
NA: Hi, everyone. This is Nina Amir, the Inspiration-to-Creation coach and the bestselling author of 

How to Blog a Book, The Author Training Manual and several ebooks. 

 

I'm here today speaking about publicity – basically book promotion as well as platform building, two 

enormously important topics if you want to succeed as a writer or have a career as a bestselling author. 

I'm chatting with my colleague Joan Stewart who's known as the “publicity hound.” Hi Joan. 

 

JS: Hi there. 

 

NA: Joan is a publicity expert, as well as a coach and mentor who works with authors and business 

owners just like you who want to use free publicity from traditional and social media to establish 

credibility, enhance reputation, position yourself as an expert and sell more products such as books and 

services. She has worked with thousands of CEOs, nonprofit executives, authors, speakers and experts 

who need to tell their story to the world. She has helped her clients pitch themselves to the media to get 

on to Good Morning America and onto the front page of the Wall Street Journal – that's pretty fabulous. 

She is the author of four ebooks on publicity and she has quoted more than 60 books on marketing, 

public relations and small business. Pretty impressive. 

 

I want to welcome you again, Joan. I'm really thrilled to have you here today talking to me. 

 

JS: Thanks, Nina, it's great to be here. 

 

NA: Okay. Before we get into my nitty-gritty questions for you, I thought we could start with a little bit 

of an overview of the difference between publicity, promotion, marketing and PR because I think 

people get very confused. These terms are used interchangeably a lot like we have marketing plans, but 

that's the same thing as a promotion plan for a book. What's the difference between all these terms? 

 

JS: Okay. Marketing is the big umbrella and the other three fall under that. I want to read one of my 

very favorite quotes about the difference between advertising, PR, marketing, etc. I found this some 

place online and I just love it. It gives sort of a really good explanation of what you just asked and here 

is how it goes. 

 

If the circus is coming to town and you paint a sign saying, “Circus coming to the fare grounds on 

Saturday.” That's advertising. If you put the sign on the back of an elephant and walk it into town, that's 

promotion. If the elephant walks through the mayor's flowerbed, that's publicity. If you get the mayor to 

laugh about it, that's public relations. 

 

NA: I love that. That is great. 

 

JS: For authors and marketing, book marketing is sort of the big umbrella and it's synonymous with 

promotion, publicity, used to be only publicity and traditional media like newspapers, magazines, radio, 

TV, but today that includes the wide variety of places online where you could also get publicity for 

your books, and that would include blogs when you may be guest blogging, it could include the social 

media sites even though we're told you're not supposed to promote on social media. That's one of the 

reasons it were there, to share our expertise. 

 

So if you think of marketing as the big umbrella and everything else sort of a subset, you'll be fine and 

I don't think you need to get caught up on the definitions. I think it's more important to just go do it. 

 



NA: Great. Super, but I love that example. That was wonderful. 

 

Okay, before I ask you about your best book publicity tips that's where we're going to get to, let's about 

common mistakes you see authors making. Is there anything they have to have in place before they try 

to get publicity for their books? 

 

JS: Absolutely. I get a lot of authors who do total consulting with me or who see me at seminars. I 

speak at a lot of authors conferences and they'll come up to me with their book, they'll show me the 

book, they'll say, “I can't understand why I can't get publicity for this.” I look at the cover and I can tell 

from eight feet away that it is self-published because it looks like it's self-published. If you're going to 

invest in anything, please invest in a professionally designed cover. That's going to make all the 

difference especially if you want to get your book into bookstores because the cover is the first thing 

that the bookstore buyer looks at to determine whether or not to carry your book. If the cover isn't 

good, they toss it on the junk pile with all the other junk books. That's the first mistake. 

 

The second mistake is I see a lot of authors who come to me after the book is written, wanting to know 

who their target market is for their book. They don't know who to market to. I used to be really shocked 

by this until I talk to about 300 authors and I find most of them don't understand how to find the target 

market. They don't know even before they've written word one, who the target market is. So if you 

haven't started writing your book yet, write a profile of who the perfect reader is for your book. They 

call it a little avatar or persona. Who are you writing to? How old are they? How much money do they 

make? Are they men or women? Where do they hang out online? How much money do they have? 

How well educated are they? I hear people saying all the time, “Well, my aunt Sally says she thinks 

everybody need to read my book.” If that's the case, if your book is being written for everybody, you've 

got to market to everybody and that's absolutely impossible. You can't do that. That's the second 

mistake. 

 

The third mistake – and I can't believe, Nina, I see this all the time – I see authors with professional 

business cards that has email addresses that are Yahoo, Hotmail, AOL, Roadrunner – you don't want 

that. You don't want Joanstewart@yahoo.com. That screams to the world, “I'm not a professional and I 

don't know how to market myself.” Get an email address that's associated with your web domain and if 

you don't have a website, get it. If you don't have a web domain, go ahead and find a domain name. 

