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

How to Blog a Book, The Author Training Manual and several eBooks as well. 

 

Today I am talking about book promotion. Really important topic for anyone who's an aspiring author 

or a published author and I'm here with Ryan Mendenhall and I'm really pleased to be talking to him 

today about his Book Launch Blueprint, something that I think all of you are going to want to learn 

about. Let me tell you a little bit about Ryan before we get going. 

 

As the founder of Author's Catapult, Ryan Mendenhall brings 12 years of digital marketing experience 

to the field of his passion, wellness publishing and marketing. He's the author of the fourth coming 

book, How to Sell 1,000 Books in 21 Days for Wellness Authors. He also has an exclusive group 

success program where he takes wellness bloggers, speakers and coaches through the Book Launch 

Blueprint program where authors sell 1,000 books in 21 days which is what we're going to be talking 

about today. Really, really exciting, interesting and necessary for anyone who wants to be a successful 

author. 

 

Welcome, Ryan, I'm so pleased and honored to have you here today talking to me. 

 

RM: Thanks, Nina. I'm excited to be here, too. 

 

NA: Great. I think we have so much to cover that we'll just get going. I know you just got back from a 

vacation so I'm thrilled that you were able to make time after just getting back to be here and jump 

right back into work. 

 

RM: Totally excited. We went to Disney World with our new baby and it was trying to keep a schedule 

with the whole group and trying to be – to do that, she said we needed a vacation from our vacation. 

Well, I'm actually back and this feels like a vacation actually because we have people to help, we're not 

rushing places, we're not renting cars, they're too small for us and stuff like that. 

 

NA: Right and I'm surprised you don't have any Mickey Mouse ears on. 

 

RM: I should have got them. I couldn't decide which ones to get. The R2, the Chewbacca, the Mini 

Mouse, there are just so many ears now that you can get there. 

 

NA: Right. Well, that would have been great to show up with that. 

 

RM: I should have done that. 

 

NA: I was interviewed by Mia Voss one time and she wears a tiara on her Hangouts. 

 

RM: Seriously? I need to come up with something, come up with something cool like that. 

 

NA: Yes, right. 

 

RM: But I had a hat that we bought right before I left and the hat was an Irish cap that you might see 

like golfers wear but it has the hat pinned down in front. I went on Splash Mountain and it flew off on 

the downhill and I was so crushed. It was such a fun hat but I guess I'm going to have to find a different 

signature cap to wear for these type of things. 

 



NA: Yes, I guess so. 

 

All right, let's jump in by first telling us a little bit about yourself, Ryan, how you got into helping 

authors market their books. 

 

RM: Sure. Let's see. Let me go back to when I started my very first business. It's where I track a lot of 

this back to. I was taking classes, a bunch of different classes in college and I wasn't really sure what I 

wanted to do. I have gotten into a couple network marketing companies because they promoted that 

you can be in business for yourself but not by yourself. That really appealed to me. I was interested 

from it from early to on to create something of my own. I really love to make things, I love to design 

things, I love to strategize. 

 

I've learned early on though that an affiliate for these companies, that I was just a salesperson 

essentially for their organization and I really wanted to create my own thing so I started to take some 

business classes at the college and one thing that really appealed to me was this idea of marketing or of 

getting in front of somebody when they were looking for what I had to offer. I think that really play to 

something I wanted to do. I had actually served some time doing missionary service and one of the 

things I dislike the very least was knocking on doors, or interrupting people when they may or may not 

be interested. That was always kind of a risk to me. Was I going to get a dog sit on me or was I going to 

have someone welcome me in and give me some food? 

 

I think that really appealed to me when I got back and I learned about pay per click marketing, 

advertising on Google. Essentially what was going on there was if I knew my audience, I can design an 

ad that when they were searching, when they're in the right mindset of looking for something that I had 

to offer, I could be there at that time. I took a class, we started a little business, I quickly just fell in love 

with marketing online and I went to work at a company that was founded by Paul Allen of 

Ancestry.com. He had brought all the awesome strategies that they were using to really do some 

amazing stuff at Ancestry to market their business and he created a company to market out for other 

people. 

 

Soon after that, I was managing a group of SEO, a small Search Engine Optimization team and then I 

actually started to prepare to create my own agency because I knew the skills that were necessary. It 

was a good thing that I did because a company came in and bought us, and then laid everyone off right 

before Christmas. A friend and I started our business right then. We started to do internet marketing for 

our clients which is very fun. It was very exciting and fulfilling. 

 

Then after a couple other different projects I worked on, I went out to work at Disney to do some 

Search Engine Optimization as well. I love Disney, don't get me wrong, I should have been wearing 

those mouse ears right now but I felt something missing. I felt what I was still missing was that 

creativity piece, that piece of actually doing something that I had created in my head. But a lot of the 

stuff I was doing there was running reports, stuff that I had done when I first started internet marketing 

at $8/hour and they're paying me $80,000 a year to do it which I can't quite grasp. I should have just 

hired someone for $8 to do that. 

 

That's kind of where I got started but right before I went out to Disney, I worked with a wellness author 

who I was working one on one with her. I was in direct contact with the person who had the passion 

and she had a strong message that she had developed over a couple of years an audience on her blog 

and she was about ready to launch a book. She had initially engaged me to do some Search Engine 

Optimization and when I saw that she wasn't really going to do any promotion for her book, I thought, 
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“Wow!” She was going to send it out to her Facebook audience, send out an email but she wasn't going 

to do a launch and the stuff that we're going to talk about today is all about turning the release of a 

product where you might just put it on Amazon and send it out to people, tell your friends and family 

and that's it; to create that one-time event into a longer drawn-out event over the course of in my case 

21 days. We did a 21-day launch with her and we ended up smashing her stretch goal. She wanted to 

make 4,000, she have made 3,000 over a couple of months on her last book and we ended up doing 

14,000 from just an eBook. It was really exciting for me. 

 

A year or two later when I was deciding to start my own business again, I thought that's the place I 

want to be. That's how I got into marketing and more specifically author marketing. I love working 

with authors, people who have ideas that really want to share with the world something to make it 

better. That's me, that's where I come from, and some of the fears and motivations that got me into 

doing marketing. 

 

NA: Great. Well, it's a great story and I love that you're focused on books and projects that make a 

difference in the world. I always talk about making a meaningful positive difference with your words. I 

think it's so important. 

 

RM: Yes, it is. 

 

NA: You teach about five fundamentals to create an author platform that sells 1,000 books in those 21 

days. How is creating the actual platform different from the process that you take people through when 

doing a book launch? There's a lot of talk about author platform and I do believe that it's the foundation 

for that successful marketing of the book. Let's talk about that. 

 

RM: Yes. The interesting thing was when I got into this phase, when I first started, I've been in 

marketing for a long time but nobody knew who I was in the author space. So I put together a summit, 

a book marketing summit and you were one of my speakers there. That was really awesome to 

interview you and have your expertise on that. I interviewed I think in all was about 27 or 30 different 

book marketing experts on what they would do to sell a 1,000 books in 21 days. 

