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

of How to Blog a Book, The Author Training Manual and several Kindle eBooks. 

 

Today we are talking about publicity. This is an area that authors really don't want to delve into or they 

don't realize that they need to delve into it, but it is really so, so important. Your books do not sell 

themselves and publishers aren't going to do the work of publicity, or promotion, or marketing, 

whatever you want to call it for you. It's really up to you, but you may need some help so you may need 

to hire someone to do this with you or to provide some services for you, but in one way or another, 

you're going to have to help sell your book. 

 

I'm here today with my colleague Scott Lorenz. He's a publicist. Welcome, Scott. 

 

SL: Thank you. Glad to be here. 

 

NA: Well, I'm very glad to have you here with me. 

 

For those that don't know Scott, I want to take a minute and just tell you a little bit about him. Book 

Publicist Scott Lorenz is president of Westwind Communications, a public relations and marketing firm 

that has a special knack for working with authors to help them get all the publicity they deserve and 

more. Lorenz works with best-selling authors and self-published authors promoting all types of books – 

whether it's their first book or their 15th book. 

 

He has handled publicity for books by CEOs, CIA officers, Navy Seals, homemakers, fitness gurus, 

doctors, lawyers, adventurists. His clients have been featured by Good Morning America, Fox & 

Friends, CNN, ABC News, New York Times, Nightline, Time, PBS, LA Times, USA Today, Washington 

Post, Women's World and Howard Stern to name just a few. That's pretty impressive, Scott. 

 

SL: It is a nice list and it keeps getting bigger all the time. 

 

NA: That's great. 

 

What I want to do is I want to start out with a little bit of defining of terms and I wanted to find 

publicity, promotion, marketing and actually hearing your bio, you say that you are a public relations 

and marketing firm. So, let's start public relations in there too. What's the difference between publicity, 

promotion, marketing, public relations? 

 

SL: Okay. Marketing is the big umbrella that all those things fit under. Just look at it, marketing is at 

the top, then you've got sales, advertising, promotion, publicity, public relations, all that stuff that fall 

under it, even pricing at times as well. You could even throw distribution in there to some extent, but 

that is the big picture. 

 

Now, promotion. Why publicity is so effective for books is because first of all most authors cannot 

afford the advertising. I also buy advertising for some of my other clients, doctors, lawyers and so 

forth. We've now dropped $25,000 or $50,000 a month on a TV ad campaign at one station. I've never 

met an author that wants to spend that kind of money. Where do you get the best bang for the buck? 

You get the best bang for the buck in publicity. In order to get publicity, you got to find something 

that's of interest to the media, which would be of interest to their audience. 

 

As far as public relations – I could talk all day about all the stuff, but I think as it relates to authors, the 



other thing that's most important is promotion. Promotion would be like book signings, it would be like 

doing a KDP Select program with Amazon. That's where you offer your book for free for increments of 

total five days. I've done that and put many, many of my authors and it's a really great big shot in the 

arm. You could get a lot of reviews from people who do that as well, but that's a good example of 

promotion. 

 

Another promotion example, one of my clients just released her book and during Valentines day, she 

gave away her book to all of the people who patronize a certain restaurant in Central Park in New York. 

People have patronized that restaurant where are notable people in the media, Mucky Mugs and so 

forth. The idea was here is a total promotion, example of our promotion, we're trying to get that book 

exposed to some of the right people in the world that could make a difference for that author. People 

like Random House went there, it was of interesting idea. That was the first time I've seen that and I 

was very supportive of it. I think it was terrific, but that's the example of promotion. 

 

Publicity is getting on TV, radio, newspaper, magazines. That's what publicity is and the reason 

publicity is so effective is because it is that third party endorsement from somebody in the news media 

who's saying, “Hey, this is a good book.” Or, “Hey, this is an interesting person.” Or, “Hey, this person 

knows something as an expert on a particular topic. We got to listen to her or him.” Whatever. That's 

why publicity is effective. Just about everybody who's an author today, publicity has made them. It's 

not advertising. That's guaranteed. Any author that I've dealt with that has really done well, it's because 

of publicity. 

 

I have had clients who've had spent a lot of money in advertising and went nowhere because it's falling 

on deaf ears, but publicity, it just opens up the door because it's that third party endorsement. It's 

somebody else that's a newscaster saying, “Hey, in our studio today we've got so and so and she's the 

author of such and such. She's going to share with us 10 tips on blah, blah, blah.” That's got more 

power than any ad that takes over your TV set or radio. 

 

NA: Right, and how does public relations fit into it? 