You can get one from $8-$10 and have attach that web domain to your email address. It will make you 

look a lot more professional. 

 

Lat big, big mistake I see people make, they don't include contact information at their website on every 

page. I'm lucky if I can find it. They don't include their phone number, their email address or their 

shipping address and they don't want to be bothered at home. Fine. Get a line, get a Google Voice 

number that's not associated with your home telephone. If you don't want people to know where you 

live, get a P.O. Box. You could now get one for $75-$80 a year. A lot of people don't want to be 

pestered via email. If you don't want people to contact you via email, then you want not be [ph] writing 

a book and that's my rant on [inaudible]. 

 

NA: I agree. I think they better have the cellphone number or at least a home phone or something 

because if the media wants to contact you, they usually want you now, not in three weeks. 

 

Okay, what about author platform? We hear a lot about author platform and you've talked about some 

of the mistakes, but before we actually get into the actual publicity, do they need this author platform 

for their publicity to work? 



 

JS: Absolutely. Yes. You've got to have platform because without a platform, if a journalist is doing a 

Google search for let's say any expert in your topic, let's say it happens to be a “romance expert” and 

you don't have platform, it's impossible to find you online, they're not going to find you, they're going 

to find somebody else. You've got to have a platform and you've got to start building it slowly. You 

need to start building it in a series of baby steps. You're not going to be able to build it in three weeks or 

in three months. You start with really small steps. The best way to start, I believe, is with a blog 

because the blog is your own property and nobody can take it away from you. That's your main 

platform from which you can funnel traffic from Facebook to your blog, from Pinterest to your blog, 

from Twitter to your blog, from other blogs to your blog and that's your property. It's like your little 

house. 

 

Big word of caution for those of you who are blogging. If your blog URL ends in like 

Myblog.wordpress.com, or Myblog.blogger.com, that's bad and you're being hosted by WordPress or 

by Blogger and you don't want that. You want to get it self-hosted, which means get another company 

to host it for you like Hostgator, GKG, or GoDaddy, or any one of those. 

 

NA: Right, for sure. We'll be talking about this in another module about blogging, but basically what 

that's doing is it's allowing you to make the rules about what you do with your site and allow you to 

have an email list and all kinds of other things that you're going to want to have. You're not reliant on 

anybody else, you're running the show. 

 

JS: Right. 

 

NA: Okay, is there anything else other than the blog that you suggest that they do to build platform? 

 

JS: Yes. This is really important. You want a Google profile and if you don't know how to create a 

Google profile, just go on to Google and type in “How to create a Google profile.” What a Google 

profile is it's sort of the main page on Google that tells Google where you are on all of the other 

websites out there, where you have a Pinterest profile, where your blog is located, where your website 

it, where you are on Facebook, LinkedIn and I don't even know, Nina, is there a limit to the number of 

links that you could have on a Google profile? 

 

NA: I don't think so. 

 

JS: I don't think so either. If you're writing regularly – let's say if you're a contributor to somebody 

else's blog, you're going to want that on your Google profile and all the links could be found online. 

Then if anyone let's say connects with you on Google+ and they're curious where else they can find 

you, they can pop over to your Google profile and then see all the links where you're located in. We're 

put on this earth of course to please the Google gods. 

 

NA: That's right. 

 

JS: If you don't please the Google gods, forget it, you're a nobody. The number one rule is please 

Google. Do everything they tell you to do to keep them happy and to have them pull lots of traffic over 

to your blog and your website. 

 

NA: Okay, great. So let's go back. You mentioned target market and I do make my authors – when they 

work with me – start out by figuring out their ideal reader and their target market, but this really is a 



common question that authors ask: where exactly do they find their market once they have to find it? 

 

JS: I'll tell you. If you know who your target market is, Nina, the rest of it is easy. You know that. The 

rest of it's easy. Your target market is generally – and again, the more that you can define, the more 

clearly and thoroughly you can define your target market, the easier it is to find them online. I'll give 

you an example. I had an email from one of my readers last week who said, “I'm a publicist and I'm 

helping such and such do publicity. They're looking for the Christian market. I don't know how to find 

the Christian market. Will you find them?” Well, the Christian market is in a wide variety of Christian 

discussion forums, they're on Goodreads and if you're not familiar with Goodreads, go on over to 

Goodreads.com, it's the largest book recommendation and book review site in the world and it has 

thousands, and thousands, and thousands of special interest groups. 

 

I believe even under the broad category of “Christians,” there are probably a lot of subcategories 

underneath that. Go to Facebook groups, there are Christian groups on Facebook; go on over to 

LinkedIn, you'll find Christian groups there; do a Google search for “best Christian forums,” “best 

Christian discussion groups;” do a Google search for “Christian bloggers” or, “Christian blogs.” Here is 

another great one, Meetup groups. Let's say that you are a Christian author and you want to speak to 

Christian groups in your own hometown. Go on over to Meetup and do a search for Christian Meetup 

groups within a certain mile radius of whatever your zip code is. If you do only those, you will be kept 

busy for weeks, just weeks finding those Christian audiences. 