 

It was interesting over the last several months as I have been combing through all of those interviews to 

pick out the best pieces of wisdom and to take all the common themes that were going through the 

summit. It became very clear to me that a lot of the experts weren't talking about an actual book launch 

like I had done with this wellness author, but they were talking about creating a platform so that when 

you did have something to put out that you could send it out to the list that you already had or to your 

social media audience. 

 

That was kind of eye-opening to me that most of the experts were talking about creating something 

solid and long-term and not just a launch process. They are two different things in the course that I'm 

teaching now. I have a handful of students that were more learning about the actual process of the book 

launch which is different from the fundamentals that you need to have in place which are ongoing, 

which are a long-term process, which are very fundamental, foundational for success as an author. 

 

NA: Right. I think that it is fundamental. These are really fundamental things you're talking about. I 

think those listening really need to pay attention to that because there are things that need to be done 

before your book can be marketed successfully. Don't you think? 

 

RM: Yes and no. Here are two things. One is that if you use these five fundamentals that these experts 



were talking about, then you have a lot better chance of fumbling through a book launch without 

knowing how to do a book launch and making money that you wouldn't have made otherwise. That's 

one thing. But then the process that I'm teaching that we'll talk more about today is more of what you 

do, what is the thought process you go through to actually launch a book because like I said, if you 

have the foundation in place, you can pretty much do anything and still be profitable because you've 

got your own audience. But if you have your own audience and you have a plan and a process for 

launching the book, those are two specific different things. Then it's just magical, how they work 

together. 

 

Yes, I do think it's important to have that in place but even without that, when we started into this 

phase, I didn't have any audience, I didn't have any email list and just by doing a launch process I 

created an email list and now I have an audience. A book launch process can help kick start your 

audience and your author platform and it's not a long-term strategy. You might do different book 

launches but the fundamentals is really what gets that ongoing connection with your audience. 

 

NA: You're here today talking specifically about the book launch process, the one that you're taking 

people through in your group success program, the Book Launch Blueprint which is coming out in 

April. But do you mind giving us an overview of those five fundamentals that help accelerate the book 

launch process, one you mentioned several times already? 

 

RM: Yes. It was really quite fun. First of all I just want to say it was really fun to go through 

everybody's interviews and I have asked almost everybody, “How would you sell 1,000 books in 21 

days?” The responses that came in after that started to fall into concrete, different categories and I try to 

make it as memorable as possible. So, I named them all with “M”s. The first one is a “Mindset.” In one 

way or another, each speaker talked about having the proper mindset whether it was starting early or 

thinking of mistakes as part of the process. But also in terms of stuff that you heard a lot about in 

different forms like goal-setting. Having the decision: I make a decision to sell 1,000 books in 21 days. 

That's the starting place. 

 

Then I put that goal up on my wall and I'm looking at it everyday. I'm being grateful for the outcome 

that is already somewhere in some I guess universe, some parallel dimension. That's already 

accomplished and now all I have to do is the last part of mindset that I think was really powerfully 

talked about during the summit was you need to have a mindset of action that a lot of the mistakes 

you'll make will happen when you take action, but a lot of the learning is going to also take place when 

you make those mistakes and you take action. 

 

The cool thing that I discovered on that point was that when I took action to create the book marketing 

summit, some of the things that I feared would happen never really materialized and a lot of the things I 

thought would never happen started to happen. Like I thought, “I want to ask these handful of people to 

speak at the summit. But why would they want to work with me?” I had all these voices, the tracks that 

I often play in my head. “What do I have to offer them? I'm a nobody, blah, blah, blah.” But once I 

started to take action and I sent out my first email inviting someone to be a guest and they accepted 10 

minutes later, I was really blown away. I was excited and that excitement from the action that I have 

taken despite the fear really propelled me on. That's the first thing “M” in the fundamentals, is to have 

your mindset right. 

 

Secondly is the “Message.” That's what you guys are creating. The thing that you're passionate about, 

that you want to change people's lives with. In the message that a lot of the speakers talked about, 

actually creating content that helps convey that message to people. So whether that's in the form of a 



blog post, or a webinar like we're doing like I'm doing here with Nina, stuff like that, those are your 

message. If your mindset is right, then your message follows. 

 

Then the “Marketing” is the third “M.” A book launch is a type of marketing and that's what I'm 

focusing on now as helping authors to launch their books. But there's a lot of things you can do. One of 

the coolest things I think you can do is actually, I see a lot of bloggers just write, and write, and write, 

and nobody comes to their blog and they think, “Wow, I'm a failure.” But the reason no one is coming 

is because you didn't tell anybody about it. Marketing is, I create my message in my own space and 

marketing is going out into other people's spaces, sharing that message with them and getting them to 

come back. Right now, Nina, I'm talking to your audience and to you guys and that's part of my 

marketing and my message is how to sell 1,000 books in 21 days. 

 

The fourth “M” is when they come back when you invite them to come back to your site. We're just 

going to play around here and see if you guys can see this. I'll invite you right now to come back to my 

site. Because I'm not going to talk a lot about these fundamentals, I'm going to give you an offer here. I 

don't know how it will be displayed. But if you can see that. 

 

NA: Hope it works. 

 

RM: We're hoping that works. This is the fun thing of trying new technology, is to see how it works. 

But we have an assessment that my apprentice and I just created and it's, “Are you ready? Or do you 

have a platform that's ready to sell 1,000 books in 21 days?” I just posted that and you guys can go see 

that. It's not completely ironed out yet but we're going to get it to you guys really soon. Anyways, that's 

the “Members” area, that's the fourth “M,” and that's when you invite people in your marketing to come 

and opt into your email list, to become part of your tribe, or to become one of your inner circle where 

you talk to them specifically about more in-depth about your message. 

 

Then lastly the fifth “M” is “Money.” In one way or another, everybody on the book marketing summit 

kind of either hinted out or said point blank, “You're not going to make your money in selling books.” 

If you're with a traditional publisher, chances are they're going to take a lot of your profit from each 

book. I just looked at a mistake from my father-in-law that the publishing house has his book that sold 

$2,000 worth of books and he got I think a couple hundred of it. Very small percent. If you're targeting 

Amazon, you have to sell a lot of books. Even if you sold 1,000 books and you're going through 

Amazon, you're selling it for $0.99, it's a $1,000. That's a one-time thing. Do you see my picture and 

where I'm going with this? 

