
BOOK PR 101: 
What You Need For Successful Book Promotion 

Publicity campaigns take time. 
Authors spend months and even 
years in writing their book and pour 
their heart and soul into it and a 
successful book publicity campaign 
doesn't happen overnight. It takes 
time and dedication. A book PR 
campaign is a great way to penetrate 
the public's consciousness with your 
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The book world is seeing an explosion in books coming out each year as self-publishing has 
changed the book world forever. No longer do a few publishing houses control who gets 
published and who doesn't. More and more people are achieving their dream of being an author 
and yet the challenge for authors whether self-published or published with a traditional publisher 
to stand out is even greater than ever. There is a greater need for book publicity than ever before 
but promoting the book can be even a harder and longer job than writing the book itself. 

A publicity campaign takes time. Authors spend months and even years in writing their book 
and pour their heart and soul into it. A successful book publicity campaign doesn't happen 
overnight, it takes time and dedication. A book PR campaign is a way to penetrate the public's 
consciousness with your book. A comprehensive campaign allows an author to reach a target 
audience and stand out from other authors in your genre, it brands the author and the book. A 
typical book publicity campaign takes between 6 months to 18 months to be successful. Yet 
despite all of this hard work and time, a public relations campaign cannot guarantee that readers 
will purchase the book. 

Before beginning on the book publicity campaign, authors should have certain items ready as 
they begin their promotions. The key items authors should have in place as they begin their PR 
campaigns are: 

1. An author website. The website should include an author bio, information about the 
book, a sampling of media coverage, a list of events, contact information, and a way to 
purchase the book. 

2. A professional headshot. Authors should have professional headshots made some with 
a business look and some in a more casual setting. 

3. Business cards. Just as a person business needs a business card to give in networking 
meetings, so does the author as they are in the business of building a brand and selling 
their book. 

Now you are ready to begin the campaign. So what are some key elements to a successful book 
publicity campaign? 

1. Author Branding. 
Just as companies need to establish a corporate brand, authors need to establish their brand of 
themselves and their books. Branding plays as much a role in author success as does book 
reviews and book signings. Branding is not about creating a persona, like one of the 
characters in your books, and presenting it online for all to see. It's about getting in touch 
with your authentic self and sharing it with the world, so potential readers will be attracted to 
your brand and purchase your books. It's not about pretending to be someone else. It's about 
being you and you alone. It also helps potential readers clearly understand who you are and 
what your books are like so they can get an idea even before buying whether or not your 
books are for them. In your branding, determine the best ways to communicate your purpose 
and describe your writing. This helps you to determine what it is, and what it isn't, and 
ensures that various people hear the same message. It also lets you hone and evolve how you 
describe your work. This is Branding 101: repetition helps people remember what you are 
about. Many writers are a bit sheepish to even say once what their work is about, let alone 
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repeat it over time. Never take for granted that many folks are learning about your work for 
the first time. You are always in the process of helping people learn about the power of your 
work, about your viewpoint as a writer. Don't assume people know, repeat those core 
message when in situations to meet new people. In the end, branding is about connecting 
your work to readers who will appreciate it most. In one form or another, this is about story. 
When you consider your identity as an author, consider framing your own story, of using 
elements of branding to help communicate this more effectively to potential readers. 

2. Book Reviews. 
Book reviews are critical in any successful PR campaign with a book. It usually takes 
between 6 to 16 weeks for a review to appear. This means that you want to time when you 
send out advance reader copies or galleys for review so that the timing of the review will 
coincide with the release of your book. There are numerous places to obtain reviews - daily 
newspapers, magazines (trade and consumer), wire services, and online reviews such as 
Armchair Reviews and the Midwest Book Review. Book reviews carry a third party 
endorsement for the book. Portions of the review can be used in all marketing and 
promotional material. The reviews can also be used on second run orders and appear on the 
book cover. One of the key things to remember is that there are thousands of reviewers for a 
book. One of the best things to do is narrow what reviewers you are contacting, make sure 
they review your genre and contact them to see if they are interested in reviewing your book. 
This will save money and ensure that you are sending out copies to reviewers who are 
genuinely interested in reviewing your book. Newspapers, magazines, and most online 
outlets do not charge a fee when they do a book review. 