 

NA: Right. That's great, great advice and I think it's much easier than people think it is to find their 

market or find their readers. 

 

Okay, they found their target markets, now what do they do? 

 

JS: You need to NOT promote your book. That's the big temptation everybody has. If they find a target, 

they'll find their target, they immediately want to go into discussion forum and start to tell everybody 

about their book. Nina, I don't know about you, but let me ask you, what do you think when you go into 

a discussion forum and somebody is trying to promote their book? 

 

NA: It's a turn off. It's a turn off. I think that when you first enter the group, you expect people to be 

helpful, or to ask questions, or to respond to questions and those kind of things. Then if somewhere 

along the line it becomes appropriate to say, “By the way, I have a book that would help you.” Then 

that's okay. But to just pop in there and go, “Hey everybody, I'm an author. I got a book you really want 

to buy.” That is a huge, huge turn off. 

 

JS: Right. When you enter one of these groups, whether it's a LinkedIn group, or a Facebook group, or 

a special interest group on Goodreads, you want to spend some time to lurk in the shadows and take a 

little bit of time to see the kinds of questions people are asking in the group and think about how you 

might be able to help that group. It's got to be appropriate to the questions they're asking. You might go 

into the group and find, “This group really isn't for me.” Well, leave it and go find another one. 

 

Look for people who are asking questions that fall within your particular area of expertise and then 

answer those questions without promoting your book. It's also very important, too, when you enter one 

of these groups, especially in a site like LinkedIn, make sure you understand what the protocol is and 

the etiquette for certain groups because a lot of the group administrators really frown on people who 

outwardly promote their books and they'll kick you out of there if they see you doing that. So, make 

sure you follow the rules, position yourself as somebody who is incredibly helpful and you will soon 
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earn a reputation and it's going to take some time. You'll earn a reputation as a go-to expert within that 

group, but you can't always be promoting. 

 

Now, if you've written a blog post that goes into – let's say it's a 15-part step-by-step process on how to 

do something and somebody in the LinkedIn group asks, “I'm having problems hooking up my 

Logitech camera to my Skype account.” Nina's laughing because we had about 20 minutes of we 

thought we got around this thing before we started this call and you can offer a step-by-step process on 

exactly how to do this and you've done it over at your blog, no problem linking to the blog post. 

 

NA: Right, but I want to just say that you have to be careful by just posting that. Doing it the way 

you're saying, Joan as a response to a question works really, really well. Nobody has a problem with 

that, but you have to be sure in these groups that it's appropriate to just put a blog post. Some of them 

love it. You can actually share your blog posts if they're appropriate to that group. Let's say it's the 

spiritual writers group. There's a spiritual writers group on LinkedIn, I can't remember if they allow 

blog post, but if they did, every time you write a blog post, you could go over there, share it and that 

would be appropriate, but it has to be in their rules. If that's not in their rules, then you're going to get 

kicked out. 

 

JS: Exactly. 

 

NA: But if it is like you said, somebody asks a specific question and you say, “Hey, I wrote about this 

and here is the answer in my blog post” then nobody is going to frown on it. 

 

JS: Right. 

 

NA: Okay. Anything else you wanted to say about that? 

 

JS: That's it. Spend some time, take a look to see if this is the kind of place where your target market 

isn't that, offer helpful information, interact with people, don't just constantly put your stuff out there, 

but not respond to people. It's sort of like going to a cocktail party, just going up to people, talking and 

then walking away before they have a chance to reply to you. You don't always want to be simply the 

only one talking in these groups. 

 

NA: Right. So it's really about solving problems, answering questions, being entertaining, that sort of 

thing. 

 

JS: Yes it is. 

 

NA: Okay, all right. What about fiction authors? I hear this more often than anything else, they don't 

know how to promote their expertise or their books because they're telling stories and they don't feel 

like they're experts. So what do they do? 

 

JS: I highly recommend that you become an expert in a topic that's tied into your book. Let's say that 

you have written a civil war romance novel. I would certainly hope that you have research the civil war 

to make sure that the things that you're talking about in your book are historically accurate. You can't 

become an expert in the entire civil war, but maybe in a part of it. A part of it might even be the types 

of clothing women wore during the civil war because maybe that ties into your book somehow and to 

become an expert in something does not mean that you have to be the one person in the world that 

knows the most about a particular topic. You just have to know more than most people know about that 



topic and there are numerous levels of expertise. 

 

In order to become an expert at the bottom of the ladder, you simply have to be able to talk 

extemporaneously about your topic and you answer questions on it for about 20 minutes. That's an 

expert at the bottom under the ladder and then from there you work up. 

