re an Ernest Hemingway fan, and even if you’re not, there was once an annual 

International Imitation Hemingway Competition wherein writers could submit a well-written 

page of “bad Hemingway”. There were only two rules for the contest. Entrants had to mention 

Harry's Bar & Grill, one of Hemingway's favorite haunts, and their stories had to be funny. 

The savvy writer could go a step further and mimic Hemingway’s clipped, minimalistic style 

and employ his iceberg theory, which he learned in journalism and retained in writing fiction, 

where a story’s meaning is given greater impact when it’s buried under the surface of the work, with just enough 

significance visible above the waterline to point to more beneath. 

 

So why is it important to go beyond imitation? Several years ago, I was at a Connecticut Authors & Publisher’s 

Association Writers Conference sitting at lunch with four well-known literary agents who represented both 

fiction and nonfiction. As we sat and talked and they began talking among themselves, I receded into the 

background. As a fly on the wall, I heard them describe the hardships of being an agent, with hundreds of queries 

to sift through daily. What they lamented most was the dearth of fresh ideas—for novels and nonfiction. No one 

was opposed to using the classic themes of literature, such as the hero’s quest, or popular nonfiction topics, such 

as yoga and health. What nettled them was that few writers took the time to take those classic themes and current 

topics a step further and develop them using fresh perspectives. 

 

One example of a classic theme employed innovatively, in this case for a screenplay, was the use of Joseph 

Conrad's 1899 novella Heart of Darkness as inspiration for the 1979 epic Apocalypse Now, on the Vietnam War. 

mailto:a.annesi@sbcglobal.net


Even with a different setting and era than the original work, Apocalypse offered a familiar archetypal 

underpinning while revitalizing the original story, making the movie a timeless study in the cost and complexities 

of war. 

 

There’s nothing new under the sun, but you can bring your original take to an old favorite. As an exercise in 

originality and intentionality, you might choose a favorite story, song or film and craft a paragraph describing 

how you would “remake” the piece in your style, with your viewpoint. 

 

You can use the ideas of others by imitation; just make sure to give them your unique spin. 

 

Happy writing! 

 

Adele Annesi is an award-winning author, editor and teacher, and co-founder of the Ridgefield Writers 

Conference. For questions on writing, email Adele Annesi. 
 

How to Make Large-Quantity, Non-Returnable Sales?  

(Hint: You already know the answer.) 

Brian Jud 
Have you ever tried to get a loan? Ask for a raise? Sought to get agreement with family 

members about where to go on vacation? In each case you took part in a process designed 

to reach an accord that was agreeable to everyone involved. You can use those same skills 

to sell your books in large, non-returnable, profitable quantities to business buyers.  

 

When trying to persuade people to your side, you probably planned on how you were going 

to do that. The larger the stakes, the more forethought you gave. If your objective was to 

sell a case of books to a prospective buyer, there is little at stake and you will not spend 

much time developing a negotiating strategy. You can pivot with relative ease from one 

tactic to another, responding to your prospects’ moves. However, if you are sitting across from a person deciding 

whether to purchase 10,000 or 20,000 of your books – or none at all – the risks are higher, and more preparation is 

necessary.  

 

While each negotiation will have different twists and turns, there are some aspects that are generic to all. Planning 

for those in advance can greatly enhance your probability of success. The key to successful preparation is an 

understanding of what leads to a win-win conclusion for both parties.  

 

For example, you want to sell a large quantity of non-returnable books. However, corporate buyers do not want to 

buy your books. They want to use your content to solve a business problem. With that awareness, what questions 

must you answer before you can reach a deal that is universally satisfactory? 

 

From your prospects’ perspectives: 

• What is their objective(s)? Introduce a new product? Improve sales of an existing product? Motivate 

employees? Learn the problem(s) they want to solve, then show how your content can do that.  

 

• What worked (or did not work) for them in the past? Show how can you help them avoid past mistakes.  

 

• Why should they buy from you?  Buyers need to feel comfortable that you can do what you say you can 

do, on time and at the agreed-upon price.  
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From your perspective: 

• What is your ideal result, your Best Negotiated Outcome (BNO)? Think of all the different options that 

may come up when you discuss terms for the sale. What is your position on each? Consider these 

examples of most-beneficial terms:   

 

a. Short discount   

b. No returns  

c. Little customization  

d. Long delivery time  

e. Large quantity order 

f. Opportunities for recurring revenue 

g. Payment with order 

  

• What are you willing to negotiate away in return for a favorable outcome? If you must concede on one 

item to get something in return, which of the above criteria is least important to you? For example, 

customization may not be a major factor to you since you know it entails little marginal cost. But adding a 

logo to the cover may be critical for your prospect. Customization thereby becomes a quid pro quo 

negotiating point. 

 

• What are you not willing to sacrifice in return for a favorable outcome? There may be terms upon which 

you are not willing to concede. You may not have the financial reserves to print a large quantity of books 

if they are returnable. In this case, you might offer a greater discount or extended payment terms in 

exchange for a non-returnable sale.  

 

• What could undercut your BNO? Unanticipated discussions may surface during the negotiation. One of the 

participants may get a brainstorm and say, “What if we…?” Then the dialogue revolves around that 

unforeseen topic. It is impossible to know all these diversions in advance, but you can think about the general 

boundaries within which you will deal.  

 

o Can you remove or alter any constraint that makes your BNO unattainable? You could be blind-sided 

with a stipulation that you pay a penalty for late delivery. But if you know in advance that your printer 

can easily make the intended date, you can catch your prospect off guard and regain the momentum 

when you reply, “Actually, I’ll pay you a higher penalty for late delivery, if you pay me a bonus for 

early delivery.”  

