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Fiction sells differently 
from nonýction, for a novel, the 
author must be very prominent, 
for nonýction, the subject/title is 
very prominent, said publicist Lynn 
Sneyd.

Word-of-mouth driven 
books include ýction, poetry, and 
memoirs. Read The Tipping Point: 
How Little Things Can Make a Big 
Difference by Malcolm Gladwell 
ï how a best seller comes to be. 
Power of word of mouth made 
The Divine Secrets of the Ya-
Ya Sisterhood a hit when writer 
Rebecca Wells turned it from a 
minor, respectable seller into a giant 
hit by doing personal appearances 
and reading from the book. She 
started with an audience of seven 
people and gradually went up to 12 
to 20 to several hundred at a time.

Publicity-driven books 
include business, biography, 
science, politics, and current affairs. 
Authors need press, TV or radio 
notice. Books that need to tap into 
a large core interest group include 
photography and cookbooks. 
Marketing-driven books are 
parenting, health and travel guides. 
Read The Savvy Authors Guide to 
Book Publicity by Lissa Warren.

Remember who your 
audience is. What do they read, 
what TV do they watch, what 
magazines do they buy, where do 
they go on the Internet? You want 
to go where your readers are. 

When to begin marketing? It 
is a lot easier if you start before the 

book is released. Everyone needs 
a platform. Itôs who you know, 
whatôs in your rolodex. If you 
Google yourself, how many times 
does your name come up? Try to 
get small articles (500-800 words) 
published on your subject and give 
talks or workshops so you have 
clips and appearances to include 
with your book proposal before 
you even try to get a publishing 
contract. Sneyd was planning a 
parenting book and did research 
into people/Web sites/organizations 
that might be interested before even 
starting the book and made a ýle. 
When the book was ýnished, she 
contacted everyone in the ýle.

You must have a Web site 
and if possible, a blog. Publicity 
ýrms specialize in Internet 
marketing; prices vary from $500 
to get you onto 20 Web sites up to 
thousands of dollars. Authors have 
spent $50,000 - $60,000 on a full-
blown campaign. If you want to do 
it yourself, read Red Hot Internet 
Publicity; An insiderôs guide 
to promoting your book on the 
Internet, by Penny C. Sansevieri. 

Itôs helpful, though not 
always necessary, to have a media 
kit. The media kit is your chance 
to get your message across in a 
very short period of time. TV and 
radio show producers, editors, and 
journalists do not have enough time 
to read every book. Their decision 
is made in two minutes.

Media kit is just a pocket 
folder. You can buy them at Ofýce 

Max for a dollar or so, or load up in 
September when the back-to-school 
sales are on and you can get them 
for a dime or a quarter each. She 
sometimes hires a graphic designer 
to come up with a logo for a sticker 
to put on the front of the folder, 
or has postcards printed and glued 
onto the cover. 

The kit should contain 
a tip sheet, AKA a sales sheet, 
listing the title, name of author 
& book, price, ISBN number, 
distributor, paperback or hard 
cover, the authorôs credentials and 
a few paragraphs of what the book 
is about. There should also be a 
press release, and a list of sample 
interview questions, with or without 
answers. She usually doesnôt 
include the answers. If the book 
has been reviewed, put clips in the 
media kit. Pick the best ones if you 
have many. List all appearances. 
You can put in CDs or DVDs of 
TV or radio appearances or refer to 
your Web site, where they should 
be uploaded.
Once the media kit is done, start 
contacting people. 

This is the pitch. How to 
ýnd people to contact? Different 
resources are available. PR ýrms 
subscribe to a database called 
Cision that costs about $4,000 a 
year. The public library should have 
Gale Directory of Publications 
and Broadcast Media and Literary 
Market Place 2008, the Directory 
of the American Book Publishing 
Industry. Those also list radio 

See Sneyd, page 6



Executive Committee

SCWA Writers News

SCWA News & Announcements

Page 4

Nonýction & Fiction 

Poetry 

SCWA Critique Committee
Open to Members of SCWA 

This position is open.

Dr. Joyce Wheeler
Joyce will critique up to ýve poems.  
Please mail your work to Joyce at: 
3801 Chestnut Avenue, Long Beach, CA  90807

Contact Writers News Editor Mary Michel Green at (949) 361-6581 or green.mary@cox.net.
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shows and contacts. The 
simplest thing to do is call the 
radio or TV station, ask who to 
pitch for an interview. Try to get 
the e-mail and phone number.

ñPitching a book means 
youôre selling the sizzle.ò What 
makes you unique? Why will 
their audience be interested in 
your story? She sends an e-mail 
ýrst; thatôs how she gets the best 
response. Keep it short, on one 
computer screen at most. They 

have no time to scroll down. Be 
persistent: you may have to follow 
up four or ýve times. If you need 
to call, keep it short (no more than 
30-40 seconds) and prepare ahead 
of time ï write out the pitch and 
practice it before you call.

Even well-known people 
are accessible, usually by e-mail. 
She had authors who wanted 
a quote from Mitch Albom 
(Tuesdays with Morrie) and Sneyd 
was able to ýnd three different e-

mail addresses for him, contacted 
him and he responded within 24 
hours.

Media trainers are 
expensive but very valuable. They 
teach you how to talk in sound 
bites, pick out the clothes to wear, 
how to sit on the chair.

Sneyd can be reached at 
lws@russellpublic.com.
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