 

NA: Right. What I suggest people do, when fiction authors come to me and ask me this, I usually 

suggest that they crossover into nonfiction, that they produce even if it's a short ebook, something that 

takes them out of the realm of fiction into nonfiction so that they become an expert in maybe the 

clothing of the 1700s, or the civil war, or whatever it is that they put themselves out as an expert in that 

one topic area because what does does for them is it allows them to then go out and speak on that topic. 

They can get more speaking gigs as an expert on something than they will just as a novelist. 

 

You can tell me if I'm wrong, but I think the number of readings being done has gone way down and I 

think that if you put yourself out there as an expert, you widen the opportunities that you have to speak 

and then you're selling your novel at the back of the room, plus you can sell your ebook, or if you print 

it, you have two books now. 

 

JS: Absolutely. I love that idea. As a matter of fact when you and I talked about that last week and you 

suggested that idea, that fiction authors crossover and write a nonfiction book, I thought that was 

brilliant. I never heard that before and you are so right about speaking. 

 

If you're watching this and you're thinking to yourself, “I've got stage freight. There's no way I can 

stand in front of 300 people and speak.” I don't know that I ever have stood in front of 300 people and 

spoken. I do primarily hands on workshops so I do a lot of smaller groups of 30 people, 50 people, 

even if you go to your local library and you do an author event there for maybe 15 or 20 people, you 

don't have to speak to gigantic big crowds unless you're going to sell yourself as the keynote speaker. 

Again, there are all kinds of groups in your community. Toastmasters is a fabulous group to join. It's 

free and they will teach you all kinds of platform skills and how to get the butterflies flying in 

formation before you start to speak. 

 

NA: That's right. I always tell the story. I started speaking for a small church and it was a new-thought 

church. I happen to be Jewish, but they were secular and every month they had a different topic so I 

could never speak on the same topic twice. I had to go there and I just learned to carry cards. I have 

these cards I would hold in my hand and because I never had it memorized – I knew what I wanted to 

say – but I'd show up and I have designed a talk on something I was interested in that related to my 

books, but was on their theme for the month. Sometimes there were five people in the audience and 

sometimes there were 40. It allowed me to get over my nerves and to learn to be okay with getting up 

there with my bullet points, to just be okay with not always having a perfect, just being in front of an 

audience and just speaking. 

 

JS: If you're passionate about your topic and I certainly hope you are – you never would have written 

about it – the rest is going to be okay. You can learn the rest of the skills. It's the passion that people 

cannot teach you. You need to have that first before you use the tools on how to become a good 

speaker. 

 

NA: Right. Okay, once you have someone interested in your topic and they're communicating with you 

online, what's the next thing? 

 



JS: Well, this is the one that a lot of authors don't want to hear. When you hear this, you're not going to 

like it. I'm going to tell you right now, but it's very, very important and this is the key difference 

between authors who sell books and authors who don't. Your next goal is to, once they know, like and 

trust you, to capture their email address because you want to build an email list of people who you can 

email over, and over, and over again. I can hear all of you right now screeching, “I don't want to do 

that. I hate spam.” No you're not going to spam. You're going to be emailing helpful tips and helpful 

information that people are going to find useful. 

 

There is a tip that I shared in my newsletter. I'll give you a perfect example. Last week before, I shared 

the tip that on April 21st is the deadline that Google has placed by which your website must be mobile-

ready. It must be mobile-friendly website because when people are searching for your site on an iPad or 

on an iPhone, if your site is mobile-ready, Google will give it higher listing in the organic search 

results. I had so many people thank me for that, “Thanks for letting me know. It's the first time I've 

heard about that deadline.” Well, I haven't heard about it until a couple of weeks before I wrote the 

newsletter item and that was free advice I was giving people. That's the kind of thing they look to me 

for and if I give them a lot of free advice, I try to follow the 80/20 rule, 80% helpful content, 20% 

promotion. You want to then collect email addresses and the best way to do that is called a “free opt 

in.” Something free that they can opt into. 

 

I would recommend you stay away from the ebooks because ebooks are sort of “old hat.” Go for things 

that are really easy to digest. People love cheat sheets, they love checklists, they love a little video 

tutorial on how to do something, step-by-step direction, even industry-definitions if you happen to be in 

an industry where the definitions are really sort of confusing. That's the kind of thing you want to offer 

and then once you get their email address, you want to send on a regular basis. By that, I mean if you're 

mailing less frequently than every other week, that's not enough time to be able to get in front of 

people. I mail twice a week to my newsletter list and that puts me in front of them 104x a year. 

 

NA: I know what people are thinking. It's the same thing you just said about spamming, “I don't want 

to be spammy. They're going to drop off my newsletter list. They're going to unsubscribe because I'm 

emailing too much.” Somebody told me something that I've always remembered and I actually wrote a 

blog post about this one time. If people are dropping off your email list because you're emailing them 

too much, they're not the right people for your mailing list. You want people in your mailing list who 

want to hear from you. 

