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How to prepare
your book’s

Marketing 
plan

Note: it’s not the 
same as a proposal! 

Much has been written about book 
proposals. But, less has been written 
about book marketing plans. 

This is wrong! What happens after your 
book is published has a great deal to 
do with whether you become pub-
lished and profi table...or just pub-
lished. 

Proposal versus marketing plan
A book proposal is a direct-marketing 
document intended to persuade pub-
lishers to edit, print, and distribute, 
your book. It’s a sales piece intended 
to communicate the inevitability of 
your book’s success.

Your book’s marketing plan, however, 
is intended for an audience of one--
YOU! It’s not intended for your publish-
er. Rather, it’s intended to identify the 
revenue streams that you will develop 
after your book is published. 

Back-end profi ts
Your marketing plan should describe 
profi ts you will earn above and be-
yond royalties from sales of your book. 
It should describe in detail your mar-
ket and the steps you will take to earn 
this income.

The reason to prepare your marketing 
plan now, before you sign a pub-lish-
ing contract or write your book, is that 
the success of your marketing plan 
depends on the way your book pub-
lishing contract is negotiated.

Consulting and coaching
Let’s assume, for example, that you 
plan to use your book as a way of en-
hancing your visibility and credibility 
among your target market. 

At the simplest level, you will want to 
include your web site address at sev-
eral points in the book. Knowing this 
goal, you can insist that the publisher 
agrees in writing to include your web 
site address in specifi c locations in 
your book.

Remember: promises don’t make it! 
Let’s take a worst case scenario. You 
and your acquisition editor agree that 
you can include fi ve mentions of your 
web site address in the book. However, 
as often occurs, the acquisition editor, 
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after signing the contract--fades out of 
the picture. 

The new development editor then in-
forms you that author’s URL’s can only 
appear in one place, in the author bi-
ography hidden toward the rear of the 
book. When this happens, what hap-
pens to your coaching and consulting 
plans?

Likewise, you may have planned to 
buy books in case lot quantities for re-
sale and/or distribution to your pros-
pects and clients. Understanding this 
before you sign the contract, you can 
include the right to purchase books for 
resale at trade discounts in your con-
tract, ensuring your “book pipeline” 
won’t get turned off. 

If you know that you want to offer tele-
phone coaching for $75.00 a call, for 
example, you can negotiate written 
permission to promote this service 
within the body of your book. 

Remember: promises are written on the 
air: only written agreements count!

Other back-end opportunities
Other back-end profi t opportunities 
based on your book’s title include: 

• Articles, columns, newsletters

• Yearly updates 

• Special Reports 

• Teleclasses and seminars

• Speaking and training 

• Audio/video recordings 

• Choosing a web site address based 
on your book’s title 

• Free downloads of sample chapters 
from your web site 

• Fee-based web site services 

The possibilties are endless, but noth-
ing can happen if, after signing the 
contract, the publisher limits your 
ability to promote your business and 
your web site in your book. 

Thus, it’s imperative that you start by 
preparing a marketing plan that ana-
lyzes post-publication profi t opportu-
nities and describes the steps needed 
to make them happen. 

Only then are you in a position to 
decide if the publisher’s “boilerplate” 
contract meets your needs. 

The stronger your book proposal--and 
the more experienced your agent--the 
more likely you’ll get what you want 
(need) in your contract. 

The stakes are very high
Jay Conrad Levinson says the fi rst vol-
ume of his Guerrilla Marketing series 
earned him thirty million dollars. But, 
only about $35,000.00 came from the 
book itself. All of the rest came from 
back-end profi ts!

That’s how important this issue is!

For more information
With Roger C. Parker’s help, you can 
become profi tably published...not just 
published. Call 603-742-9673 today!

603-742-9673 www.PublishedAndProfi table.com

Roger C. Parker’s 

step-by-step path 

took the “someday” 

out of my, “Someday 

I will write a book!

William Pearsall

Mergers & 

Acquisitions

Specialist

mailto:rogercparker@aol.com
www.publishedandprofitable.com