There are various outlets like Kirkus Review and others that will review a book but charge a 
fee. While these are legitimate reviewers, the media and some readers know that the author 
pays these services a fee for the book review. This lessens the credibility of the review in 
some people's opinion. The best rule of thumb is to be aware that there is a stigma on paid 

3. Media Relations. 
One of the key elements to any book publicity campaign is media relations. Media relations 
encompasses: 

a. 	Press Releases. These are used to generate additional publicity outside of initial story 
ideas, interviews, and media commentary. Press releases also create a sense of repetition 
and are also used online for the social media campaign. Press releases should be used in 
announcing the release of the book, book signings, author appearances, blog tours, award 
nominations, and winning book awards. The headline needs to reflect what the press 
release is about and needs to have a strong and catchy title. Each press release should 
include the who, what, where, when, why, and how in the first paragraph. The first 
paragraph is critical because if a press release is used by the news media, it is typically 
the information from the first paragraph that is used. The second paragraph should 
include a quote from the author or publisher. The end of the press release should be what 
is called a boilerplate that gives a summary of the book and author with a link to the 
author's website. 
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In addition to being sent to the appropriate media, press releases should be posted on the 
author's website and all of the author's social media channels such as Facebook, Twitter, 
and Google+. Also there are numerous online outlets that will let you post the press 
release for free such as PR.com, 24-7Pressrelease.com, 1 888Pressrelease.com, and nearly 
80 others. These are online news sites that show up on search engines such as Google, 
Bing, and Yahoo, helping to create a viral footprint and are also viewed by the media. 
All press releases should be posted on these sites. 

b. Press Kits. Press kits are also referred to by some as media kits. Included in a press kit 
are an author's bio, information on the book, professional headshots of the author, the 
book cover, press releases, Frequently asked questions (FAQ5) about the book and author 
for the media, and a sampling of media coverage. The press kit should be updated during 
the duration of the PR campaign for the book. 

The press kit serves as a reference and information guide for the media. Top tier media 
such as the networks and leading print outlets like CNN, Good Morning America, Ellen, 
The View, FOX News Channel, People, and Associated Press rate guests and 
interviewees on a scale from 1-10 with part of this rating scale including an effective 
press kit. Without a press kit, an author will fall below 5 on the rating scale and likely 
not be considered for an interview despite their expertise. Most media today prefer just 
an online press kit that can be sent via email. But there are always some who will still 
prefer a hard copy mailed to them. 

c. Media Lists. Media coverage implies a third party endorsement by the media for the 
client. To obtain comprehensive and targeted media coverage, a comprehensive media 
list that is specific for the author and book is critical. For example if you have a book on 
education, you want to target education reporters and family and parenting reporters, not 
sports reporters. A targeted media list will provide you with the contacts for the reporters 
who cover stories that would pertain to your book. A media list should include the 
reporter's name, media outlet, address, phone number, email, social media handles, a 
sampling of stories they have written, and how the reporter's prefer to be contacted. 
Many reporters prefer to be contacted either via email or Twitter. Many authors know 
that the break they need for their book would be coverage by national television. Yet the 
mistake that many authors make is contacting the hosts of a show or the key reporters on 
the newscasts. That is a major mistake. Most hosts and reporters never see such emails, 
they are handled by assistants and go unanswered. A media list will provide you with the 
contact information of the bookers, producers, and guest contacts for the shows that you 
want to be on. Bookers, producers, and guest contacts are the ones who determine who 
the guests will be on a show and book the guests. These are the people that need to be 
contacted. 