 

JS: Exactly. You know what I do, Nina? I clean my list and by cleaning it, my assistant goes into 

Aweber. That's where I have my list management, my newsletter platform and we throw people off the 

list if they have not opened anything and I think it's four months. Because why should I pay to mail to 

them? I don't want to have to pay a mail to them and plus I only want to mail to people who are reading 

my stuff because if somebody is not reading it and all of the sudden they open up one day and they 

can't remember who I am, I don't want them charging me with spamming because they forgot that at 

one point they opted in to the list. 

 

You're absolutely right. If people don't like your content and they unsubscribe, these people are not 

going to buy from you anyway. 

 

NA: Exactly and that's the ultimate point. They're not going to buy from you anyway. 

 

JS: Exactly. 

 



NA: What we want is for them to sign up for the mailing list, give them all those great free content so 

that we can eventually say, “Buy my book.” 

 

JS: That's right. 

 

NA: If they're never going to buy from you because they don't want to hear from you, then you might 

as well wish some good riddance and get somebody new. 

 

JS: Exactly. 

 

NA: All right, great. We're on the same page there. 

 

Let's talk about book reviews. How many book reviews do authors need and how do they get them? 

Because we hear so much about book reviews like on Amazon that if you don't have enough book 

reviews, nobody is going to buy your book. 

 

JS: I do a cruise every year with Judith Briles and Amy Collins. It's the Publishing at Sea Cruise and 

when we did the cruise in January, I heard Amy say that you need a good 125 reviews on Amazon 

before Amazon will actively start to promote your book. Some people think they only need five 

reviews or 25 reviews. You need as many reviews as you can possibly get and that doesn't only mean 

from Amazon's top reviewers. Everybody is pitching the top reviewers, so be willing to go down to the 

next level, and the next level, even underneath that. I think the best way to pitch reviewers – I'll tell you 

how I like to be pitched. 

 

Somebody sends me – they don't send me a book – they send me an email. They'll catch my attention 

subbed with a clever subject line and they will let me know that they know who I am. That's the first 

thing I want to know. If you read my newsletter, tell me that. If you've been to my blog, tell me that. If 

you know I'm a publicity expert, tell me that. If you've seen me at a conference, tell me that right off 

the bat that I'll know there are some kind of an immediate connection. Next, explain to me in just a 

sentence or two what the book is about and why my audience would care about your book. Then ask if 

I am interested in doing it for a quick review and then tell me that the choice is mine on how I receive 

your book. 

 

I may want a print version although a lot of reviewers don't ask for those anymore. If so, be willing to 

mail it. I may want just a simple PDF. You can send that and then there are all kinds of digital versions 

also that you can send. That's the best thing to do, keep it really short. I don't want a big long 

explanation of everything that the book is about. I don't want the subplots or any of that. I want to 

know what it's about and why my target audience should care. 

 

NA: Right. Great, super. Along those lines, we often hear that because a lot of these reviewers, 

especially people who maybe they aren't reviewers but – actually this is a question I was going to ask a 

little later, but it kind of goes with it – in terms of blurbs that we might be contacting people who are 

very busy, famous, maybe influencers, experts. When we contact them and ask them for basically it's a 

review, it's just very short so the blurbs are just a few lines, a testimonial for a book, do we approach 

them the same way? I've often heard because they're so busy that we should write a draft of the blurb? 

 

JS: No. 

 

NA: Okay. 



 

JS: Here is how I recommend you do it. You do not want to contact an influencer and have the first line 

of communication between you and them, be you asking for a blurb for your book because they're 

going to wonder, “Well, who does she think she is that I'm going to drop what I'm doing and read her 

book?” Here is what I recommend you do. Follow them on Twitter and start to retweet their content. If 

it's a keynote speaker who's speaking at the South by Southwest Conference, tweet the fact that they're 

going to be the keynote speaker, that they're speaking. Share their content whether it's on Facebook, or 

Pinterest, or Twitter. Go over to their blog and comment on their content two or three times at their blog 

and once you've get them to know who you are – and I promise they will know who you are if you do 

this enough, then ask for a blurb. 

 

NA: Okay. 

 

JS: That's the best way to do it because then they'll feel as though they know you and they will know 

that you've already made the connection with them somehow as opposed to me just contacting 

somebody out of thin air, they have no clue who I am, they're really busy and I'm asking them for 

something. Don't ask first, give first. Give, give, give, then ask. That will get you much further in a 

shorter amount of time. 

 

NA: All right, great. What about press releases? Are they dead or alive? 

 

JS: They're very much alive, but we use press releases very differently than how we use them let's say 

25 years go when I was in the newspaper industry. Twenty-five years ago we would write our press 

release on a sheet of paper, we would mail it to the media, we would pray that they would cover us and 

if they didn't cover us, we were out of luck. That's not how we do it anymore, thank goodness. Today 

we write online, we write press releases and we post them online either at our website or we have them 

to [inaudible] one of the paid press release distribution services, which can get very expensive so you 

don't want to do this except for the releases that are really major, they're announcing something really 

big. 