 

The money portion of this is do you have other products that you can sell them? If you don't, then how 

are you going to get them? Because you need them as part of your process. So when you put the book 

out, your success is not only determined by how many books you sell but how many people come into 

your program, or into a course that you created, or into just all your other products. That's the fourth 

part of a strong author platform. I think that if authors don't have these things in place, they start to 

become discouraged on all of those fronts. If they don't have any one of all of these five happening, the 

money is not coming in, they're getting discouraged, “Is this really worth it? I stop writing and 

blogging. If I don't have a audience I'm speaking to, it gets pretty lonely. If I'm not doing these 

marketing messages where I'm talking to other people's audiences, I'm not expanding my audience.” 

 

Even if I'm passionate about my message, I've had all these five fundamentals in place, it's going to be 

hard. You teach that too, Nina. I mean it was cool to see that everybody is kind of saying the same thing 

in different ways. 



 

NA: Right, for sure. That mindset is such a big one to really kind of get your head in the right place for 

all of these – for the message, for the marketing, for the members, for the money and all of it. 

 

RM: That's right. Go ahead. 

 

NA: It's okay. I just wanted to take a minute and just say people are not responding to me in the chat. 

There is a chat pane and the offer should have been there. I did type it in, just put a link and when Ryan 

talked about putting an offer there, there should have actually been an offer that showed up, looking 

kind of pretty. But if not, I did include the link as well and I've included it in two different places on the 

chat. There is also a Q&A pane and you can type your questions into the chat pane or into the Q&A 

pane and I'll be checking because we'll be taking questions at the end. I've asked in there whether you 

all can hear and see, and all that's up, and nobody is really responding. 

 

I'd like to know you're there. I know they're there, I see that we have quite a number of attendees but 

nobody is talking back. So maybe they're just too consumed with listening which is great. 

 

RM: They're captivated by my “brilliance.” 

 

NA: That's right. They're just mesmerized. But if somebody could say whether they're seeing anything 

in the chat pane, whether they found the chat pane, that would be good. Or else, type something under 

the Hangout and I'll be checking there, too. Anyway, we will keep going. 

 

Let's jump into the meat of your actual presentation here today. I understand that you're going to show 

us what you did for that wellness author to sell 800 books, right? Can we do that? 

 

RM: Yes, definitely. There's a lot of pieces to it but we'll jump into all of those as we get going for sure. 

 

Let me be clear to you what's going on right now before we jump into this. To date, that's the one book 

that I jumped into and been involved with in the whole launch process. Even though that 800 books 

was not 1,000 books like this promise I'm extending, I've learned a lot and I think that I know more 

now than I did then. That's the hope of this. We're going through a beta launch right now of my 

program to test these ideas, to make sure that we can do 1,000 books in 21 days and I'll be launching 

that hopefully late April to everybody to let them know. 

 

That said, 1,000 books. Let me just ask a question here, Nina and see if people respond to this. If you 

guys can respond to this, let's see if you can do it and what is it that Nina tells you. 

 

NA: They're responding. 

 

RM: Good, good, good. 

 

NA: We're there. 

 

RM: Let me ask you guys 1,000 books, where are you mentally? Does a 1,000 books seem like, “Oh, 

no way. That's way too many!” Or is it like, “Well, 1,000 books is not really exciting but it's a 

milestone in my way to a million books.” Just let me know where you guys are at because I know I 

hear it from a lot of authors where they're kind of in the position where 1,000 books seems like quite a 

stretch. They kind of discount everything else that follows and I don't want you guys to do that. I want 



you guys to be open here and consider all these different points that I'll be talking about today so that 

you can do this for a launch for you too. 

 

Like I mentioned before, the first thing that you need to do is to create an intention that you're going to 

do it. That's what I have my group do to start with, is to state your intention, “I'm going to sell 1,000 

books in 21 days.” That doesn't mean 21 days from right now once you get off this webinar. That just 

means you put all the pieces in place and then you have a launch window and during those 21 days 

you're going to be shooting for 1,000 books. All the preparatory work is going to give you the 

confidence that that 21 days is really in a rock. 

 

Post up like I said the intention on the wall, think about it daily, think about how good it feels to have 

not just out of those books sold but to be touching people's lives with your message. This process that 

we're going to talk about, let me start here – you guys have all seen some sort of long form salesletter. 

You may have gotten something like this in the mail, in direct marketing pieces, five or six, seven, 

eight, nine, 10-pages of just, “Here is all about my business and here is why you should get it, blah, 

blah, blah.” And you probably seen them on the web too, where it's just that long scroll down, scroll 

down, scroll down testimonials, all the stuff. 

 

What this process is that we did was we essentially took out long form salesletter and if anyone has 

followed Jeff Walker, a lot of these ideas actually come from his Product Launch Formula which is 

amazing by the way. I've combined a lot of ideas with what he has but that's the root of all these. But 

you take that long form salesletter and instead of sending somebody directly to that salesletter on your 

launch day, you turn this on the side and over time you bring people in. Get them on the early bird list 

and all of a sudden they're hearing testimonials from you one day; one day they're getting question and 

answers from you; the next day they're getting all the success stories; in another day they're getting how 

this compares to other solutions. They're getting the process of a salesletter over time and it builds the 

anticipation because they know at a future date, you're going to reveal this wonderful, amazing, super 

message in the form of your book. 

 

That's what this process is about, is turning your book launch into an event and building anticipation. 

Anticipation is something that naturally happens as people follow along with your story, leading up to 

your event and you create content that gets them interested in actually purchasing your book by the 

time you get there. That's what this is all about. 

 

NA: Okay. I've tried some of the stuff that Jeff Walker is teaching and I think it's great. It takes a little 

bit of work, if it is what you're really talking about as releasing information about your book, actual 

content about your book over a period of a week, or two weeks. It could be videos, it could be emails 

but it's actual content of what you're teaching, right? Where you're providing great information that's 

meant to inform, to compel people to keep moving along with you so that you can keep touching them 

in a meaningful way and giving them information that they really need and want which is not too 

difficult for a nonfiction author. It's a little harder for a novelist but for nonfiction authors, it works 

great. 

 

In that way, I think what you're talking about would be the letter turned sideways so you could have 

this really long letter with lots of information. But what you've done is chunked it down and actually 

started to teach over the course of time. Is that correct? 

 

RM: Yes, it's exactly right. Another thing you're doing is you're giving people time to digest what 

you're telling them, to consider and again get excited about it. Yes you are teaching them content along 



the way. One thing that you could do is just take three chapters from your book, then do some training, 

some video trainings on them. Pop on Google+ Hangout and record yourself, or record yourself straight 

from YouTube. Go to Youtube.com/upload and there's a “Record from my webcam” feature. You can 

just talk about more in depth of those things and don't worry about giving away too much. Somebody 

related it to movie trailers. If we really understood logically that all the good parts were right there in 

the trailer, then we may not go see the movie, but we've still got to fill in the blanks. Our minds are 

supposed to fill in the blanks. 

 

If you teach some of your best stuff in leading up to the book launch and you let them know, “Hey, I'm 

giving away this content. I'm giving away this free training video because I am launching my book. 