There are numerous companies where an author can purchase a comprehensive media list 
or media directory. The most frequently used companies are Cision, Bulldog Reporter, 
and Vocus. All of these companies offer online directories that they update daily to 
provide the most accurate media listings possible. 
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d. Media Training. Media training is essential for successful interviews. Regardless if you 
have a family member practice with you or a trained professional, media training will 
prepare you for the toughest interview. Media training should include mock interviews. 
Mock interviews are very much like the interviews that you will face when doing a real 
interview. This will give you a feel of what you may encounter when doing an actual 
interview and let you fine tune your answers. Many people are unprepared for interviews 
when they happen. For example, with live network television interviews, unless the 
author is doing them in studio with the host in New York City, the interview will be done 
via satellite in a network bureau. Sometimes there is no monitor to indicate to the 
interviewee when they are on the screen or the host or stock footage is on the screen. 

Proper media training should cover proper attire to wear on television interviews - 
jewelry can often be a distraction or a man's tie conflict with the camera on interviews. 
Another key part of media training is evaluating facial expressions for television as the 
visual is worth a thousand words. The procedure for becoming a guest on a network or 
syndicated show versus local or regional television shows. The protocol to be followed 
for print and online interviews - for example, in print and online interviews, the more 
that you provide the better as your answers will be edited. So the more information that 
you provide, the greater the chance you make it into the story. Also necessary during 
media training is how to adopt a radio type voice for radio interviews. 

Key points to make during the interview - believe it or not, the one thing that many 
authors forget to mention during an interview is the name of their book. The second 
thing most authors neglect to mention is their website. 

e. Media Interviews. Media interviews allow you to reach your readership and tell the 
world about your book. Every author dreams of being on The Today Show, Good 
Morning America, Ellen, the Wendy Williams Show, The Diane Rehm Show or in USA 
Today, People, Fobes, or any of the leading radio, television shows or print outlets. But 
it's not just the major media outlets that are important - all media if it covers your genre 
is critical. Media interviews build your author brand and inform readers about your book. 
They need to be repeated over and over again. 

Media interviews can vary from talking only about your book to a tie-in to a breaking 
news story. The fact that you are an author with a book that can be related to a story that 
the reporter is covering is why you are being interviewed. These are not gotcha 
interviews, you are being interviewed as the news outlet's expert. Its in their interest to 
make you and your book sound the best that it can. The interview is a third party 
endorsement. Viewers and readers are being told that you are the expert by the media 
outlet interviewing you. The result should be that readers will seek out your book 
because they saw you in television, heard you on the radio, or read about you in a print or 
online media outlet. 

No interview should be turned down unless a family emergency or pressing engagement 
arises unexpectantly. No interview is ever too small because you never know who may 
be watching, listening, or reading. To illustrate this point, I want to tell you the story of 
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Norris Beren, author of When Disaster Strikes Home! The book dealt with developing a 
strategy to prepare for and survive potential disasters that individuals and businesses 
might face such as terrorism, hurricanes, fires, earthquakes, and other catastrophic events. 
Beren appeared on MSNBC, ABC, FOX News Channel, the New York Times, Chicago 
Tribune, Associated Press, numerously providing tips from his book. Yet his biggest 
success came from a small radio station in Miami. A vice president from FedEx was 
listening to Beren's interview and so impressed that he ordered over $40,000 of books for 
training programs. 

When doing an interview, it is important to remember that you want to be as vivid as you 
can be. You want your answers to tell a story that falls back to your book. You are not 
trying to become best friends with the reporter or host, rather you want to come across as 
knowledgeable so the media outlet will continue to use you for news stories, as well as 
informative and enlightening that readers will want to purchase your book. After your 
interview has appeared you should see hits on your author website. That is why it s 
critical to always have analytics to see if the hits are happening and what pages are being 
viewed. This information will help you track how well the interviews are working and if 
perhaps you may need to change some things out on your website. 

Some authors believe that television interviews are the only interviews that result in sales. 
That is not true. During your public relations campaign you should be doing - radio, 
television, newspaper, magazine, and online interviews. All are critical. Print interviews 
often appear online and have a viral life that surpasses a television interview. 

Another common misconception that some authors make is if they are doing several 
interviews on the same day on the same topic that they need to change their answers from 
outlet to outlet by making different key points. Your key points should be the same, if 
you are making new points for each different outlet you are interviewing with, you are 
making additional work for yourself. 