 

I think press releases are one of the best ways to get through to consumers directly because when 

they're typing keywords or questions into Google, they can come across your release and find all the 

information that they're looking for within a release. It can include links back to your blog post, to sales 

pages, to frequently asked questions, to Twitter profiles, to all kinds of things. The press release should 

not be used as the carrot that you dangle in front of a reporter to get them to cover you. You need to get 

them to cover you with a customized pitch that you email to them and then you can link to the press 

release where they can find all the details. So, that pitch needs to be really short. The press release is 

the way that you reach consumers directly and it's also a piece of collateral material to be used along 

with your pitch so they don't have to regurgitate all the information in the body of your email. 

 

NA: So is the pitch to the media then related to the press release like the same basic idea? 

 

JS: Yes. For example if I have written a press release about the fourth edition of my new ebook How to 

Be a Kick-Butt Publicity Hound, the press release would talk about the book and then the new things 

that it includes and it may include some of the new chapters, a pitch to the media, or to a blogger might 

be new trends in publicity that I have included within the ebook. One of those might be guest blogging 

for example and that's not a new trend right now. But several years ago, it certainly was and that's 

something that I might talk to. That's the gist of the pitch. How to get a guest blog post ad to high-

traffic blogs. 



 

NA: Okay, great. So we've covered the press releases. There are other things we can post online besides 

on our own website, our blog such as ezine articles. What about those? With all the changes on Google 

and stuff, for a while I heard, “We shouldn't do those anymore.” What's your opinion? Are they worth 

doing? 

 

JS: I don't do articles for other people's ezines. First of all let's back up a second. Your own ezine is 

very important. I don't call it an ezine and I don't call mine a newsletter. I call it free email tips. As a 

matter of fact I've turned it into small snack-sized email tips because the ezine thing, people think, “It's 

going to take me 25 minutes to read this thing.” So you want to be emailing short tips of your own. I 

love it when other newsletter editors who are on my email list pick up my tips and will ask permission 

to excerpt a tip or two in their ezine with a link to my archives, or a link to my website, or a link to my 

blog. Do you want that? You bet I want that because they have an audience, a ready-made audience that 

already knows, likes and trust them. 

 

If they say to me, “Will you write an article for my ezine?” I usually will not do that. What I will do is 

that if they got a topic they want me to address, I'll address it at my blog and I'll send them the link to 

the blog post. 

 

NA: Right, okay. So you're not big on actually publishing it like on Ezinearticle.com or somewhere like 

that? 

 

JS: That used to be the way it was done 10 years ago, but I would highly recommend, your blog is your 

main platform. That's where you should be putting the content. The search engines are going to find it 

just as easily at your blog as they'll find it in over at ezine articles. As a matter of fact, they'll find it 

even easier because ezine articles, if you remember, Nina, they got slapped down by Google several 

years ago. 

 

NA: Right, yes, they did. 

 

Okay, what about an author media kit? 

 

JS: Sorry about that. 

 

NA: That's okay. I had a phone ringing a while back ago. We're even now except I like the dog barking 

better. 

 

So, should an author have a media kit and should it be physical or should it be virtual? 

 

JS: It should be digital first. Always digital and it should be at your website under a link that says, “for 

the media” or, “media kit” or, “press room” or, “media room” and then once you've linked to what you 

can then link to each item in the kit. It doesn't need to be fancy, it doesn't need to look pretty. The 

content just needs to be good. 

 

Do you have to have a print media kit? You may not ever use a print media kit, but I recommend that 

you have the print media kit ready to go just in case let's say you're going to a trade show and you want 

to take a couple of copies of your print media kit with you just in case somebody wants a print media 

kit, and don't go through the expense of getting these really fancy folders with gold embossed logos 

and all of that and really heavy stack. You don't need that. It's too expensive. I tell people, “Go to one 
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of the office supply stores, just get some plain looking folders and put your sticker with your logo on it 

right on the cover.” You can even staple your business card onto the front of that. It does not need to be 

fancy. Nobody cares what it looks like. What's most important is that the information, the inside help 

whoever is using the media kit. 

 

NA: Right. But there are certain things that should be in it, right? Whether it's virtual or printed? 

 

JS: Yes. 

 

NA: Okay. I'm going to tell our listeners and our viewers that Joan has prepared an easy media kit with 

Joel Friedlander at Thebookdesigner.com that you can use to put together your media kit – whether it's 

virtual or physical and you can access that with this link, and it's Bit.ly/bookdesignertemplatesNA. If 

you use that link, it will take you directly to Thebookdesigner site and you can find the media kit there. 

It's really, really helpful if you don't know what to put into these media kits. Right, Joan? 