 

o Is there any way to change the terms you bring to the table that could improve your BNO? What if a 

buyer requests that you purchase a costly product-liability policy? If you are familiar with the terms of 

your current policy you may describe them as adequate. 

 

The more you know beforehand about the people, the process, your costs and operations, the more likely you can 

discuss terms on the spot, resulting in the best negotiated outcome for both parties. Focus on your objective and keep 

your best interests in mind, but do not ignore the needs of your buyers.  

 

 

 
 

 

 

 



APSS Bi-Weekly Top Ten List 

Project an Image of Success and Sell More Books. Before you enter a negotiation, talk yourself into success. It 

sounds like a cliché, but it has proven to work.12 The key is to not-only say the right things to yourself, but use 

your physical appearance to reinforce your self-confidence. Here are Ten Ways to Project a Winning 

Personality in a Sales Situation. 

 

1. Not only must you be in the right place at the right time, but you must be in the right frame of mind at the 

right time. The attitude you project as you enter a meeting can destroy or boost your chances of success. 

2.  You influence on other people is partially determined by factors beyond your control (height, gender), 

but there are things you can do to compensate. Don’t try to be someone you are not – become comfortable 

with and use what you have. 

3. Use your physical presence to create trust— trust must come before a favorable decision 

4. Use your physical appearance to enhance your confidence – walk into the room with a poised posture and 

self-assured smile and you will feel more confident 

5. Command others’ respect by demonstrating expertise, competence and commitment, not through a formal 

bio but through your physical presence and demeanor. 

6. Concentrate your pre-meeting self-talk on achieving positive outcomes and rewards 

7. Do no only think thoughts of power and confidence, but put them in writing 

8. Greet people with good eye contact and a firm handshake. 

9. Choose clothes that will not distract from your message. Your prospects should pay attention to what you 

say, not what you are wearing.  

10. Visually communicate and reinforce one message: you are a credible source of interesting and important 

information for your prospective customers. 

 

 

Excerpt from Write Your Book in A Flash 

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

Following up on the information in the last Book Marketing Matters newsletter about  

 How to Get Testimonials 

 

Get Testimonials from Clients 

I‘ll bet you do great work. Congratulations! Your clients probably tell you how happy 

they are every day. Don‘t let their praise disappear. 

 

When you speak with them, write their comments, and ask them if you can use that information. Offer to send the 

written version of their comments to them for their review and approval to use as a testimonial. They might add 

more details or add more glowing descriptions. 

 

When clients send you emails containing words of praise, ask them if you can use their comments in your book. 

They‘ll be thrilled you honor them. If praise hasn‘t been forthcoming, don‘t worry. Call your clients and ask them 

for testimonials. They probably won‘t know what to say, so I‘d suggest you ask one simple question: ―How did 

you benefit from our products or services?‖ They‘ll give you specifics that will make a great testimonial. 

For a play-by-play on how to do this, read the following case study. 

 

 
1  

 



Case Study: Kevin Donlin 

―Testimonials are a necessity. They offer proof your service or product actually works,‖ says Kevin Donlin, 

author of Marketing Multipliers: 11 Simple Tools to Grow Your Business. ―And, just like Krugerrands, you can 

never have too many. 

 

How do you get more great testimonials? 

Do three simple things: listen, write, and ask. 

Specifically: 

1. Listen for signs your clients love what you do. 

Any time a client says anything nice about you, your ears should perk up like a dog hearing the UPS truck. This is 

your cue to… 

2. Write what your client said, word for word, as best you can. Then… 

3. Ask if you can use their comments in your marketing materials. Send an email like this: 

 

Contact. First Name~, thanks for saying that. I really appreciate it. Would you be willing to let me use your 

comments, with your name and company, on my website and other marketing materials? It would mean a lot to 

me. And it would tell others what to expect when doing business with me. 

 

Nine times out of 10, your client will agree. Email their comments to them for confirmation, along with this note, 

which often prompts them to add more to their testimonial: 

Contact. First  Name, thanks again for agreeing to let me use your comments about my business. Below is what I 

think I heard you say on the phone today. Would you please add to or subtract from it until it says exactly what 

you want it to say, then send it back to me? Thank you! 

 

When you do those three things, you‘ll get testimonials like these: 

Marketing Multipliers is off the chain! I put up a winning Adwords landing page with your ‗Hot Button Detector‘ 

strategy… So far, it‘s outperforming my best converting control 35% to 22%—that‘s an increase of 59%!! Thanks 

a mil!   Daniel Barrera, CMC, Parkland, Florida 

 

Marketing Multipliers paid for itself many times over. I sent out six letters and received two full-price-paying 

clients. I would not have had them if I had not sent the letters using one of the templates you gave. Thanks a ton! 

—Dennis Neitz, sales trainer, Cottage Grove, Minnesota 

 

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 

 

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

http://www.writeyourbookinaflash.com/
mailto:dan@prleads.com
http://geni.us/writeyourbook


 

 

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! 

 

 

http://www.bookmarketingworks.com/
http://www.bookmarketingworks.com/ConsultingServices.htm
http://www.premiumbookcompany.com/1daysalestraining.pdf


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  

 

http://www.bookapss.org/PromoItems.pdf
mailto:guy@msgpromo.com
http://www.bookmarketingworks.com/bookstore/bookstore.htm
http://www.bookmarketingworks.com/index.php?pg=bookstore/bookstore.htm
http://www.bookmarketingworks.com/mktgmattersnews
mailto:brianjud@comcast.net?subject=subscribe
http://www.bookmarketing.com/
http://www.bookapss.org/
http://www.premiumbookcompany.com/

