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NINA: Welcome everyone to today’s teleseminar, How to Build Engaged 

Platforms and Communities to Help You Create, Change and Sell 

Your Change-Inspiring Book, which is brought to you by Author 

of Change Transformational Programs.  I’m Nina Amir, and I’m 

here today with my co-host, Deborah Levine Herman.  Hi Deb. 

DEBORAH: Hi Nina, hi everyone.  We’re going to learn some great things. 

NINA: Yes we are.  So before we begin, I’d like to take a minute or two to 

simply just introduce ourselves for anyone who might be on the 

call who doesn’t know who we are.  That’s probably a slim chance, 

but just in case we’re going to introduce ourselves.  So, I’m Nina 

Amir, and I’m known as the Inspiration-to-Creation Coach, 

because I motivate writers and non-writers to create publishable 

and published products and careers as authors, as well as to 

achieve their goals, fulfill their purpose and Achieve More Inspired 

Results.  I’m also the author of the bestselling How to Blog a 

Book: How to Write, Publish and Promote Your Work, One Post at 

a Time, which is published by Writer’s Digest Books, and The 

Author Training Manual, which will be released in early 2014, also 

by Writer’s Digest Books.  I also have 11 short self-published 

books out on the market or available through my company, and 

besides that, I’m a nonfiction editor, proposal consultant, author 

and book coach, and blog-to-book coach with more than 35 years 

of experience in the publishing field and, of course, I’m a blogger, 

I have five blogs, and that will feed into some of what we’re 

talking about today.  Deborah, why don’t you take a minute to 

introduce yourself? 

DEBORAH: I’m not going to admit to 35 years of anything.  No, I’m Deborah 

Herman, I’m a veteran literary agent, my background from an 
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educational standpoint was law and journalism, but I became a 

writer, and used to write very bad book proposals until I learned 

how to do it.  I am co-author of the book Write the Perfect Book 

Proposal with my business partner and husband, Jeff Herman.  He 

is the author of Jeff Herman’s Guide to Book Publishers, Editors 

and Literary Agents, which has been a yearly book since 1990.  

We are the co-founders of Writers, Agents and Editors Network, 

which is a social network for, you guessed it, writers, agents and 

editors, to bring writers of all levels into the same virtual space as 

industry insiders.  I have written the book Spiritual Writing, From 

Inspiration to Publication, it is currently being revised and will be 

re-released for the digital age, and I’m re-releasing it through my 

own self-publishing website company called Off the Bookshelf, 

it’s offthebookshelf.com, it is going to be a book that… it’s a show 

that I walked my talk, it was originally published traditionally, I 

have 10 or 11 traditionally published books, including, as I said, 

Write the Perfect Book Proposals, I’ve ghostwritten some books, 

I’ve done the complete Idiot’s Guide to Motherhood, which still 

cracks me up to this day, and I’ve written… I wrote a book called 

the Pregnant Couple’s Guide to Sex and Intimacy, it’s run the 

gamut.  So currently, my biggest passion, aside from editing books, 

ghostwriting, writing my own spiritual material, is digital 

marketing and social media, and that’s what we’re going to be 

talking about today.  My most recent educational foray was to get a 

mini-MBA from Rutgers University in digital marketing and social 

media, and it totally opened my eyes to wonderful opportunities 

for everyone in this new era, and in fact you can find me on 

Twitter at digitaldeborah. 

NINA: Right, so Deb and I both share some common interests, we both 

have backgrounds in journalism and a love for spirituality, and 

publishing, and social media.  So… 
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DEBORAH: It was a match made in heaven. 

NINA: That’s right.  So, we’re discussing building platform and 

community — not at the basic level today, but at a more advanced 

level — for authors who want to write books that inspire change.  

We call these Authors of Change.  In the next 30 to 60 minutes or 

so, we’re going to try to help move you forward in your efforts to 

promote yourself and your work as you try to also build 

communities of avid fans and potential readers — all of whom are 

either interested in adopting the change you propose or helping you 

create change in the world.  It’s been said that never has there been 

more need for change in the world, and maybe that’s truer now 

than ever before.  But what we know for sure is that never has 

there been more opportunity for writers to become authors and to 

make an impact with their work.  You can really influence the 

impact you make with your writing, however, by building 

platforms and communities, engaged platforms and communities.  

There are lots of definitions for the word platform, and so I want to 

talk about that first, we’re going to talk about engagement a lot, 

because what we really want are engaged platforms and engaged 

communities, but let’s really break down this word platform first, 

so this definition that I like is:  Platform consists of your visibility 

and your reach — online and off — coupled with your authority in 

a targeted market.  So it’s the visibility you have because of who 

you are and what you do, and the connections you’ve made in your 

personal and professional life and all the social and traditional 

media that you’ve been involved with before and now.  

Additionally, it’s the reach you have; how far what you do and say 

and write travels, but it’s also the influence you have, how often 

you are mentioned by others, and how much weight or trust your 

words carry or have, and it’s influence, though the influence you 

have also comes with authority, it’s your expert status, your 
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credibility, your credentials.  As far as the world of publishing is 

concerned, though, this needs to be in your target market.  So all of 

this, your visibility, your reach, your influence, your authority, has 

to be within a target market — with a target audience — the one 

you plan to target with your book.  Also, platform is most often 

measured in numbers.  That’s why aspiring or published authors 

talk about having 25,000 followers on Twitter or on Facebook, or 

having 10,000 unique visitors to their blog per month, or doing 100 

talks per year, or appearing on five or ten radio shows per month.  