In today's media world many media outlets like the story ideas basically written for them 
before they interview an author for an interview. This is called a media pitch. The pitch 
describes a particular story, the questions that would be of interest to the viewers, readers, 
or listeners of a media outlet, and how the author and their book may provide insight and 
information. In many ways you are helping to write the story for the reporter. To ensure 
consistent interviews, an author should be pitching themselves between 3 to 4 days a 
week. A great way to develop a story pitch is to monitor the news and if there is a story 
that is getting coverage that you or your book may fit into, pitch to reporters off of your 
media list. 

Another important thing to remember with media interviews is that the reporter, host, or 
producer that you are dealing with may not know as much about a subject as you do. 
With cutbacks in the media, a reporter often covers several beats. For example, a reporter 
covering lifestyle stories, may also do education, and government news stories as well. 
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Several things to remember with media interviews: 1. The media will not pay you for the 
interview. The interview gives you exposure but reporters don't pay to interview a 
person. 2. If a media outlet insists that you have to pay for an interview, don't do it. 
Legitimate media outlets never charge for an interview. That is the difference between 
public relations and advertising. 

f 	Byline Articles. Just because you have finished the book doesn't mean the writing is 
over. Many publications love articles written by an author. The publication will run the 
author's article along with information about the author's book in exchange for the 
article. This is another way to showcase your expertise before prospective readers and 
bring additional awareness of your book. Just was with media interviews, most 
publications will not pay for a byline article and you should never pay to have an article 
appear in a publication. Sometimes, a publication or blog will like your article and want 
you to be a regular contributor. The Huffington Post often based on the first article will 
offer a non-fiction author the opportunity to be a regular contributor. 

4. Social Media. 
Success in today's world hinges for an author depends on more than just media interviews; 
another key component is social media. Without an effective social media campaign, no 
marketing and public relations campaign is complete. A recent Pew study showed the power 
of social media when it reported that 26% of Americans obtain their news or form brand 
opinions strictly from social media. Social media can be overwhelming with so many social 
media outlets available. 

Ideally authors should concentrate on the following social media outlets for the book PR 
campaign: 

a. Facebook. Facebook remains the most popular social media channel. Authors 
should have fan page to promote their books and establish a brand. The Facebook 
page should be updated several times a day. The key to success for an author using 
Facebook is to develop a large number of followers and have interaction with those 
followers. Postings should be designed to generate the interaction and should include 
questions, upcoming interviews, author appearances, and award nominations. One 
way to develop a strong following and create a viral affect is to interact with other fan 
pages such as media pages, book store pages, or other author's fan pages. 

b. Google+. Although not as widely used as Facebook or Twitter, Google+ is actually 
the largest social media site in the world. Why? Everyone who has a Gmail account 
is instantly a member of Google+. Also updates on a Google+ are automatic and 
show up instantaneously in the Google searches when using Google+. Google+ is 
easy to set up and maintain and should be updated several times a day. 

c. Twitter. Twitter is a must for any author's publicity campaign. On Twitter, you'll 
find people breaking news before it's reported anywhere else, journalists looking for 
interview sources, endless articles to read, and conversations happening between 
everyone from your neighbor to James Patterson. Twitter is a place to connect and 



discover. For authors, Twitter offers an unmatched way to discover and connect with 
their audience. It allows readers to feel that they are interacting with the author in a 
personal way. It creates an experience in a way other social media platforms don't 
and creates new readers and followers far more easily than Facebook does. In 
today's social media world, it's about interaction with readers and Twitter does that 
for authors. Just like Facebook and Google, Twitter should be updated several times a 
day. 

d. YouTube. YouTube is second in searches after Google. It allows for author 
interviews and book trailers to go viral. Every author needs a YouTube page. For 
fiction authors, you can post book trailer videos, video interviews, and video book 
reviews that you made to review a book or that a reviewer made to review your book. 
You can also make videos of your events like book signings. People can comment 
on your videos and just like Facebook and Linkedln, you can comment back. Non-
Fiction authors, you can do the above and create "how to" videos on topics related to 
the content of your book. This would be a terrific way to brand yourself as an expert 
in your field. 