 

SL: Public relations is also known as publicity. Real public relations is dealing with the public in the 

marketplace and trying to get the public to understand something and do something. An example of 

public relations would be like an electric utility saying, “Hey, we don't kill all the fish you think we're 

killing. We put 10,000 in, we kill 1,000. Here is how we do it.” Something like that. That's public 

relations, getting the community to understand what you're doing. 

 

It doesn't really apply in the exact tone in the definition for books unless your book is let's say an 

environmental book and there's some PR angle there, but what really authors need to worry about is 

getting TV, radio, newspaper, magazine coverage and blogs. 

 

NA: Okay. That would be the publicity and then the promotion are the things they are doing like free 

giveaways, coupons and things like that? 

 

SL: Book signings, stuff like that, a good thing that we did with the restaurant in New York and stuff 

like that. 

 

NA: Right. Virtual book tours, that falls under then more like publicity because you're actually getting 

the... 

 



SL: I would say that falls more under promotion. It almost doesn't matter what you call it. 

 

NA: Right. It's all marketing. 

 

SL: It's all going to be done in order to see books, to get exposure, to get on the radar. My thing is this, 

we do whatever we got to do to get this book on the radar and get people caring about it. 

 

NA: Right. Okay. So that brings us to my next question, which is what do you do? What does a 

publicist do? 

 

SL: Well, a publicist gets clients on media coverage – TV, radio, newspaper, magazines, blogs, 

whatever you possibly can. In my case I also get reviews. I work with reviewers for years and years, 

I've got some good relationships with reviewers and we maintain a database of reviewers who are 

interested in certain types of books whether it's romance, business, fiction, nonfiction, whatever. There 

are certain types of books that really are of very interesting to certain groups of reviewers. Somebody 

who reads romance books doesn't want to really hear about a book about fracking in Texas. Somebody 

who is a business professor at a university doesn't want to read a romance book. Generally speaking. 

 

We got to find that right person, which is always the case when you call in for an author. You've got to 

find the right person who is interested in your book. You don't sell a business book through children 

reviewers. When you do blogging, you're very conscious of who it is your audience is that you give 

your time. Does that answer that question? What else do we do? 

 

Then if we have a book signing, we'll promote that book signing for a client. I'm based in Michigan, I 

have clients all over the country, I promoted a book event in Paris a few months ago, we promote 

events all over the country once they're set up by an author's staff or an author themselves, then we 

promote it. Sometimes – and I know there's a lot of people that say, “Book signing, why waste my 

time? I might sell them two books.” Well, it also gives someone in the media a reason to write a bunch 

of book right now and that to me is more important. 

 

So if I can get some media coverage because so and so has got a book signing on March 10th in 

Phoenix Arizona, that gives me something I really glom onto and promote. It gives a reason for the 

media to say, “Well, we better cover this author now because he's doing this book signing.” Because 

otherwise we need to find what type of media outlet there is. There are dozens and dozens of books 

crossing the desks of people in the media every single day. Like the big shows, they get 150 books a 

day. Like today's show, Good Morning America and I've been in the studio. I was in Fox News New 

York a few years ago and I couldn't believe how many books were stacked up on everybody's desk in 

FedEx envelopes, in manila envelopes. I saw them. I went across, I'm just like, “Oh my God they aren't 

even open.” 

 

Then at some point I'm thinking of chucking them [ph] or put them in the lunch room and give them to 

the staff so they can give them away for Christmas gifts. I don't know what they do with them. In fact 

one time – I got to tell you a funny story – I got a call from a Bloomberg reporter in New York. He 

says, “Scott, I want to do that story on your guy.” I said, “Great.” He says, “I want to read the book 

then we'll set up the interview.” “Okay, great.” He says, “I know this book is here on my desk. I saw it, 

but I can't find it so send me a new one.” I go, “Really?” 

 

It's like he had so much stuff on his desk that he couldn't find it. Think about what kind of mad 

[inaudible] when that happens. I said, “Okay, where do you want me to ship it?” He goes, “Send it to 



my house. There are no books there.” So I shipped it to his house. He read it, did the interview, it was 

all set, but that's the world we're in, that's the world I'm in. Imagine I'd be able to find a book on your 

desk. It's crazy. 

 

NA: Right. Yes, well, they get tons of stuff. It's very hard to break through. 

 

Why might an author want to hire a publicist and at what point in the publishing process would they do 

that? 

 

SL: I am brought in all levels. I'm brought in sometimes to help an author work through the title of the 

book to get the book cover design and I go off for those service. Once I'm on retainer, we'll do 

whatever we need to do during that time frame. Naming the book – I did a whole hour-long webinar 

not too long ago about naming a book. It is a big topic and you could do all kinds of things wrong if 

you name your book too long, if you have the wrong title of the book, if it's too long of a title, if it's too 

short of a title, or non-descriptive or whatever. There's a whole thing you really need to know about as 

far as naming a book. Its process. 