These are the kinds of numbers that publishers like to hear, but 

even if you were to self-publish your book, you would want to be 

thinking about those kind of numbers.  Community is part of your 

platform as well as an offshoot of it, because community is built as 

you create platform.  That’s the people who gather around you and 

really interact with you.  It’s the engaged following you have — 

it’s the people who actually comment on your blogs, send you e-

mails, share your tweets and posts, talk about you on the social 

networks, review your books, and who you actually meet in real 

life who get to know you and whom you know.  That’s where your 

real influence is going to come from, and that’s why we’re 

concerned with engagement, and a small platform of engaged 

people can get you farther than a large community or a large 

platform that has no engagement.  Actually, I wouldn’t say 

community, a large platform that has no engagement.  So Deb, 

what would you add to this definition of platform and community, 

or do you have your own? 

DEBORAH:  No, I think you’ve covered the definition very well.  What I can 

add is, from the point of view of an agent or an editor, what it 

actually means, because there are several reasons why a platform, 

and again, it’s just a definition of your reach and your visibility, it 

has different purposes depending on what you’re going to be 
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doing, so as an agent, if I call an editor at a major publishing 

house, and I’m pitching a project to them, I know that there’s a 

checklist they have in their mind, because they may be intrigued by 

the subject matter, but they want to know that on its own, even if 

they don’t invest a lot of money, essentially, is what it comes down 

to, that the book to have what they like to call legs, the book can 

sell, the book can gain interest on the part of the media, people will 

create buzz about it, and eventually it’s going to sell, and it’s going 

to be a calculated risk for the publishing house.  There’s a lot of 

competition now, if you look at… if you have a way of looking at 

the deals that are done, and agents are able to find this out through 

our various websites, trade groups, et cetera, we keep track of 

things, a lot of the books that are selling are associated with people 

who are celebrities, they have television shows, they have 

important blogs, but what I want to really encourage in this 

teleseminar is that those things are important and significant for 

traditional publishing to help you jump over the fence, and to be 

selected for these few slots on a publisher’s list.  It doesn’t 

preclude you from reaching your goals as a writer, so if you 

become somewhat savvy about creating your platform, your reach, 

your community, the publishers look at those numbers, because 

they’re not always going to get books offered to them that are 

celebrity-driven, so what you do has to go a long way toward 

putting you in a semi-celebrity category, because of course if 

someone’s a celebrity, there are people already wanting anything 

they do, because they have a following, it all translates into the 

same thing, and ultimately it translates into marketing, and we’re 

going to continue to talk about that, but the work you do to build 

your platform, if you choose to pursue self-publishing or hybrid 

self-publishing, it’s all going to help you to create an engaged 

community who will ultimately turn into potential customers.  It’s 
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not like the methods of advertising anymore, people have so much 

access to information, and they have so many opportunities to 

express their opinions, that what you’re looking for is to have an 

opinion that matters, people listening to you, because that then 

translates into people trusting you and wanting to buy something 

that you do.  Now, good writing is good writing, you write 

something that is really great, that can take you pretty far, but if 

you’re thinking about the population at large, there are many good 

writers, so what they’re going to add to their program or their 

project or their submission are all these extras that are going to 

help editors get past the gatekeepers that they have toward the 

publishing contract. 

NINA:  Now, typically, we think about platform as being a methodology to 

help sell books, and that’s how publishers think of it, because 

that’s the way… if an author has a platform, that’s how the 

author’s going to help sell books.  If we look at market, because 

the market is how many potential people will buy a book, but the 

platform is how the author can help sell a book.  So what do you 

think, when it comes to Authors of Change, aspiring authors who 

want to write books and inspire change, do those authors who want 

to inspire readers to either create change in their lives, in 

organizations or in the world, do they need platforms or 

communities more than other authors, or is it the same?  

DEBORAH: I would say more so.  Or it’s different.  And eventually, when 

we’re talking a little bit about some of the things that I learned in 

my program, you’re looking at an overall strategy, because not 

only do you want to sell books, you want to influence 

consciousness, you want to influence people’s thinking, so because 

of that, it’s important, even if it were anonymous, you know, if you 

create this persona, and it’s not… I mean, we want you to brand 

yourself, but let’s say you just had an organization that you wanted 
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to promote, that organization has to have credibility, that 

organization has to be trusted, it’s all about trust and when you’re 

going to ask people to either change their thinking, do something 

or give you money, then you have to establish that you’re 

trustworthy, you have to get to them emotionally, and you have to 

inspire them, so all the work that you do as authors of change in 

building a platform has so many different purposes and benefits.  

So anything that you’re doing, it’s going to help you, the book is 

only a part, and maybe it’s more than one book, but the book is 

only a part of your overall scheme of making change in the world, 

so that’s why I think it’s a greater and more interesting challenge 

for authors of change. 

NINA:  So I always think that the Authors of Change who want to get their 

readers to create change in the world and to become change agents, 

not just personally, in their own lives, but in the world at large, 

need community more, more than other authors, but— 

DEBORAH: I agree, I think it’s… yeah, you’re building a movement, and you 

can’t do that by only broadcast… you know, it’s like, okay, 

broadcasting inspirational things, someone has a feel-good 

moment, is that going to get them to want to do something?  It has 

its place, but it’s a little more tricky, you want to inspire action as 

well as inspire happiness. 

NINA: Right, and you may want them to get onboard with your cause. 

DEBORAH: Absolutely, absolutely. 