Come April 9th. I want you guys to know these things that I've learned from myself or whatever.” Over 

time they get those and they're able to know why they need to buy your book. They've seen the trailer, 

now they've got to go to the movie. 

 

NA: Right. It's a little bit like creating an event around your book. So that by the time they've gone 

through three videos, or four videos, or three or four emails, the book is actually launched and they get 

to buy it, you built up the anticipation. 

 

RM: Right. Let me go back to this launch that we did with this author. It was a little bit different than 

the traditional Jeff Walker style launch. We didn't have three pieces of content and then reopened the 

gates and say, “Come buy our book.” Our 21-day period was we actually gave away prizes for 21 days. 

For 21 days we said, “Hey, each day we're going to be giving away a prize. To win, come to the site, 

make sure you're opted into our list.” And then we're going to give some sort of a daily challenge. Each 

day we said something like, “Okay, go over to Facebook and post a picture of you with a green 

smoothie mustache.” Then she would select the winner for that day. 

 

It was really fun. When she started emailing other potential partners to get in on these to say, “Hey, 

would you want to offer a gift for this promotion?” They were excited too because she could tell them, 

“Hey, I'm doing this book launch and I'm creating this big list of people who are directly interested in 

what you have to offer. Do you want to get in front of them? Just give away a couple of products.” So 

for 21 days we gave away something everyday and that built her launch list. Towards the end she did 

do a couple of interviews with a couple movie producers of some wellness movies, documentaries and 

that was her training. 

 

But the gift aspect really made it viral from a social media standpoint and brought a lot more people in 

because they had a share about it and say, “Hey, come over and join the 21 days of giveaways type of 

thing.” However you do it, the idea is to generate a lot of buzz around it. If you're giving away free 

content, then what it does is like you just said, Nina, it teaches them and it lets them know why they 

want to get your book when it comes out. 

 

NA: Right. I'm going to ask you one of the questions that's in the chat pane just because I think it's 

probably relevant before we move on. I kind of touched on it. Is this applicable to fiction? Can a 

novelist use these principles to launch a book? 

 

RM: Yes. I specifically chose nonfiction because I think it's easier. I don't think that's necessarily the 

case. It's just what I know and that's where I want to go that's what's meaningful to me. But the concept 

still remains the same. I have a friend who did a launch-type process with her book and the way that 

she got people excited for it was – she's an illustrator so she illustrates children's books and she created 

a simple illustration from the book, a character from the book and she would release that with a little bit 
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of who this character is and what part they're going to play in the book. 

 

She was introducing people to the book a little at a time and it's like – my wife and I right now are 

watching the ABC TV show “Once Upon a Time” and it's like that or any other show where you get to 

know a character and over time you get to want to know or anticipate what's going to happen to him. If 

I were doing a fiction book, I would do something like that. I would introduce people to characters and 

get them to love the characters before they even get the book so that they're excited and anxious to 

know what this character is going to be doing. 

 

You might present them with a possible scenario that this character might run into and they have to get 

the book to find out what they're actually going to do and stuff like that. But one of the principles that 

does remain the same in addition to building the anticipation is you want to know who your target 

audience is, you want to know who your ideal reader is so that you can speak to them about those 

issues that they're interested about. If I'm a wellness author and my target audience is 35-year-old males 

who have desk jobs and their backs are hurting because they're sitting down all day, that's much 

different than if my audience is an 11-year-old girl who is an aspiring chemist or science prodigy. You 

got to know your audience so the characters and that bonus material you're giving out before the book 

comes out speaks to them. 

 

NA: Right. I'm also a specialist with nonfiction but I work with a lot of novelists. This is an issue that 

turns up a lot and it turns it's even with blogging. You just have to go off on a tangent with it but I think 

that a novelist who knows their themes, their topics, their characters as you said, they really can begin 

to consider who might be good partners for them. Maybe book travel to the place where their novel 

takes place. Maybe it's in England, maybe they partner with some people who offer travel to England, 

or they have other books that take place in England or if they do travel they could partner with other 

authors who do books on time travel – anything along those lines is going to help. Give away recipes 

for scones or anything like that is going to be a good way to do for instance what you talked about 

which is the 21 days of actual bonuses or gifts. 

 

If you wanted to do the videos or the emails, you could be talking about those kinds of things. You 

could be talking about your characters, where they went, why you would want to explore those places 

or anything along those lines I think you could apply to this. 

 

RM: Right. 

 

NA: What about the timing of all of these? How soon do you prep your book for a launch or for a 

relaunch if you're putting it out there for a second edition or you've revamped it and putting it out 

again? When do you start? 

 

RM: Right. One really quick thing about a relaunch, when I use the term “relaunch,” it just means if 

you've never done the launch and you want to do it for your book, you can do this anytime. It doesn't 

need to be a new edition per se. Even if you've exhausted your own list, you could always find new 

partners that are willing to come in and share about your book and create a launch window around your 

book for the first time even though the notes has been out a handful of you. 

 

That said, one of the mindsets that a lot of people said at the summit, a lot of the experts said was that 

you need to start early. If I'm going to launch a book next week, I shouldn't expect to just jump into it 

and make everything work really well. For example, ideally 90 days out I would say don't do much 

shorter than that because you really want to take some time to care for this. This is your message and 



it's going to take some time. A lot of this process is relationship-based. When that wellness author went 

out and started asking people to give bonuses, she was building relationships. Some of those 

relationships she already have but she went to a lot of new people and people that she respected and 

looked up to and thought maybe they wouldn't join it but she risked that. Those things sometimes take 

time to let people know that you're legit, that you guys have the same message and a lot of the people 

on the bookmarking summit that I did, we had a lot of correspondence back and forth before they 

actually said, “Yes, I'm going to do this.” 

 

That said, one of the ladies at the summit, Peggy McColl, she ended up selling 7,000 copies of her 

book and made the New York Time best-seller list. She spent from January until May essentially just 

going out and getting partners. She did a lot more than that but she spent that time finding partners to 

who would mail out for her during her launch. That's important. I'll say this as kind of a side note but it 

fits right here. 

 

You want to find people who have email list. It's not even funny the difference between somebody who 

has a big Twitter following versus somebody who has even a small email list. You're going to get a lot 

better response to someone who has given their email address to this other partner, than you are to 

somebody who's clicked and follow on a Twitter feed. Plus, Twitter or Facebook, the life of the tweet, 

the life of the Facebook post is so small and not everyone is even going to get to see them. They say 

like 8% of your audience isn't even going to see any of your Facebook post just because of Facebook's 

algorithm. 

 

That said, Peggy took about I think six months. If you have that, is a good time. Nina, you try to talk 

about that too with blogging your book. Right? Before you actually get to your book coming out, you're 

blogging about it along the way, right? 

 

NA: Yes, you are. 

 

RM: How much lead time do you suggest when people are blogging their book? 