e. Pinterest. Pinterest burst on the social media scene in 2010. Pinterest is a site that 
allows users to "pin" images found on the web to virtual pinboards. There's minimal 
text involved because it's a visual site. It's all about virtual scrapbooking and visual 
inspiration. You can create a book inspiration board. Tease your fans by creating a 
pinboard in Pinterest that showcases photos of people and locations that inspired your 
upcoming book. Another great use is to create a book comparson page. Think of 
similar authors within your genre who gave written similar booksto your own. Gather 
their book covers, author photos, and whatnots, and put them on a pinboard. This can 
be your "If you like such and such book, you'll also like my book!" board. Some 
authors see success with Pinterest when they consistently pin photos from their blog 
posts. This requires you to (a) maintain a blog, (b) include photos with each post, and 
(c) properly pin those photos. But the general idea is that if you end up with some 
photos that attract attention, people will click through to see where they originated. 

f. Instagram. If you are looking to broaden your audience and attract new readers on 
social media, Instagram is the platform for you. Instagram is an online photo-
sharing, video-sharing and social networking service that enables its users to take 
pictures and videos and share them on a variety of social networking services, such 
as Facebook, Twitter, Tumblr and Flicks. It is very popular among a younger 
demographic. Women 18-29 lead the charge for Instagram with it leaning more 
towards the African-American and Hispanic populations. While Facebook and 
Twitter are by and far the most popular of the social media outlets, Instagram is a 
great way to not only broaden and extend your fan base but allow you to stand out 
more online. 

g. Linkeclln. Linkedln is a social media marketing tool too often overlooked by authors 
as "that's for business" or "it's just about finding ajob." Nothing could be further 
from the truth. Linkedln packs a serious marketing punch for authors through its 
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groups, which are nothing less than social networking on steroids. Linkedln groups 
are as varied as the number of titles in a bookstore. It allows you to reach a targeted 
market of individuals with similar interests to you and your book. The platform also 
allows you to network with other authors and organizations who may wish to spread 
the news of your book to a greater audience. Anything from news about your book to 
insight on writing can be posted on Linkedln. Utilizing the various groups is also a 
great way to increase your online visibility. Linkedln should be update between 1 to 
2 times a day. 

5 Award Nominations. 
Award nominations are an important aspect of a successful public relations campaign for any 
author and their book. Winning certain awards gives the author credibility as a writer. The 
awards that hold the most value to publishers, retailers and book buyers are often displayed 
on the copies of the book with a sticker or an award logo printed on the cover. There are 
numerous awards for every genre. Usually award nominations begin in December and run 
thru the middle of March. Some of the most prestigious awards that a book can be 
nominated for are the IPPY, Mom's Choice Award, Nautilus Book Award, Indic 
Booksellers' Choice Award, Agatha Award, Brain Stoker Award, Foreword Magazine Book 
of the Year, USA Book of the Year, Moonbeam Children's Book Award, Goodreads Choice, 
Rebecca Caudill Young Reader's Book Award, RITA® Award by Romance Writers of 
America, and many more. Indeed there are thousands of awards. It is best to narrow them 
down to four or five of the most prominent and those that best fit your marketing purposes. 

After the book is nominated for an award, there should be a press release written and 
distributed to the media and bookstores; posted online; and on the social media channels. 
Often members of the media will write a story based upon an award nomination. 
Additionally, the press release when posted creates a viral footprint that reinforces the 
author's brand. If you win the award a follow-up press release announcing that you have 
won the award should be written and posted. 

Also as mentioned, a sticker or an award logo printed on the cover can be posted on the book 
cover if you win the award. Bookstores give prominence to books that have won awards and 
have such stickers on them and that often influences readers. 

Like a media interview, an award nomination and award win are seen as third party 
testimonials for the author and the book. They set you apart from books and authors that 
were never nominated. Very often it's literary prizes that shape the afterlives of titles. 