NINA: And so if you think about that like political, thinking about Obama, 

you want people who are really going to get up and do something, 

so to me, there’s definitely a difference in this whole idea of 

building platform and creating community and getting engaged 

followers, because engagement really means having people do 

something.  Now, there’s a difference between having a large 

platform, lots of numbers of people, and a really  engaged 
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platform, people sharing your posts, your status updates, talking 

about you, commenting on your blogs and your status updates, all 

of that, and it’s that engagement that’s really crucial.  So we could 

talk about “go use networks,” “write lots of blog posts,” and all of 

that until we’re kind of blue in the face, and that’s what writers 

really hate to hear, they hate to hear that they have to do that, but 

what we really want people to do, what we want our listeners and 

aspiring authors to do is to engage their followers, don’t you 

believe that that’s true? 

DEBORAH: Absolutely, you don’t need to have a bazillion followers, but 

especially, and I guess we’ll talk about some of the individual 

social networks, but sometimes having a core group of people who 

are interacting with you is better because first of all, you don’t 

know, I’m a firm believer that you’re going to get signs from the 

universe, and you don’t know who can lead you to what, and how 

you’re going to affect each other in your life.  Also, eventually 

people become your champion, and so yeah, it’s great, there are 

tricks, there are ways to up your numbers, but that’s not… that’s 

not real, it’s impressive, but it’s not real.  And I’ll share some 

things I’ve learned from some of the superstars of Twitter a little 

bit later, of how you can work these things, but there are many 

different mindsets about what benefit are you looking for, you 

know? 

NINA:  Yeah, and along those lines, in terms of the tricks of getting 

thousands of followers on Twitter, I want to remind people that 

there’s something called the Million Follower Fallacy, and while 

large publishers seem to still be stuck in this old mindset that more 

is better when it comes to platform — they want more numbers,  

higher numbers in terms of blog readership and Twitter followers 

and all of that, they believe that the more numbers you have, the 

higher the numbers are, the more likelihood you have of selling 
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more books, actually studies show that that isn’t really always the 

case.  A smaller platform — smaller numbers of followers — who 

really engage actually may serve you better, that actually proves to 

sell more books than a higher number of non-engaged followers, 

and that’s a really important thing to remember if you are going to 

self-publish or approach small or midsized publishers, and again, 

that’s why we’re having this discussion today, because that’s the 

truth of the matter. 

DEBORAH: Yeah, absolutely.   

NINA:  Yeah, so at this point, Deb, do you want to talk about this mini-

MBA course at Rutgers?  Did they teach you anything about 

engaging followers?  Something we can do, do you have some tips 

that you might want to share? 

DEBORAH: Are those tips my tips? 

NINA: Yeah, do you want to share some tips?  I have some tips I’m going 

to share— 

<CROSSTALK> 

DEBORAH: Okay, so yours are… yours are the ones that are numbered. 

NINA: Yes they are, I’m asking you if you have some tips. 

DEBORAH: Yes, I do.  I learned a lot at this course and I was very grateful to 

go, it was an intensive and they do offer them during the year, and 

I hope that my having gone to it can help people who may not have 

the time, the resources or the energy to do so, so I’ll simplify.  One 

of the things they taught us, they began explaining how there’s 

been a shift in how marketing is done, in the days before radio and 

television, if there was Joe the Plumber down the street, everybody 

would say, hey I know Joe the Plumber, he’s great and you should 

use him and trust him because we all know who he is, so, and then 

when radio and television came along, advertisers would try to 

absolutely influence people’s tastes by saying you should buy this 

brand, because so and so likes it, you will too, but that’s like a 
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middleman, and what’s happened now with so much opportunity 

for us to give our opinions and to be connected socially with 

people throughout the world, is that as I’ve said earlier, we are the 

taste makers, we are the curators, so the way to build trust is to 

have people give you good ratings, to have them talk about you, so 

in developing some tips for social media marketing, would be first, 

make sure that whatever you’re doing, you’re authentic and 

transparent, so your followers learn to trust you.  If you’re very 

hype-oriented, in today’s world that’s an automatic turn-off, and 

people are so suspicious, and if you’re a baby boomer, you know, 

your early coming of age was during Watergate, so by this time 

with all the hype that’s been thrown us, and young people too, 

they’re just so used to having an opinion, they don’t want to be 

told this is what you’re going to like, and they’re also striving for 

individuality, so brands also need to be humanized, even the large 

companies are trying to sound like real people.  If you follow some 

of the social media strategies of companies like Coca-Cola, 

JetBlue, they’re making it appear like there’s an authentic two-way 

communication, and that’s very important so that people aren’t 

feeling completely insignificant in this very big and complicated 

world.  Another tip is, small interactions create loyalty.  If 

someone comments on something you write, and you comment 

back, that’s like a friendship thing, you’d be surprised how far that 

goes, and one little interaction at a time creates bigger interactions, 

and creates greater online friendships and develops loyalty.  Over 

time, you can build this into larger interactions, and I want to 

digress and say that these big companies are spending a lot of 

money on things that you can do for free.  They’re trying to distill, 

blend traditional focus groups and all of this, when really the best 

information in real-time is what they do with their social media.  