 

NA: If they're blogging their book, I suggest that they actually create a book plan, blogging plan that 

has them blogging for six months or longer because it takes a while on a blog to actually build that 

readership. Seth Godin talks about you starting to build your author platform in two years, I think it is, 

or three years before your book comes out. I typically say when you have an idea, you start building a 

platform. Getting it on social media sites, starting your blog, doing everything you can, making those 

connections with other people. But as I'm listening to you, I'm thinking – I actually have the second 

edition of How to Blog a Book on June and I better get on the stick because I've been busy doing all 

these other things. I need to start planning my launch. 

 

RM: Yes. 

 

NA: Three months is not very long to actually plan it but the actual building of the platform comes long 

before, and really long before. A lot of times I'll tell people they need to wait to launch their books till 

they've got the platform. 

 

RM: Right. Right now I'm not talking about actually creating your platform so that's the only 

difference. As we talked about in the fundamentals, you want to have that platform from the get-go and 

the wellness author that I was working with, by the time we got together, she have been blogging for 

about two years. So yes, she had her own audience and she didn't need to go out as much and find other 



people to jump in but if you're starting from scratch, you're going to need to do that, you have to do 

that, you have to find these relationships. 

 

One thing that Jeff Goins said, he has a blog that brings in – he's had 100,000 visitors a month and he 

said if you had to start all over from scratch and just do one thing, it would be to go to other people's 

audiences and speak to their audiences, or to guest blog, or in this case we're talking book launches, 

getting somebody else to promote your stuff. People who already have an audience assembled of your 

ideal reader, go there and go get them. 

 

NA: Wow. That's really important because actually, the guest blogging and all that – you mentioned, 

you're talking to my audience here and this is all about reach and developing the relationships with 

people. In terms of guest blogging, one of the things I've done most often when I launch my books is 

actually a blog tour or a virtual book tour. A lot of that is about who you know or who you already 

know. 

 

You can go to them very quickly and maybe come up with 10 stops on a virtual book tour. People who 

have podcasts, people who have successful blogs with lots of visitors, who maybe have a successful 

Hangout on Air, that kind of thing so that you can very quickly put together 10 or 15 stops because you 

already have these relationships. Then you can go out and start seeking new people that you don't have 

the relationship with yet. 

 

That's what you're talking about. It can take three months to set that up. Of course you can hire people 

to help you with that but even with the kind of launch you're talking about where you're giving away 

the gifts or whatever, you need time to get to email back and forth with these people, or get them on the 

phone and get them on board with you. It does, it take a while. 

 

RM: You're right. One of the cool things though about once the ball starts rolling is that for every 

author that I interviewed, or every book marketing expert I interviewed, after the interview I ask them, 

“Who else do you know that I should be talking to?” Don't forget to ask that question because almost 

everybody have somebody that they had in mind and that's how I build this whole list. I started with 

who I knew, it just grew from there and all of a sudden, people were introducing me to these other 

people and giving me that in, that totally bypassed all their, “Should I give this guy the time and day? I 

don't know this guy.” 

 

I was introduced and also when I started to reach out to people that I didn't know yet that I didn't have 

that referral to, I have started to create a list of, “Hey, these people have already committed to be part of 

this process.” They are names that they would have recognized and a lot of the people started saying, 

“Wow, you've got a great list of people here.” Once you started going, the success builds on itself and 

it's really fun to see. 

 

NA: Right. Just briefly, can you talk a little bit about book pricing and how that fits into the picture of 

launching your book? 

 

RM: Yes. One thing that we did was kind of different than what a lot of people I hear about do. Don't 

get me wrong, this is just what I know so there's probably I'm sure a good way to do this. But some 

people do at Amazon, “I'm going to go out and become an Amazon Best Seller.” They go out and 

become an Amazon best-seller and then they haven't really made any money. It really is counter 

productive. You do get the name, you do put a little sticker on your book that says, “Amazon Best 

Seller.” You can do that and it build some credibility. But I also believe of actually selling books and 



making some money because in the end, if I'm not making money, then I'm going to have to say to my 

wife, “I'm not making money.” She going to say, “Go get a job.” And I'm going to say, “I don't want to 

get a job.” 

 

You need to think about some of these things. If you have a good way to do free or do a low-priced 

promo just to do your kick-off, maybe I would say do it but in general when you lower the price, there 

are a couple of things that happen. People see as a cheap option, they're more inclined to think less of it 

because it's so accessible to everybody. Even though you're thinking, “I'm going to get my book out 

there to so many places.” Some people might pass it up because it seems like not a good solution. I 

prefer to actually add bonuses or add value that people can't get anywhere else to the sell of a book to 

make it so I could charge whatever I want for the book. 

 

Within reason, we sold her book. It was just grounded and get this, it was just an eBook. It was a PDF, 

it wasn't even a Kindle version. I had her up her price to $19.95 and then instead of people going, 

“Wow, all the other books I buy are $19.95.” We added all these bonuses that had a value of I think 

$400-$500 value that they could get if they did this. It made it a no-brainer. They couldn't compare it to 

any other book because a lot of books don't give stuff away in addition to the book. So make it stand 

out by charging a little more, I think and of course if you're working with Amazon you're going to have 

to work with your pricing but the launch that we did was completely stand-alone from Amazon and she 

sold it off on her own site. That's my take on pricing. 

 

I would say keep it $30 or under but add a lot of value and let people know that they're getting more 

than they're paying you for. That's still an impulse buy. $20 is the impulse buy for most people. They 

don't have to check with anybody and they can feel okay about it, and getting all the extra stuff is... 

mwah! 

 

NA: So when you talk about adding value, that's really what you're talking about, is the bonuses that 

you give during the launch? 

 

RM: Yes. The most important thing when considering bonuses – I've seen people who launch a book 

and they have this bonus idea in place but either they have so many bonuses that it just overwhelms 

people, “Wow, you sold me this thing to solve a problem and now I have to read through a 100 different 

other books? That doesn't make sense.” Some people do it just because it's that knee-jerk reaction to 

just buy something when their urge is to get something when they walk by it because it's free. But when 

a bonus is highly targeted, when it matches the same buyer intent that they have when they bought your 

book, then it's a good bonus. I think maybe one to five bonuses is a pretty good thing adding up to like 

I said about $500 in value. 

 

But make sure that those are targeted or else it's not going to be as effective. If I want to find that 

person sitting in the chair all day and I want to sell back pain, then my book might be about exercises 

you can do but I might also give away a bonus of foods I can eat that help my muscles relax more, so 

that they don't tighten up so much. Stuff like that. They help them solve their problem faster or more 

efficiently. That's kind of the idea behind bonuses and adding value to your book. 

 

NA: Okay. You mentioned earlier relationships and how important they are. There's this idea of 

working with partners. Is there anything else you want to add about that? How authors can actually 

work with partners to sell 1,000 books in 21 days? Or have we pretty much covered that? 