6. BIog Tours. 
A book blog tour is a virtual tour to help an author promote their book without traveling. It's 
the same concept as going to a store or event signings but instead of physical places, the 
author is going from blog to blog during the time frame of the tour. It's just one form of PR 
that reaches all the followers of the blogs who participate in the tour. Tour "stops" will be a 
combination of reviews and guest and promotional posts that make the tour interesting and 
hopefully encourage readers to buy/read the book. Sometimes there will be a live Q&A 
session where the blog host and followers actually interact with the author in real time. 
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There is also typically a tour giveaway that helps draw readers to participate. Usually, the 
author will offer a certain number of eBooks (or prints if available and able) as the giveaway 
as well as a signed print copy or two and possibly collateral items such as bookmarks, 
bookplates, or something specific to the book like bracelets inspired by the author's novel, or 
a coin that says heads and tails for a book on decision making. Granted, giveaways vary from 
tour to tour, author to author, and is also not mandatory, just a nice touch and usually draws 
greater reader participation. 

7. Speaking Engagements. 

One of the things authors can do to promote their books, is to get as many speaking 
engagements as possible. No matter if it's at a writer conference, library presentations, 
Rotary Club, Chamber of Commerce event or trade association meeting speaking 
engagements put you in front of potential readers and help your author brand and extend 
your platform. 

Authors should develop what is called a speaker sheet. A speaker sheet consists of a 
headshot of the author, a cover photo of the book cover, a synopsis of the book, a condensed 
bio of the authors, topics that the author could address, and learning objectives that the 
audience might get from the presentation. 

Groups are always looking for guest speakers. The fact that you are an author gives you 
extra credibility to an organization. Practicing before smaller groups that may be unpaid is a 
great way to practice. The key with any speaking engagement is that it gets you in front of 
potential readers. 

Paid speaking engagements work in two ways. The first is a fixed high price, travel and 
expenses included with the opportunity to sell the book after the presentation to the attendees 
with no guarantee of sales. Although traditionally, a speaker should sell between 35% to 
40% of the room. The second avenue is a lower fee with travel and expenses included and 
the organization purchases a set amount of books for attendees. Sometimes, but not always, 
the author can also sell additional copies after the presentation. Organizations usually book 
between four to six months out for a paid speaking engagement. 

Book publicity is intense and time-consuming. It is ajob unto itself with many authors 
saying it is harder than writing the book. If done right it can brand the author in the public's 
mind and bring great success for the book that is being promoted and subsequent books. The 
key to remember is that it takes time and dedication; it doesn't happen overnight. 

Strategic Vision PR Group 1 404-380-1079 I www.strategicvisionpr.com  
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Press Release Vs. Media Pitch 

I am often asked how press releases differ from media pitches. It seems everyone has heard of a 
press release and believes they need one for their public relations campaign. But beyond that 
they are not sure what a press release does and how it differs with a media pitch. 

A press release is an announcement of certain news - a product launch, book release, special 
event, or promotion. It is written to receive media mention. The headline needs to be written in 
a way that commands attention but isn't seen as a sales gimmick. The first paragraph of the 
press release is the most critical. That paragraph should be the guts of the press release with the 
who, what, when, where, and why in it. With cutbacks in the media it is usually the first 
paragraph that gets picked up if any of the press release is picked up. After that first paragraph 
there should be a quote and some follow-up information included, as well as a link to the website 
from the business, non-profit, or author the press release is coming from. More and more press 
releases are being used for a viral affect with social media and free online press websites 
available to post a press release. 

A media pitch is written to get specific media coverage from a reporter. It is written and geared 
in a story format. It is often tied to a news story. I recommend a two paragraph media pitch. 
The first paragraph should list the issue or news story, as well as, critical questions that should be 
asked or addressed by the reporter. The second paragraph should include your expertise in being 
able to address those questions, as well as, how you would answer the questions. You want the 
pitch written concisely, with a good soundbite in your answer. With media cutbacks, reporters 
and producers love pitches that are written as a news story that they can incorporate into their 
story and the interview with you. Media pitches generate the hard media coverage and 
interviews that brands, authors, and celebrities crave in a public relations campaign. 