Now, they may have more slick graphics and all of that kind of 
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thing, but some of those types of opportunities are available for 

you as well, at low cost, with all of the free software and apps and 

websites out there, so over time, you build large interactions, you 

build loyalty, this is not a sprint, it is a marathon, it is meant to be 

grown over many, many months, even years.  It’s amazing to me 

that when I started with a few friends on Facebooks, that a few 

years later I would be maxed out, and having to now get other 

pages, and other, you know, other whatevers in order to still utilize 

Facebook as a marketing tool, and as a personal tool.  So 

engagement also will happen when you target your audience and 

you create some kind of interest, shared interest, because then 

they’re going to look for you, and they’re going to share you with 

their friends, and meaningful content and authentic helpfulness, a 

lot of free sharing of meaningful content that is keyword 

optimized, and I can define that further for you.  That’s going to 

bring more sharing, you don’t want to just go on Facebook, for 

example, on your page and say to people, like my page, give them 

to something to like, and then they’re happy to do it, whether it’s 

the brand that they like or something that you’re creating or your 

cause or your goals, they’re… I mean they may do it because 

someone told them to, but that’s not really engagement, that’s just 

‘buy my book,’ you go into a cocktail party, buy my book, and 

everbody looks at you like, who are you and why?  And so you… 

to target your audience, the content should be relevant and it 

should be continuous, you want to be consistent, and social media 

marketing is really valuing qualitative relationships as well as 

quantitative, it can lead to the higher return on influence, which is 

different than return on investment, that was the old paradigm, now 

return on influence is better for actual conversion, which means 

whatever it is you’re looking for, you want them to buy something, 

you want them to be your friend, you want them to be your 
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community, you want them to volunteer, give money, whatever it 

is, it’s going to create the funnel that leads to ultimate conversion 

and loyalty.  So that’s what I have to say on the subject. 

NINA:  All right, so I have a list of 13 tips I would recommend if you want 

to build a more engaged audience, no matter what you’re doing 

online, whether it’s blogging or social networking, so I’m going to 

run through these one by one, and some of these are going to echo 

what Deb has said.  So the first one is: engage first, sell second.  

Remember, whatever you’re doing out there when it comes to 

online, it’s social, it’s social media, and we tend to buy from those 

we know, whether we’re buying online or off, and when you’re 

doing something online, you tend to be quote-unquote buying 

anyway, whether you’re actually purchasing something or not, and 

we buy from those we know, like and trust, and you’re going to 

hear that a lot when it comes to social media, that it’s all about 

getting people to know, like and trust you.  These kind of 

relationships take time to develop — which is why social media 

marketing is also called “relationship marketing”, it’s about 

building relationships, so you have to engage first and sell second. 

And that’s why the rule of thumb is 80 percent sharing of great 

content, and 20 percent of the personal stuff or the selling.  

Number two is: be relevant.  People really like consistency.  If they 

know you’re going to inspire them to live better lives every day, or 

that you’re going to give them tips and tools on how to accomplish 

something, or somehow give them great benefits via your blog 

posts or your social networking status updates, they’re going to 

come back, and you can mix that up with the personal, as I said, 

and the occasional notice that you have something for sale, but 

basically you have to be relevant to their lives and to what they’re 

looking for.  This is always about the ‘what’s in it for me,’ that’s 

what they want to know, is what’s in it for me, and if you’re 
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relevant to that, they will come back and they will hang around and 

become part of your community.  Number three is be consistent, so 

don’t get excited and go crazy about blogging or Twitter and then 

suddenly quit.  That’s a sure-fire way to fail and to lose your 

community once you’ve built it.  So there was Gina Trapani, who 

blogged 12 times a day for 9 months at lifehacker.com, and she 

landed herself a book deal, but she kept going, and if you go there, 

you’ll see, she still has a community there, she doesn’t do it all 

herself anymore, but she built a site and she built a blog and a 

community, and it still exists, so if after a month you stop, people 

are going to forget about you and they will not trust you, so you 

have to be consistent.  Share and share alike is number four, this is 

not just about sharing your work, but sharing other people’s work.  

You have to be generous and remember it’s not just about you, 

there are lots of other people out there with great content in your 

field, don’t see them as competition and share their work as well, 

via the social networks.  Number five is: reply to everything.  Deb 

touched on this.  Unless you’re uber-famous, and can’t keep up 

with everyone or just don’t have the time, even if that were you, I 

mean look at Oprah, Oprah does respond to things, the people 

online, you need to reply to everything, actually T. Harv Eker often 

likes my posts, I don’t know if it’s really him, but if I say 

something to him on Google Plus, I get a plus one from him, so 

it’d be nice to get an actual comment, but actually that’s the point, 

you want to reply to everything unless it’s spam, and keep up the 

conversation, and that’s what Deb was talking about, that little 

things make a difference, you’re going to make new friends that 

way and kind of keep the old ones, and get conversations going.  

Number six is: don’t wait to be found.  So you want to go out and 

actually search for interesting conversations being held in your 

target markets, by people, by your audience, and in communities 
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that are on your topic.  Don’t expect people to just find you 

because you’re out there.  Just because you’re on Facebook or 

Twitter or have a blog, that doesn’t mean people will show up.  

You have to let people know you’re there, so go out and meet and 

make new friends on the networks.  Be passionate, speak up, and 

get involved.  Don’t spam them by saying hey, I have a blog over 

here, or did you know I have a book, you know, just go speak, go 

comment, go be involved.  So that’s number six.  Number seven is: 

pick and choose.  There are lots of ways to be involved, and lots of 

ways to build these platforms and communities, there are so many 

different social networks, so find one that works for you, or two or 

three, and get comfortable with those and stick with them.  You 

don’t have to do all of them if that feels too overwhelming for you.  

Number eight is: support your brand.  Every message you send out 

via social networks should support your branding.  Don’t just be 

out there saying blah blah blah, or sharing information from other 

people that doesn’t support your message.  There’s so many 

different things people send out, silly photos and stupid little 

messages, if that doesn’t support your cause or your mission, then 

that doesn’t serve you.  So pick and choose the things that do 

support you and your mission.  Number nine is: do what you love, 

the platform will follow.  When it comes down to it, if you’re 

doing what you love, and you’re sharing your purpose, your 

passion and your inspiration, people are going to follow you, 

they’re going to get onboard, and it really works this way, you are 

going to become a magnet, and you will get followers and begin to 

develop a community and a platform.  Number 10: use visuals.  I 

love Instagram, there are some people that don’t like it because of 

Facebook and some of the issues with copyright and all that, but 

it’s an easy way to get visuals up all the time, just from your 

iPhone or whatever.  Use photos on your blog posts, because you 
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can pin them to Pinterest and you can use photos on Google+.  