 

RM: We've pretty much covered it but just the last note on this, I advise people to start with the 



brainstorm list. Don't listen to that, “Oh that person is not going to join on in this.” Or whatever. Just 

start out with, just create a list of 100 people. That's your partner wish list or one guy from the summit 

called it your “hit list.” These are the people you're going to approach. Start out by creating that list. 

Don't inhibit anybody who are going you are going to write down. Sometimes one wrong name leads to 

the right name. So just make the list and then later you can go back and you can just go look at those 

people and actually make sure that they are a good fit. You can actually go out to Amazon, or to Google 

and just search for what your ideal reader is going to be searching for. 

 

If somebody who has bought your book, how would they have found your book if they did it in a 

search? Start doing searches for that and come up with new names, new partners and that's where I 

suggest people to start. Then we also in the Book Launch Blueprint, have specific emails that you could 

send out that really get good responses. But yes, we pretty much talked about it. It's pretty much the 

heart of this program that I teach and I think in general, it's the heart of good marketing, it's having 

strong relationships with industry leaders, peers who are doing what you're doing, stuff like that. 

 

NA: Right. To make all those work, they have to have a landing page, or something going on with their 

website, right? How does that fit into the process? How is that working? Maybe the people don't 

understand what a landing page is. You might want to explain that. 

 

RM: Yes. A landing page could be one of I guess three things. It could be some content like we talked 

about that you send people to, it's where they click the link and they land on your site and it's on that 

page. It could be an opt-in form where you're asking them to give the email address for a gift that you 

give them in return, or it could be a sales page. Essentially what we do with this is create a page that 

encompasses all of those. 

 

It starts off by asking them during the launch, you just have a simple page that says, “Here's my book 

that's coming out. Here are the bonuses. If you buy the book, you can get these bonuses.” You can have 

a video there that does like a book trailer that explains your book. It could just be you're standing in 

front of a camera. That's what we did and she explained who the book was for and you're going to want 

to have on this landing page social media icons – not for them to go over and join your channels but to 

like it so that there are some proof there of people actually wanting that. 

 

Then we just have that page re-offer the gift each day and on the launch day we switched it over to the 

page where they could buy the book. All the likes that she have built up over the 21 days were there 

and it showed to her audience who are going to buy her book. It's a popular thing. That's the idea 

behind the landing page. It's the essential hub of focus where you can to send people to in your book 

launch. 

 

NA: Okay. There was a question and I think maybe it's pertinent to ask it now from Margarit [ph], “Is 

the books website theme as critical as some suggest in launching a book?” This goes back to you 

mentioning websites, and themes and things. Anyway, that was her question. 

 

RM: That's an awesome question, that's brilliant. There was actually one thing... 

 

NA: I think it was from Rodondo [ph] guy. Sorry. 

 

RM: Okay. The theme is not as important as you might think but there are some components that really 

can change things up. You want to have things clear, you want to not make it look like a kid with a box 

of 64 crayons just drop them all on your page. You want to have things that are really good-looking. 



The one thing that I would suggest on any website is to have up top one action that you want them to 

do. This is something I don't see a lot of unless people are doing really well and they know how to 

market. When we did this with the author I've been talking about, she increased her email list like 70% 

each month for four months in a row. It really grew fast from what she was doing before. That's simply 

by having an opt-in box up top. 

 

The first thing that they could do was see who you are and you're going to offer them some sort of 

freebie, or some sort of opt-in gift, or enticements for their email address. That I think as part of a 

launch, just the overall launch is really important. Some examples of this, you might go to Marie 

Forleo's website. She has something up top like that. Derek Halpern has one up top at 

Socialtriggers.com, and then Brian Dean [ph] has one at the top of his site. These are all marketing 

people or lifestyle people. It may not be exactly the way that you would do it but you want to have your 

picture and some way for them to opt in. 

 

Brian Dean's is backlink like I'm getting a back link to my website, backlink.co. Those are some 

examples for a good top – first thing I see when I come into your site is what you want me to do and it's 

to opt into the email list. Good question. 

 

NA: Okay. What about social proof? You just mentioned that a few minutes ago about proof when 

people are liking your landing page and that sort of thing. But what is social proof and how can an 

author use it in their book launch to increase their sales? 

 

RM: I already mentioned the numbers, having the like buttons, or the tweets. Not just having that 

because that's important for spreading the message but for new people who come to that page, if they 

can't see how many people have liked and tweeted that before then you're wasting a lot of your energy. 

Have that with the numbers there. You can also have the testimonials and endorsements as another way 

to have good social proof. All these people you're reaching out to share about your book, if you can get 

a small blurb from them and they're somebody who's in your space that people are going to recognize, 

have that on the page. That's another way to have social proof. 

 

Another launch that happened recently that somebody did, Brian Johnson I think, the Trust Funnel. He 

had all these people that I'm talking about, these celebrities in his face hold up a picture of his book. If 

you have enough time and you have the copies, it was a physical book. He mailed it to them, said, “Just 

take a picture, send it to me.” And he had a lot of that going on and he uses that in the social media. 

That was really cool. And then you could have Facebook comments enabled at the bottom so that 

people could talk and then when the new people come on, they see that there's conversation going 

about and people are excited about it coming out. Those are some ways to include social proof. 

 

And then lastly about that social proof is it's really important to not just put those things up there and 

expect people to do something with it, but to clearly and distinctly ask them or invite them to engage 

with you in that way. You can incentivize the like by saying, “Hey.” There's little code you could put on 

your site so that if somebody tweet something, you can give them another bonus or just say, “Leave a 

comment or ask me a question. What did you think about X and I'm going to answer it.” Ask them what 

you want them to do. Don't assume that they're going to know what's in your head. That's the most 

frustrating thing ever. 

 

NA: Yes, I think we do make that assumption too often. 

 

RM: Yes. 

http://socialtriggers.com/


 

NA: These pieces have all been really, really helpful. Can you now put them all together and show us 

what a book launch actually looks like? 

 

RM: I think we kind of have put all together but just in case you don't have it in your head, let me just 

tie all these things together. I wanted to have a diagram ready but I didn't so I'm going to use my hands 

because I've been doing that the whole time anyway. 

 

You're up here, you have your list of 100 people, a 100 people who have congregated your ideal reader 

into their own audience. You have all these people that you've created a list of, then you got their 

contact information, you send them out your email and you say, “Hey guys, we're doing this launch. 

Here is what it's going to mean to your readers. Here are the other people who are involved in it, it's 

going to be in front of a lot of people and I think that you're going to get some visibility by being 

involved. So, send me a testimonial and I'm going to give you two or three emails to send out during 

this period.” And then all of those emails are going to send people to circles and then they come to your 

landing page. Your landing page provides that content or the gifts that you're giving away and then also 

most importantly is building your list. I call it an early bird list, this list where you basically are saying, 

“I'm going to be emailing you a lot about all the cool things happening for this book launch. So get on 

it and you're going to want to be on it.” Then you set the expectation that you're going to be emailing a 

lot more than normal so they're not frustrated. 