 

So I get into that, I get into cover design, we get into blurbs. If you want some blurbs, which are, “Hey, 

this book is terrific.” Or, “Hey, I love this book.” whatever, “This book is the best book, blah, blah, 

blah, I ever written.” by a certain person like somebody in the media, or a top reviewer, or a celebrity, 

you got to do that way ahead of time and that takes time because those are very personal things. One of 

my clients hired me three lines before he published his book and I focused on that stuff, getting those 

blurbs. That was a project because people are busy. I had to get them and to make sure they were right. 

Sometimes refine it a little bit, but we got some terrific blurbs for the book and it went on the back 

cover of that book, but that took some time. 

 

So people hire me a couple of months ahead of time or sometimes people hire me when the book is 

already out and it's failing big time. They've been out three months in the market, there are no reviews, 

no sales and they say, “Hey, can you help me?” So then we come in and do what we can do from that 

point on. It's better. Firstly speaking, it's better to get someone like myself on board beforehand who 

can help guide on just through the process because the process is very daunting and you could make a 

lot of mistakes – mistakes that will cost you money, mistakes that will cost you a lot of money. 

Sometimes when we read a book, we'll say, “Hey, this needs some more edit.” Where you got to tweak 

it, you got to do something or the ending is not right. We want it to be successful. If we're at a position 

where we can help, we will. 

 

NA: Right. So what are some of the common mistakes you see that a publicist could help solve? 

 

SL: Titling a book and the cover design. It's so important. People do judge a book by the cover. You 

know we were told on second grade don't do that. People do and when they go to Amazon, it's a little 

tiny thumbnail. That's the size of the cover so that's really small. That cover has got to pop on Amazon 

or any other electronic device. We help with that and a lot of times people want to put the whole 

kitchen sink in in the cover it and it's just terrible. So we got to watch that. 

 

What else was a part of that question? I'm battling here sometimes. 

 

NA: You mentioned that there were things, problems – mistakes people make that a publicist could help 

with. 

 



SL: Editing. I'm telling you what, hire a good editor, have it edited and proofread. I can't tell you how 

many books on occasion will come back from a reviewer – thankfully I know them and thankfully 

they're doing me a favor by saying, “Hey Scott, read this thing, not going to review it.” It got flaws, this 

or that, it needs more edit work, or whatever. They're doing me a favor by not reviewing the book and 

saying the same as get all these problems than publicly telling people. We've been able to say that we 

salvage a couple of situations because of comments back from our reviewers. Most of the books I deal 

with are high quality, but it's important though for all authors to have that thing proofread and copy 

edited, and you can't do it yourself. You need somebody else to do it. Just find the right person or a 

team of people to get it done. That's the biggest problem I think right there. 

 

Or a book. I've had some books where the cake wasn't ready, it wasn't ready to eat and they wanted to 

publish it because they had some sort of deadline in their head. You know the book is going to be ready 

when the book is ready. I think it's good to have a goal, good to say, “Hey, we're going to get that thing 

out by June 1.” But it's also important to make sure that it's ready because you can't rush these things 

anymore than you can pull a cake out of the oven halfway through and say, “Hey, here is the cake.” It 

doesn't work. 

 

NA: Right. I think that really an essential part of this is knowing who the target market is and how to 

reach it. So what can you tell authors about that? How can they know who their target market is? 

Hopefully they've figured that out before they wrote the book, but even if they know who it is, how can 

they reach that target market? 

 

SL: Well, it's a good idea to have the target market in mind when you write the book. Nothing worse 

than writing the book that nobody wants to read because there's no market for it. If you have the target 

market in mind, you can write it to that market. I've had conversations with several authors over the 

years where they say, “Hey, it's not really this. It's that.” It's like, “No, it really is this. You just don't 

know that it's this.” I'm sorry to be the one to inform you, but it's in the genre. I don't want to mention 

any names, but it could be a problem. You got to have that market in mind when you are writing the 

book. It's like, “Who's going to want to read this book? Who wants to buy this book?” 

 

Like this book I'm working with right now, it's a book about bridges in Paris and they're all 

photographed at night. Well, people who are going to Paris, traveling to Paris, have friends in Paris, 

they have a home in Paris, those are the people who would be interested in this book. That is also a nice 

story about the history of each of these bridges – 35 bridges across the same river and people who are 

interested in European history would be interested in this. Those are markets that we've targeted on this 

book. Believe it or not, even the architecture magazines are interested in this book because it talks 

about some beautiful bridges and its architecture. Also, people who are interested in photography. The 

photography magazines are interested, but in order to get them interested, you got to send them 

something. So we sent them a pitch and we've given sample copies and stuff like that so they can see 

the book first-hand, see how high quality it is and then they could write about it. 