They also will come straight from your phone, it’s a great way for 

you to have visuals that people like and connect with, also 

YouTube is wonderful, people like visuals, and they’re sharable 

and it gives you another way to be out there.  Number 11 is: let 

your audience in on your project.  Crowd sourcing is a wonderful 

thing to do, you can get input from your audience.  You can share 

experiences, and ask for feedback.  You can get your audience to 

be collaborators with you, and they’re going to buy into what 

you’re doing, and we all know that when people buy into 

something, they get more engaged, they take ownership of a 

project, and they will later then buy it and take action on it, and 

that’s what you’re wanting, is for people to take action.  Number 

12: get offline.  Don’t just hide behind your community or your 

social networks.  Some of the most important connections you’re 

going to make are face-to-face, by going out and speaking.  Tim 

Ferris was the four-hour work week, he did a lot of connecting 

online and anyone offline, and that’s really actually how he 

became so successful with his books.  And the last one, Deb 

touched on, be authentic, that’s number 13.  Authenticity is going 

to get you the farthest.  Again, we want people need to know, like 

and trust us, and they have to care about you before they care about 

what you have to say, what you have to offer, what you have to 

sell, or the change you want them to make.  So being authentic is 

really going to help you inspire them to make changes.  So, were 

there any really interesting things, beyond that, beyond all my tips 

and the things you already offered, I wonder Deb whether there 

were any interesting things you learned at Rutgers during that 

course, the MBA, that you feel were really cutting edge, that our 

listeners should know about?  Any new research or anything else? 
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DEBORAH: They divided the course into covering all things digital marketing, 

and… which was awesome.  I think it’s important for people to 

know that websites need to be mobile optimized, that a lot of 

things… the real changes that are coming down the road are going 

to be the greater use of mobile devices, even beyond… certainly 

beyond computers and even beyond tablets.  So I thought that was 

very interesting, and it’s amazing what we’re going to be able to 

do with apps and with our mobile devices in the future.  We talked 

a great deal about the importance, depending on what it is that 

you’re doing, you know, a digital strategy needs to look very 

carefully at you, your goals, your message, because while I was, 

you know… in the last month or so, I’ve been working in various 

industries with digital marketing, so what you would do if you’re a 

musician is different than if you’re in the film industry, it’s 

different than if you’re in the book industry and you’re trying to 

build a platform for a book.  There are similarities, but the 

emphasis… your use of resources, what type of content you’re 

providing is going to depend on you and where you want your 

footprint.  Right now, the hottest area… I think Instagram is of 

course massive now, for especially young people, but one of the 

hottest areas for digital marketing is YouTube, and other… even 

though there are other platforms that are developing, and of course 

by the time people listen to this, that could change.  The man who 

taught our class basically said, don’t read my book, it’s going to be 

obsolete tomorrow, but there are certain ideas that are relevant and 

will continue to be relevant.  People like video, people like to be 

entertained, they like to be amused, they like funny, which is why 

you see so many cat and dog videos, and people dancing and doing 

stupid things, but what also is a benefit of having a YouTube 

channel, and it’s channel, it’s not how many people do one video, 

that has an impact, and there used to be a video about this kid who 
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I guess went to the dentist and asked if this was real life, when he 

was on nitrous oxide or something like that, and that went totally 

viral, that’s a one-shot deal, they may have done some others, but 

nowadays the importance is subscribers to your channel, and what 

that does is it helps you in your searchability.  When there are so 

many people using a platform, what you want to do is to be 

searchable, you want to stand out, you want to be able to reach 

your audience, so it’s a little bit of a different approach than people 

are used to.  You want to optimize your page, there are ways for 

you to use descriptive tags without being a spammer, there are 

ways to use descriptive tags that will also help you to be 

searchable, so I thought that was pretty cool, and then we also 

learned a lot about what’s called gamification, which isn’t just 

playing games, but it’s the concept of engaging with people in 

ways that make them gain status, challenge them, give them 

something fun to do, because if your cause or your message lends 

itself to this, it keeps them on your site, and you want to measure 

how many new visitors you have to your site, but you also want to 

measure, and there are all kinds of metrics and ways to do this, but 

you want to measure what’s called a bounce rate, you want to see 

how long are they staying on your site, because you want them to 

do something.  You want them to read your blog, you want them to 

buy something, you want them to join your e-mail list, if they 

come to your site and they leave immediately then they’re not 

engaging.  So that’s another thing that I thought was really 

exciting, and of course I learned how to analyze, from beginning to 

end, social media strategy and the analytics to show what’s 

working and what’s not working.  So I recommend people… I 

recommend that people find sources of information that are not 

overly hyped up, because there are many gurus who have claimed 

to know everything about this new world of social media 
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marketing, and some of them are very wonderful, but some of 

them are on the bandwagon, it’s a little bit like the wild west, and 

sometimes you’re going to spend a lot of money for things that you 

think are going to help, but if you don’t develop the marketing 

mindset, and understand why you’re doing things, it’s very easy to 

spend a lot of money on things that are going to get you nowhere.  

So that’s the other message, is to be discerning, as you continue 

your education, about how to utilize all these awesome 

technologies to create the career that you want, both with 

publishing and other things as well. 

NINA:  So, you know, unfortunately I didn’t have a chance to do your 

MBA, so I’m forced to just read books.  