 

Then once they purchased or once the launch day or launch week comes up, you can send them the 

notification to go purchase your book. People are buying like crazy. You might even offer bonuses for 

the first 50 people and say, “Hey, if you're going to be the first one to get this, I'm going to reward you. 

Go ahead, act now.” And then you send them to the bonuses page where you get their book and they get 

their extra bonuses, goodies and that's fixed cycle of book launch life or something. 

 

NA: A cycle of book launch life is like the Lion King. 

 

RM: The Lion King, right. Just about a saying but I think people would leave if that happens. 

 

NA: Another hat we could put on you. 

 

RM: There you go. 

 

NA: So all of this sounds like a lot of work. Can writers do this on their own or do they need some 

help? 

 

RM: Well, if you just follow what I just shared with you, it's definitely doable. You're going to have a 

lot of learning experience along the way which is cool. I totally endorse that. I think that it's important 

for you guys to learn how to market and not be scared of it. Those things would teach you some 

awesome lessons. If you're more into like skipping the lessons on your own and wanting to learn from 

somebody else's mistakes, then yes you can get somebody who has done this before. That's one thing 

that a lot of people at the summit also mentioned: get a mentor, get a coach, get somebody who's done 

this before. If you have a friend who sold 1,000 books in 21 days, get their plan, do it. The purpose is to 

make this easier for you guys so you don't lose faith in what you're doing and you can just keep on 

going and doing good stuff for the world. 

 

Like I said, we put that link up and Nina put that link out to come over to our site. It's a little 



assessment, just are you ready to have a platform that sells you the 1,000 books in 21 days? There's a 

report tied to that if you want to get that. We'll have that ready really soon. Then when my program 

launches or Nina's got programs where she trains people or authors, how to do stuff, get somebody who 

you can have a community with. That community is really helpful for me and I know for the author's 

launching with us, they've really just love having the support of people around them who are doing the 

same thing. 

 

Yes, that's my take on that. You can do it yourself, you learn a lot, you can do it with somebody else 

like Nina or I and cut down the time it takes and hopefully make you a lot more money because we can 

add a lot of value from what we know. 

 

NA: I'm putting the link up again but Ryan, actually they can see the offer if you pop it in. Again, 

there's a little tab that says “pop ins” and if you guys click in the “pop ins,” it will show up in the “pop 

ins.” But I also put the link there twice where you can take the assessment and I thought it was really 

funny – maybe not funny but somebody took the assessment. Olivia took the quiz, she says, “I'm level 

A. Whoops! Lots of work to do.” 

 

RM: Awesome. Guys, there are three grades that you're going to get at end of this assessment and to be 

honest, I think most people who have come across are going to be an A or a low score because these 

just are the things that as an author or a writer, you're thinking about. You're thinking about writing and 

a lot of times it's not about marketing. For some people you don't even want to do marketing but I love 

marketing stuff. If you can get someone like me who likes it and wants to make it fun, then I think 

you're going to have a lot better go. But don't feel bad, we'll help you put that platform in place and 

also how to have more detailed explanation of how to launch this book. 

 

This funnel that you're seeing, that page that you guys land on when you click on that link that Nina 

sent you, our training and apprentice and he's actually putting this whole thing together. We're still 

working out some of the bugs. If you find anything, let me know because we want to just make it really 

good. I think he'd appreciate that, so will I. 

 

NA: Right. I was going to give a link if anybody was just listening but go ahead and finish, and then I'll 

give it. 

 

RM: Sure. The Book Launch Blueprint which like I said I'm doing a beta program for it right now, I'll 

also be taking another group through in non-beta later on some time when I launch my book. Cross my 

fingers, it's going to be in April. Keep an eye out for that. I'll keep you guys informed about that too. If 

you're interested you can see all the details about the program and a lot of what we talk about today, we 

cover in there but in more depth with special tools and email templates, software programs you can use 

to make all this easier, web page, templates, stuff like that that makes it just a lot easier to plug what 

you have into a system rather than going out and just willy-nilly. 

 

NA: Right. If anyone is just listening and doesn't have the link on their screen, the link is actually 

www.Authorscatapult.com/Nina1000. That's the link to get to the assessment. 

 

RM: “Nina1000” sounds like some sort of ancient computer that's going to take over the world or 

something like that. 

 

NA: That would be nice. 

 

http://www.authorscatapult.com/Nina1000


RM: “Nina1000.” 

 

NA: I highly recommend to anyone who feels like they need help with their book launch, to go ahead 

and sign up for Ryan's program. Ryan really knows what he's doing and has lots of resources and I 

think he could help you a lot. 

 

Ryan, are we ready to take some questions? 

 

RM: Yes, sure. If we've got some, let's dive in. I'd love to answer some. 

 

NA: Okay. One person just asked if you could quickly review the five “M”s. He missed one. If you 

could just rattle those off. 

 

RM: Let me paste that in the chat actually for you and I'll say them as well. The first “M” is “Mindset.” 

Get your mind right. Second “M,” fundamental is “Message.” It's the message, how you craft it, how 

you create it, where you display it. Then “Marketing” is the third “M,” that's outreach and promotion. A 

lot of what we talked about today is in the marketing category. Fourth is “Members.” It's inviting 

people to become a member or a part of your tribe and fifth is “Money.” That deals with upsells, that 

deals with creating systems that sell your product and making things really easy. I am pasting that into 

the chat right there just in case. 

 

NA: Great. Okay, Diane had a question. She wants to know if a blog and a newsletter is enough to 

build a platform where she says, a blog in the newsletter and a blog – I think she does mean a blog and 

a newsletter enough to build a platform? And number two, should the newsletter go out with every 

blog? I think she means the blog post. 

 

RM: Diane, that's an awesome question, very good. 

 

The heart of a good author's platform is going to be in email list. Yes, newsletter and I would suggest 

that every blog you create has an associated newsletter. There are some email softwares that actually 

have a feed every time you post something, it will send something out to your audience. I might edit it 

more than that, I might just put a small teaser like, “Here is something you're going to want to learn 

about. Here are five ways to do, blah, blah, blah. Come over and see my blog.” 

 

It's a simple way to do that and the author I was working with, she actually had two separate 

newsletters. One was for people who wanted to get to that blog post. She had a daily blog post. The 

other was a weekly recap so she kind of talked a little bit about some of the blog post. She had a link to 

all of those but then she just was more personal with the list about what's going on in her life and her 

wellness journey. 

 

I would suggest that even if you don't do any social media, I think I would suggest you do but I would 

suggest if you have that list, it's going to be strong core of your platform. If you went to traditional 

publisher that said, “Hey, I have a list of 10,000 people.” Or even, “5,000 people who want to hear 

about my next book, do you want to publish me?” They're going to listen to you because that's really 

important. That's part of your platform and I would say the core of it. 