 

JS: If I just take a quick half a minute, Nina, just to go through to explain what these are, these are 

Word documents and you're going to be creating the media kit just following my directions. These are 

drop-dead simple to use, it can be used by anybody whether you're on a Mac, or a PC. You need 

absolutely no technical skills whatsoever. If you know how to use Microsoft Word, if you know how to 

type and use Word, that's all you know how to do. I've got templates in there for a book, press release – 

one for fiction and one for nonfiction – we have all the instructions for all the different photos that you 

need in your media kit, your book synopsis, your contact information, there are 15 different templates 

in there and we cover everything from suit to nuts. 

 

Our beta testers loved it and lot of the beta testers were able to create their media kit in just a day or 

two versus being on your own, being left to your own devices and wondering, “What goes in it, how do 

I do it? Now I got to go research it.” And taking three and-a-half months to do it. We shave months off 

the chore. 

 

NA: Yes. That's a really, really great product and I don't promote many products, but I do promote this 

one quite often. Just one more time, it's Bit.ly/bookdesignertemplatesNA. 

 

Okay, they have their media kit, what is your very best tip on selling books? 

 

JS: Get on a speaking summit [ph]. I live just north of Milwaukee Wisconsin. I would drive two hours 

to Green Bay in a snow storm in a middle of February to talk to six people because I know that those 

were potential book customers and they were also potential consulting clients. When I started my 

business, I relied almost exclusively on speaking engagements to sell because it got me a chance to sell 

my expertise first before I sold anything else. Again, if you're afraid to speak, don't be. If you're 

passionate about your topic, you're going to be absolutely okay. You can learn all the rest of it and 

speaking engagements, whether it's at your local library, or before Meetup groups, or to rotary groups, 

or at writers conferences, -or at front of church groups, if your book happens to be related to that, if it's 

your perfect target audience, they're going to want to hear from you. 

 

So, get out there on the speaking circuit and there are all kinds of free resources online on how to do 

that. Can I share one with your audience? 

 

NA: Yes you can. 

 

mailto:Thebookdesigner.com
mailto:Bit.ly/bookdesignertemplatesNA
mailto:Bit.ly/bookdesignertemplatesNA


JS: There's a great site called Speakernetnews.com. Speakernetnews.com is a great site to go to that has 

just a ton of free information in there, compilations, area on how to do everything related to public 

speaking from how to market your speaking engagements, to information in setting fees, platform 

skills, all kinds of great things. Go there, more information you can possibly digest. 

 

NA: Yes, that's a great site. I know about that site. 

 

Because they're going to be speaking to sell books, what's your advice in terms of that? Obviously 

they're getting up and they're just speaking on their topic, but should they be actually trying to sell their 

book at the end? Should they be holding up their book and saying, “Buy my book.” 

 

JS: Here is what I do and I've seen other speakers do this very well. Take your book with you and read 

from the book, read something from the book as part of the presentation. If you're a fiction author for 

example and you're talking about one of your characters, you might read a paragraph or two of 

description right from your book. You're not going to hold it up and say, “This is my book and now I'm 

going to read something from my book that you're going to have available for sale from the back of the 

room.” You're not going to do that. Just be very casual about it. Pick the book up, turn to page 63 and 

say, “I want to read a little bit to you about a character that I developed called Blankety Blank and 

here's how I describe her.” You're holding the book up, they're seeing the book. 

 

Here is another great trick. Give away a copy of the book and you can have a drawing. This is a great 

way to collect email addresses. I don't have a print book with me so I usually take a big Green Bay 

Packers yellow foam cheesehead hat for me to give away at speaking engagements and I tell people, “If 

you want to be eligible for the drawing, you just have your business card into the basket that's going 

around the room. If you want to receive my twice-a-week email tips, put 'tips' on the back of the 

business card and I'll sign you up for my tips when I get back to the office. If you don't want to receive 

anything from me and you just want the cheesehead hat, just put the business card in.” See what I'm 

doing? I'm collecting email addresses by giving away this free door prize. 

 

Now if your door prize is your book, when somebody wins it, hand the book to the person who's closest 

to you and have them hand the book from person-to-person, to the person who won it in the back of the 

room because then they get to hold it in their hands, they get to look at it and they get to think, “Boy, I 

wish I had one of this book.” 

 

NA: That's great. 

 

JS: Or maybe the incentive they need to go back to the room and buy it from you. 

 

NA: That's a great idea. I love that. Very good, very good. 

 

You mentioned Speakernetnews.com, but I know that you have a phenomenal program as well and I 

wanted you to tell our viewers and our listeners about it, the book publicity ideas you can use today to 

sell more books tomorrow? 

 

JS: Yes. It's actually a video replay of a webinar that I did about a month and-a-half ago. I worked with 

a lot of authors and I hear myself repeating myself over, and over, and over again on book publicity tips 

and Nina, you know the landscape is changing so quickly in terms of how you can market your books. 