Both press releases and media pitches are essential for successful publicity campaigns. Knowing 
the difference between the two is essential when doing promotion. 
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Q. When should I begin a publicity campaign? 

The ideal time to begin a publicity campaign is 2-3 months prior to a book's publication unless 
you need galleys mailed out, in which case, that should be done 4 months prior to publication 
date. This schedule allows enough time to write press materials, edit materials, build media lists 
and distribute press pitches prior to the ideal time for you to be conducting interviews. However, 
a campaign can be started after this point with strong success. Indeed many book publicity 
campaigns begin after the book's launch. The key to a successful book publicity campaign is 
continuous interviewing and branding, along with award nominations and speaking 
engagements. 

Q. Do you work with self-published authors? 

Yes, Strategic Vision has worked with self-published authors with great success in obtaining 
publicity. Among the places our self-published authors have appeared on CNN, HLN, FOX 
News Channel, FOX Business Network, ABC, MSNBC, CNBC, Bloomberg Television, the 
BBC, Oprah & Friends, WWOR, WGN, Texas Cable News, New England Cable Network, and 
in USA Today, the Wall Street Journal, the New York Times, Boston Globe, New York Post, 
Complete Woman, Woman's World, Redbook, Cosmopolitan, Dallas Morning News, EW, 
Vanity Fair, New York Daily News, Los Angeles Times, Christian Science Monitor, Men's 
Health, Bloomberg BusinessWeek, Smart Money, Associated Press, American Baby Magazine, 
Glamour, Forbes, All You Magazine, and many more. 

Q. If I have a publisher, how do you work with them? 

Strategic Vision has a great deal of experience in working with publishing houses and 
complementing the efforts of the in-house team. Our team coordinates publicity work with the 
publisher's team. We also keep the publisher updated on media results so they can alert sales 
teams. Indeed many publishers recommend authors working with an outside publicity firm. 

Q. How many books should I hope to sell? 

Publicity is designed to spur consumer interest in you and your product. Strategic Vision will not 
make any guesses on how many books you will sell. There are many variables at stake in this 
scenario, including how successful you are at being interviewed, if you have book distribution, 
and availability of book. Strategic Vision cannot guarantee sales. No public relations agency 
can guarantee sales. 



Q. How many interviews/ reviews will I get? 

No public relations agency can make no guarantees on media coverage since that is out of our 
control. However, if Strategic Vision agrees to represent you, you can be assured that our team 
will work diligently to secure a steady stream of media coverage for you book. Variables outside 
of our control include: what's happening in or controlling the news such as major disasters like 
Hurricane Katrina or terrorist attacks; the attitudes and likes/dislikes of the media; your interview 
skills; what else is on the market competing for the same coverage. Having said that, we have a 
great deal of experience and success in creatively pitching to the media and have developed 
excellent relationships with a wide variety of media members, which results in media exposure 
for our clients. 

Q. In what ways are book signings and bookstore events beneficial? 

Book signings offer many benefits beyond book sales. They provide opportunities to meet 
readers and bookstore staff face to face. Creating a memorable impression with bookstore staff 
will encourage them to continue to sell the book long after your event. If your book is part of an 
active publicity campaign, bookstore events give the media an additional reason to schedule you 
for a show or article. Finally, one of the best reasons to participate in a book signing is to get 
your book through the distribution pipeline and into the store. 

Q. Can you schedule events at venues other than a bookstore? 

Yes. Event venues beyond bookstores may be appropriate for your target audience. We can 
schedule book signing events in libraries, schools, hospitals, churches, and any other suitable 
venues. We schedule speaking engagements also. 

Q. Do you do social media campaigns? 

Yes, Strategic Vision does social media campaigns. The venues we highly recommend are 
Facebook, Twitter, YouTube, Google+, and Linkedln. However while social media is an 
increasingly important part of any book campaign, it must also include traditional media 
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