 

NA: Yes I agree. I think a blog and your subscribers to your blog and your subscribers to your mailing 

list are really important. I don't know that I would necessarily call it a newsletter per se because nobody 

wants to sign up for newsletters these days unless they're really, really high value. But if you are 



creating some sort of call to action, a give away which we've been talking about, something that where 

you are giving them maybe a free eCourse, a free video, or something that they really want and need, 

they're going to likely sign up for your mailing list, and then you can mail them on a regular basis. You 

can even mail them a digest, a blog post every month or whatever. But definitely, I agree. 

 

Okay, another question. This one from Ann Marie McCara [ph]. I'm probably butchering her last name. 

Anyway, Ann Marie says, “Can you give some ideas or giveaways and bonuses for added value?” 

 

RM: Yes. I talked before and you can share about this too, Nina, because I'm sure you have some 

experience here but Peggy McColl who did that New York Times best-seller, she wrote a book called 

how to Be a Dog with a Bone – something like that. It was about persistence. What she did was she 

went to some industry leaders and she asked them one question, “How has persistence affected your 

success in business?” It was just a one to two minute maybe response from each one of these people, so 

it's something that nobody could get anywhere else, very specific for that book as well. I think she had 

five to 10 different little interviews like that. That was something like that. 

 

What I mentioned with my book when I come out with it, I'll have some worksheets that people will be 

able to download that help organize outreach to people. Let's see, Nina, what about you? You give 

away bonuses like that when you do your courses? 

 

NA: Yes, anything like that. What I'm seeing right now is a lot of people, they've got their book and 

they're giving away actually a course worth a couple hundred dollars at the same time. 

 

RM: Right. That's it too. The book marketing summit that I've been talking about, I'll give away that to 

so many people, maybe for fast action-takers and that's worth selling it for $1.97. 

 

NA: Right. Hold on. Get back to the questions. I was answering a private one somebody sent. I think 

we're going to take one last question and then we're going to wrap it up because we've gone well over 

an hour. I think this is a good one for us to wrap up with. It's a really good question. It comes from 

Margarit Eliseffan [ph]. Again I can't do the last name. 

 

RM: That's you, not me. I had a hard time with some of those on the summit. 

 

NA: Anyway, Margarit is asking, she says, “1,000 books in a month sounds like a lot. What happens in 

the months after that?” That's a really good question. 

 

RM: Yes, that is a good question. Margarit, if you're using this process to kick off your book launch, 

one thing it's going to do is it's going to have some momentum behind it. When you roll this big rock 

and you sell 1,000 books, especially if you incorporate Amazon in there in some form or fashion and 

also let people buy the book on Amazon, then the Amazon algorithm starts to take effect and people 

start seeing the book more around Amazon and start buying it. 

 

But the other thing I think that's more important is just those five fundamentals. If you haven't built 

them, launch your book and start building them. Those five fundamentals that I'll share in that report 

that's at that download link are so important because they are the ongoing. They are the sustaining 

growth. Another thing too that you might do is in every email that you send out, have a link to the book 

to purchase at the bottom of every newsletter email you send out. But there are a lot of things you can 

do to do ongoing promotions like that. You might do another book launch next quarter or something 

like that. If you did it once, you can do it again. Some people who may have said that they could 



promote for you may not have actually been able to promote for you and you could revisit that and do it 

with the different group of people. 

 

You might just do it ongoing with different groups of people but definitely do those five fundamentals 

either now and/or after you launch a book. 

 

NA: Yes I agree. I've actually done blog tours for my books a couple of months after they were released 

to just get back out there again, and to increase that reach to get myself in front of new audiences again. 

That usually will boost sales for a while. 

 

RM: Yes. 

 

NA: Also what you said, having something always in the signature of your email, when you send out 

newsletters or whatever you're sending out to your mailing list, always have something there reminding 

them that you have a book. 

 

RM: You can just send them something similar at the bottom of every blog post or at least related blog 

posts where people can go, “Oh, you like this concept? Come get my book. It's got a lot of valuable 

bonuses attached to it so come and get it.” 

 

NA: I also have all my books listed in the widgets, the sidebar of my blog so that you can find them 

there. You want to always have them be visible and I recently heard somebody say to make sure you 

have the sales page for every one of your books on your website, on your blog. That's something I 

actually have kind of fail to do. I have it on my main site but I don't have it on my other sites. I'll think 

to create one when a book is launching but I have more than one book and it's really a good idea to 

have a site, a page for every book. 

 

RM: Right. A lot of people even will do a book's own website. I have mixed feelings about that but that 

is one thing you want to have as some page whether it's its own site or it's a page on your main site 

where you have the sales page for that, or you have a good book trailer, or you talking about who the 

book is for and why they should get it, and then all the points about what's in it, testimonials, et cetera, 

bonuses. 

 

NA: You can even just do a landing page for your book if you want to send them to Amazon, or to your 

publisher, or to your website, wherever. 

 

RM: Right. 

 

NA: Super. One more time, take Ryan's free assessment to learn more about the five fundamentals to 

creating an author platform that sells a thousand books in 21 days, I have put that into the chat pane 

many, many times and there in the “pop ups.” If you click on “Pop ups” it should be there but for those 

listening, it's at Authorscatapult.com/Nina1000. 

 

Ryan, do you want to tell them anything else about how to find you? 

 

RM: Right now we don't have our website set up in the way that I would suggest for you guys. We just 

have these landing pages that we're sharing with people as we do promotion. So if you do need to get a 

hold of me, you can email me at Ryan@Authorscatapult.com. Feel free to send me any questions that 

you have that we didn't answer today, but you probably will be able to go to my site and find any 

http://authorscatapult.com/Nina1000
mailto:Ryan@Authorscatapult.com


contact form, or you won't be able to because I don't have one. Just email me 

Ryan@Authorscatapult.com or take out assessment and then you'll be connected to me and we'll send 

you information about how to launch a book and stuff like that. 

 

NA: Super. Any last words of wisdom before we close it down for today? 

 

RM: Thank you very much Nina1000 for your time today. 

 

NA: No Mickey Mouse thing, whatever he does? 

 

RM: See you later! 

 

NA: Well I really appreciate you taking the time today, Ryan, to speak to me and to speak to my 

listeners, and to speak to your listeners. We have both our audiences today and you shared a ton of 

great information and I really appreciate it. Thank you. 

 

RM: Great. Thank you, Nina for this. Thank you all, everybody for joining us and I look forward to 

hearing your success stories. Just send them to me. I want to see how you guys are doing. Talk to you 

later. 

 

NA: Yes and I'll be applying some of this to my next book launch as well. 

 

RM: Awesome. 

 

NA: Thanks, everyone. This is Nina Amir, the Inspiration-to-Creation coach. Go out and achieve more 

inspired results. 
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