DEBORAH: Hey, you could ask me anything anytime, but I will tell you that it 

is difficult to synthesize the information, and even after, I mean I 

was blessed to do this, it was something I did for myself, and my 

children just think it’s funny, ‘mom, you love school, you’ll take 

school until you… until your last day on earth.’  And it’s probably 

true, but what I liked about it was that it gave us the high-level 

overview of what is this thing called digital marketing and social 

media, so for anybody who feels confused by it, welcome to the 

world.  Just don’t be overwhelmed and intimidated because what… 

every little thing you learn and do is one more thing you’ve learned 

and that you’re doing, and it changes every day. 

NINA: So there’s a book that I’ve been reading that I just wanted to 

mention on this call because it’s a good one for our listeners to 

take a look at, and it’s by two people I trust a lot, Julien Smith and 

Chris Brogan, and they were the authors of Trust Agents.  And this 

book is one called The Impact Equation, and Julien and Chris talk 

about a formula for connecting with people — actually, they’ve 

honed it down to connecting with one person at a time — via 

social networks, or that’s sort of the theory, that this is possibly 
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how you can do that, to actually engage one person at a time.  

That’s kind of the ‘social’ in the social networks, and they use a 

formula that they say creates Impact, and they use the acronym 

CREATE, so C + R + E + A + T + E, CREATE, so C is contrast, 

I’m going to go through these just briefly, and we can’t on this call 

explain all of it, I just highly recommend, and I don’t get anything 

out of it— 

DEBORAH: Thank you, by the way, I always love to know of new books on 

these subjects, because there’s so much to learn and even if you 

only take a little bit from each book, it’s more… it’s wonderful, 

it’s more than you had. 

NINA: Right, and so I’m not going to go into this in depth, and I get 

nothing out of promoting the book except I just thought it was 

worth it, so let me go through these just really briefly.  So, the C in 

CREATE is contrast, and it’s basically about when someone hears 

about an idea or reads about it, it has to be both similar and 

different from what they previously experienced, so that it gets 

noticed.  They say contrast is like differentiation or interest or 

positioning.  The contrast makes your work or what you do as you 

create community or build platform remarkable, it makes it seen, 

and so somebody actually sees it amongst all the other stuff.  And 

the R is reach, how many people you connect with; the more 

people you connect with, the more influential your idea becomes.  

So we already talked about reach a little bit, but this goes back to 

the size of your list or the number of your followers.  And the E in 

CREATE is exposure, and that’s how often you connect with 

people and the best way to do that, which is going to be a little 

different for each, but then they talk about that in the book.  Okay, 

and so the A in CREATE is articulation, and this is how well your 

idea cuts through the noise and is understood.  So it’s really about 

understanding, whether people not only see your idea, but they 
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understand it as soon as they see it.  And then the T is trust, which 

is a big factor in getting engagement, as we’ve already mentioned.  

And the E in CREATE is echo, and that’s the feeling of connection 

that you give a reader, or a visitor or a participant in your 

community.  So all together, it spells CREATE, and you get what 

they call Impact, and Impact leads to all sorts of things, including 

engagement, and I think it’s really interesting to think about this, 

because as you create your book — CREATE — and your 

message and your pitch, all of this seems to come into play.  And if 

you get it right and you carry out your message and your pitch, 

your pitch is that elevator speech, and you build your platform and 

you promote, you can have contrast, you can get seen and you can 

have articulation, and you can be understood.  And you can make 

decisions that affect your reach and your exposure, how much 

you’re doing things and how you’re doing it, and depending upon 

other factors, you can create that trust and that echo, so I 

recommend the book, I recommend you look over it and read it, 

sorry I can’t cover it in more depth, but I want to just say that if 

you finely hone that pitch, that elevator speech that’s always talked 

about when pitching your book, when talking to agents and editors 

about your book, or even potential readers, and your message 

about why you want to get out there and change people’s lives or 

the world, I think that you can improve your engagement, that you 

can make it so that when you say something, people… you send 

out a status update or whatever it is, it will get seen and get 

understood, and so I recommend that you take a look at this book.  

So there are so many things — really too many things — that 

aspiring and published authors can do to build a platform and to 

build community.  I personally stress blogging a lot, because I 

think it’s the pivot point for all social media, because you need 

great content, which Deb mentioned earlier, you really need that 
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great content in order to share.  Once you have a blog, from there 

you can branch out into at least a few social networks successfully, 

and it’s easy then to engage people from that blog, so you’re set up 

for all that.  I then consider speaking the next most important 

activity to take on, because you can engage with people face to 

face.  Then some traditional media is great, which may allow for 

engagement, like call-in radio shows.  But that said, some writers 

find writing for publication is their easiest way to build platform, 

but there’s not necessarily a lot of engagement there. So what do 

you think are the most important things for aspiring writers who 

want to create change to be doing?  I mentioned the blogging and 

the speaking, Deb. 