What I did was I just took a compilation of about two dozen of my very best book publicity and 

marketing tips, I put them all into a webinar, I offer the webinar replay and there are some bonuses that 
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go along with it. I think it's about 90 minutes and people are asking a whole lot of questions at the end. 

If you have any questions after you watch the webinar, please feel free to email me and I'll be happy to 

help you. 

 

NA: Great. If anybody is interested in that program, you can get that at Bit.ly/sellbookswithjoan. I 

highly recommend everything Joan does because as you have heard, Joan is quite an expert and really 

knows her stuff. 

 

Anything else you would add just here at the end? Any last words of wisdom, or encouragement? This 

is a topic. Promotion, marketing and platform building, these are thing that authors don't want to do, 

writers don't want to do. I speak at all these conferences, I go in there, I tell them so many of the same 

things. I tell them, “You can't just be a good writer. You can't just have a good idea. You have to build 

platform and you have to promote.” They cringe and there's usually someone in the back whining, “I 

only want to write. I don't want to do any of this.” 

 

It's really such a tough topic for them. So what last words of advice would you give them? 

 

JS: If you don't want to market your books and all you want to do is write, write, but get 100 printed on 

demand for your friends and family. If you don't want to market and if you don't want to sell books, just 

get the minimum number, print it. If you want to sell books, you will always need to be marketing for 

as long as you want to be selling the books. I have people ask me all the time, “Joan, how long do I 

have to publicize my book for?” I look back at them and I say, “Well, how long do you want to sell the 

book for?” That's the answer. You want to sell the book for the next five years? You need to be 

marketing it for five years. 

 

But here is the good news. Take a baby step every day. Even if it's every week, take a baby step or two, 

to market your books and at the end of 52 weeks, you will look back and you'll be amazed at how far 

you've come with book marketing. Just do one thing first and then do the second thing. Don't have a to-

do list that looks like this, with 25 things on it or you're never going to get it accomplished. Have a to-

do list that has maybe only three things on it. As you do the first one, scratch it off. As you do the 

second one, scratch it off, as you do the third one, done. Your to-do list is done. Put three more things 

on it, do them one-by-one. That's the easiest way to get it done, but always be doing something. 

 

NA: Right. I love Jack Canfield's “Rule of three.” Have three things you do everyday. The main one 

could just be your blog post and another could just be making a comment in a forum. They don't have 

to be tough things to do, just something and it's amazing how it snowballs. Great advice. 

 

All right, how can our viewers and our listeners keep in touch with you and get on your mailing list and 

all those kinds of things? 

 

JS: To receive my snack-sized tips, is that what you want? 

 

NA: Yes, we want the snacks. 

 

JS: Yes. My snack-sized tips, you come over to my website at Publicityhound.com and you'll see an opt 

in box. Right now it's in the upper left-hand corner. You want to opt in and I am going to be offering 

something really cool as a freebie soon. I don't have it ready yet, but it is going to be a publicity starter 

kit. 
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NA: Wow. 

 

JS: That's going to be the freebie that I give away in exchange for the email address. If you opt in now 

and you get the current freebie, which is “101 Reasons to Write a Press Release.” If you opt in now, I'll 

give you the freebie later on once you're on my list. Go on over there and you'll hear from me. Every 

Tuesday and Saturday I have three short publicity tips and one good clean dog video. If you come 

across, good clean dog videos, send me a link to them and I'll give you credit in the newsletter, but they 

got to be clean or my readers will let me know that they don't approve. 

 

NA: Okay, great. To contact you, they should just go to your website? 

 

JS: Yes and you'll see my big email address down at the bottom. Your email address should be on every 

page of your website. Regardless of what page you come in on, you'll see my email address right there 

on the page in addition to my telephone number as well. 

 

NA: Great, super. Repeat your website address one last time for everyone. 

 

JS: It's Publicityhound.com. 

 

NA: Great. Explain to us why Publicity Hound? People are going to want to know. Inquiring minds 

want to know. 

 

JS: Because publicity hounds are people who do anything to get publicity. I think the publicity hound is 

a really good brand for what I do. A lot of people don't remember the name Joan Stewart because it's a 

really common name. Everybody remembers the Publicity Hound and I know because they tell me that, 

“I couldn't remember your name, but I remember the Publicity Hound so I went and searched for 

'publicity hound' on the web and I found you right away. Then I remembered, oh yes, her name is Joan 

Stewart.” If that's all you remember me by, Publicity Hound, that's fine with me. 

 

NA: That's great. Okay, well, I hope everybody goes and searches out Joan Stewart at the 

Publicityhound.com. This is wonderful. You've really given us a wealth of great information so I really 

appreciate that, Joan. 

 

JS: It's great being here, Nina. Good luck, everybody. 

 

NA: Thank you so much. This is Nina Amir, the Inspiration-to-Creation coach. Until next time. Go out 

and achieve more inspired results. 
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