DEBORAH:  I think it’s important to create an overall strategy.  Decide what 

your goals are, then I always think it’s important, as you say, I 

think whether you’re doing a blog-slash-website, or a website with 

a blog, whether you’re blogging or not, because that takes time for 

people sometimes to jump in the water with that, I recommend 

having a hub because people will look at it, it’s your address, it’s 

your real estate, there’s so many ways for you to make yourself 

appealing to people, and then choosing a couple of things that you 

like to do, I could sit with someone and, like I did with this one 

television pilot, I created a guerilla marketing plan for them that 

was very different from what people are doing, they hadn’t caught 

onto it yet, very different from what people are doing in television, 

but it was so tapered to the specifics of their characters, their goals, 

their story, so someone can create that for you, but you can do it 

for yourself by being focused on what’s your end goal, and if you 

find something you like, stick with it, learn about other things, but 

I’m very happy to use LinkedIn for example, it’s not my primary 

social network.  I like my own social network, but even then, I 

have to say that right now, I’m doing more with Twitter.  It’s easy 
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for me to do.  When I think about blogging, until I get some of my 

projects out of the way, it’s like, wow, I have to do it, and I have to 

do it consistently.  For me, I’m not in the natural rhythm of it, I 

know that you are Nina, and that’s awesome but I know that some 

writers, you know, you have to get in the rhythm of it and you have 

to be consistent, and it’s got to be content that is searchable, so for 

me right now, I like Twitter, it may not… who knows where it will 

be in a couple of months.  So that’s really what I would like to 

leave our listeners with, is find what you like, do what you like, 

because it’s like exercise, if you find a sport you like, you’re going 

to do it, and some people still look at platform-building and digital 

marketing and social media as a chore like exercising, but after a 

while, when you get the hang of it, it’s really enjoyable, it’s 

pleasurable and it’s something you’ll look forward to doing, and 

it’s got great benefits. 

NINA:  Right, so as Authors of Change, would you add anything you think 

will help them build an engaged platform, something that sets them 

as Authors of Change apart, makes it easier for them than other 

authors, you think there’s something particular to them that would 

be easier? 

DEBORAH: I think self-talk is very important for Authors of Change.  They 

need to stick to their authentic message, they need to believe in it, 

they need to have passion for it, they need to be unstoppable, they 

need to not be overwhelmed by all of these things, these are tools 

to help you, they’re not meant to make you feel like you’ve failed 

at your existence on this planet, they’re all new things that did not 

exist… I mean, just think of what the great prophets and ascended 

masters and all of the other beings on this planet would have done 

if they’d had half of what we have at our disposal, at our fingertips, 

literally, so really I think what’s most important is that drive that 

Authors of Change have to work and then rest.  Ebb and flow.  See 
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what’s working, if it’s not working, get rid of it, and keep the 

passion and the joy that comes with having a mission, knowing 

that you have a mission and following through with it. 

NINA:  Right.  I really think Authors of Change have the opportunity to 

tap into their own emotional space about change.  If they’ve done 

some of the work on themselves, which we’ve talked about in our 

course, to tap into that and into who they are and their own work 

about change, and bring that into their promotion, into their 

blogging, into their online presence, whatever it is they’re going to 

do to help promote themselves and build platform, and in doing 

that tap into the emotions of others.  They’re going to engage with 

others and make it easier for themselves to build platforms.  Most 

people really want to change, and know that they need to change, 

they see the need for change in the world and in their lives and 

organizations, and most of us take action based on emotion, so I 

think that if those listening want to write books to inspire change, 

are Authors of Change, I think if they can find that emotional 

place, and also come from their passion, and their purpose, and be 

inspired and authentic, that they’re going to be quite successful and 

not feel so overwhelmed. 

DEBORAH: Absolutely. 

NINA:  So, I’ve had a number of clients and readers and students tell me 

they simply get overwhelmed when thinking about building 

platform and community, and of course both of us as book 

proposal consultants and editors had book proposals come across 

our desks for editing or for consulting that have no platform 

section to speak of, and I know we both probably had to send 

aspiring writers off to build platform and come back.  So do you 

have any standard advice for these authors, especially as an agent, 

that’s why I’m asking you, I have my advice that I give them, but 

as an agent, what do you tell them, since mid-sized publishers 
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require some platform at least and the large ones always want 

some platform, so for those who want to be traditionally published, 

what kind of advice do you give these authors, who have really no 

platform? 

DEBORAH: Don’t give up their day job.  No, just kidding, that was a joke.  I’m 

a real advocate of people starting from where they are, having faith 

that they can do it and just doing it, because if they have a book 

that they’re passionate about, and they’ve all of the evaluation that 

it’s a new voice and that it has merit, whatever they start doing as 

of today is going to benefit them.  they’ll be able to show that they 

have a marketing mindset and that’s really important, because 

there are… in traditional publishing, there are certain places on the 

list that will allow for books that don’t have the massive marketing 

platform or the author platform, but what happens sometimes is, as 

you alluded to, people will write proposals and this is not when 

they’re asking for consulting, because when I’m consulting with 

them, I’ll give them a strategy to start building their promotion, to 

plan their promotion and to build their platform, but people will 

often write to us as a literary agency and say, when the book is 

sold I will promote it, well it has to be the opposite because there’s 

so much competition, and I’m not saying that to overwhelm 

anyone, but the publishers want to know that you’re a team player 

and that you’ve already thought about what you’re going to do, and 

you’re already doing it, that you believe so much in what you’re 

selling, so to speak, that you’re already investing your time, your 

energy and you’re educating yourself to be a player.  I think in 

perhaps situations where people are writing novels, they may be 

able to be more artistic about it, but even in that situation, if 

someone has already been doing readings and they’re getting out 

there and have a fanbase, that helps them.  There are a lot of people 

who aspire to write, and after you eliminate people who are maybe 
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not mastering their craft as yet, because it is a craft, what’s going 

to separate them are all of these other things.  So, you know, if I’m 

editing and building a platform with a client, I approach it 

strategically, and as an agent if I’m getting something that assumes 

they’re going to do it when they get a book deal, I just say that’s a 

person who doesn’t get it, and unless I love the book or it’s a 

celebrity who already has some kind of platform, we will probably 

pass, because it shows a naivete about how the business works, and 

writers need to be writer entrepreneurs, as much as they hate to 

think in that direction, if they’re not using all of their opportunities, 

they’re missing the opportunity.  

NINA:  So it seems to me that some of that comes down to a willingness 

on the part of writers and aspiring authors to take on that platform-

building, which really is promotion, early promotion, and to have 

the right attitude, I always talk to my clients, like coaching clients 

and the people I consult with, and tell them they need to have what 

I call an author attitude, and that’s really a willingness to do what it 

takes to succeed as an author, and that means building platform 

and promoting their books.  And to me, some of it has to do with 

being realistic.  You know, being realistic about what it takes to be 

a traditionally published author, being really realistic about what it 

takes to have a successful self-published book, being realistic 

about everything that goes with being an author.  And then, you 

know, doing what you can, and trusting that it will be enough, so 

that you aren’t overwhelmed, because there is so much to do, so 

you have to figure that out, see what really it’s going to take, if you 

want a big publishing house behind you, then you have to realize 

what that means, and what that means for you as an aspiring 

author, what kind of standards you’re going to have to meet, and if 

you want to be self-published and sell lots of books, what does that 

mean?  Can you, especially for a non-fiction author, what does that 
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mean?  For a novelist, it could be that you just write a great novel 

and it really makes it.  You know, as an e-book or whatever, I 

mean that’s been known to happen, but you have to be realistic, 

and then do what you can, and trust, trust that it’ll be okay. 

DEBORAH: Absolutely, I also think patience is really, really important for any 

author, because after you launch your book, let’s say you do find 

an agent, and your agent’s going to submit it to publishers, it’s 

very rare that there’s a quick turnaround on that, so you have to 

develop qualities that go along with the writer’s life.  A lot of it’s 

hurry up and wait, a lot of it is learning more and more, you are a 

perpetual student, you’re always improving your craft, improving 

your understanding of the business.  Thank god that in this day and 

age, there is so much information that was not available 20 some 

odd years ago, to really navigate the publishing industry and all the 

changes that are happening in the publishing industry.  People will 

really, on their own, now… you know, you can find it everywhere.  

So yes, realistic attitudes are good, you wouldn’t suddenly decide 

in your life when you retire that you’re going to just be a brain 

surgeon because it sounds interesting, there’s a learning curve, so 

be good to yourself, make this a joy because it is a joy, some of it’s 

tedious, some of it’s hard, some of it’ll make you twist your hair 

into a knot, but the overall picture of the writer’s life, if that’s 

something that you want, it’s achievable.  It’s achievable on many, 

many levels, but you have to show up and do the best you can.  But 

be realistic about what that writer’s life looks like, because it’s not 

just sitting at your desk writing, and it’s also different for 

everyone. 

NINA:  Right, so there have been— 

DEBORAH: We can’t all sit blind at Martha’s Vineyard. 

NINA: That we can’t all what? 

DEBORAH: Sit blind at Martha’s Vineyard. 
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NINA: That’s right, though I think it would be a good idea.  So there have 

been a lot of discussions lately on the internet about whether or not 

aspiring authors even need a platform, or when they should start 

building one, and of course, based on our discussion today, I think 

we both agree that aspiring authors will always need to hone their 

craft, their writing, and hone their idea, to create a marketable one.  

And beyond that, I think we both agree that in order to help them 

succeed and their books succeed, they’re going to need a platform 

at some point.  It’s the rare author who simply writes a great book 

that seemingly sells itself.   

DEBORAH: It’s usually after they’ve been dead. 

NINA: Yeah, we don’t want that to happen, we don’t recommend that. 

DEBORAH: Exactly, so start today, do your first Tweet and live happily ever 

after. 

NINA: At some point, those who want to author change in the world, to 

write books that inspire change, will in fact need to begin creating 

a community of engaged people who are interested in their cause 

or the change they want to create, which we’re assuming is all of 

those listening to this, so I think, I hope we’ve provided all of you 

Authors of Change with a huge number of tips and tools to do just 

that.  So Deb, do you want to share your… how they can find you, 

your online information? 

DEBORAH: Absolutely.  The best way now to find me is through waenet, that’s 

waenetwork.com, that’s the social network for writers, agents and 

editors, from there it will lead you to all of my other ventures.  If 

you’re interested in digital marketing consultation or editing, my e-

mail is Deborah@waenet.com, and I answer all my e-mails.  And 

we also have our agency website, which is jeffherman.com, and 

thank you so much, Nina, and how can we reach you? 

NINA: So, the easiest way to find me is at ninaamir.com, and from there, 

if you’re interested in writing and publishing, or blogging advice 

mailto:Deborah@waenet.com
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or a blogging strategy which will tie into your social networking, 

which is what I do, I will help you develop a strategy to go from 

blogging to social networking, or if you want to blog a book or you 

need any other kind of help along those lines, you can click 

through from ninaamir.com to copywrightcommunications.com. 

The easiest e-mail for me is nina@ninaamir.com, and I’m findable 

on all social networks, if you search for Nina Amir, and on 

Facebook you can like me at ninaamir.com. 

DEBORAH: Nina, I just need to add that I spell my name Deborah, there’s 

many ways to spell it, so it’s Deborah@waenet.com, thank you. 

NINA: No problem, and all my blogs are available at www.ninaamir.com, 

I have five of them, so you can find them all there.  I think that’s 

probably good, so yeah, other than that, we would just say thanks 

to everyone for listening, and again, this teleseminar is part of the 

Author of Change Transformational Program.  You can find more 

information at www.authorofchange.com.  So thank you all, and 

go out and become Authors of Change. 

DEBORAH: Change the world, for goodness sake.  We’re counting on you. 

NINA: Please do.  Thank you, everyone. 

DEBORAH: Thank you, Nina. 
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