 

Then interestingly enough on that book, but we got contact from the New York Times and they want it 

so they can look at it for an upcoming issue. I can tell you this, New York Times doesn't call authors 

very often. Authors are usually sending them stuff and then they may or may not ever hear anything, 

more than likely never anything from an outfit like the New York Times. For them to contact us means 

that the publicity, our marketing and our promotion is working because they heard of the book. That is 

the best possible situation where the [inaudible]. Hundreds of books out to people and hoping that 

they're going to read it. 

 



NA: Right, but what about actually where the readers are? Obviously if the New York Times publishes 

something, you're reaching a whole lot of readers or if an architectural magazine, or some publication 

in Paris, or a travel publication carry something about the book, you're reaching your readers. Are there 

other ways for instance blogs, going on virtual book tours where you're hitting different blogs and 

different podcasts and radio? 

 

SL: Yes. We've hit a lot of the travel bloggers as well so that they can find out about the book and they 

write about the book from all over the world on this particular type of book because it has a real general 

interest, I think when it gets right down to it. There are these little niches. Also I got a book coming 

right out to the romance genre. We're going after romance bloggers and romance reviewers. So we're 

doing a virtual book tour on a blog, blog tour and to romance, specifically romance bloggers. That 

should be very effective because those are people interested in reading romance books. 

 

If you look at the romance reader profile, they read three books a week, they're female, they're working 

at a job and they can cloud two or three books a week because of the type of job that they have. It's a 

very interesting market and they don't want to spend too much for a blog and they mostly buy paper 

bags or Kindle. How do you reach those people? How do they find out about your book? Well, that's 

this secret sauce. The thing that is interesting, there is no recipe for best-seller book. There really is no 

recipe. If there was, then we just do it. Every publisher would do it, the author would do it, it would all 

be done, it would all be a piece of cake. 

 

It is like if you want to bake an apple pie, I got a recipe for that – pie dough, apples, cinnamon, sugar, 

bake it at 350 degrees for an hour, “Hey, I got a pie.” But there is no recipe for book-selling. It's all 

doing a little bit of this, little bit of that and catching some interest here and maybe getting some 

exposure there and treating like a groundswell [ph] where people are interested to find, pick up the 

book, buy it and tell their friends about it. 

 

NA: Right. That's especially true. People think about best-sellers in terms of these best-seller 

campaigns and what those are doing are just creating a best-seller for an hour or for a day. We're not 

creating real best-sellers. 

 

SL: Correct. 

 

NA: I was talked about that. I have five now best-sellers. A couple of them have been best-sellers for a 

month, or two months, they're Amazon Bestsellers, not New York Times, but they get back on the 

Amazon list a couple times a month, but they're not there everyday. But I have one, How to Blog a 

Book, it is on one of three list on Amazon almost everyday. That to me is a true best-seller because it's 

on a top 100 list, all the time. 

 

SL: That's a big deal. 

 

NA: Yes, but these best-seller campaigns they're just, “Okay, I know that if I can get enough people to 

buy in this time frame, we can hit the best-seller list” and you can say you have a best-seller. That's not 

what you're really talking about. You're talking about reaching the market in such a way that you have 

sustained interest in the book and sustained sales. 

 

SL: Right, but that said, getting, “I'm that best-seller list even for a few days” is still okay. It's a tactic. 

It is a tactic, it's an arrow in my quiver, I use it when I can. I had an author who did that just a few 

weeks ago on their own. I promoted it, they also promoted it and then Amazon promoted it. It was 



actually KDP Select where it was free, but then he got a nice carry-over. He was able to say, “It was 

number one on the free giveaways for a couple of days,” which is still a big deal. “It was top 10 for a 

long time.” It's all about getting on the radar. Pretty much however you got it, get it on the radar, I'm 

pretty much for it. It's a tactic. 

 

Now the interesting thing was that I was able to put a press release out, on his behalf that said, “Such, 

such book was number one best-seller on Kindle” and I worded it such a way because it was a free 

book so it wasn't a best-seller. It was number one in downloads on Amazon February whatever it was. I 

could still use the result in a promotion in a campaign. That gets more attention. I wouldn't hang my hat 

on those things, but it's a good tactic to use. 

 

NA: Yes. Whenever you could say you have a best-selling book, it's helpful. 

 

All right, blogs are good and all the online things like podcasts and internet radio. These are all good 

places to reach a target market, correct? 

 

SL: Yes, definitely. 

 

NA: Okay. You mentioned about the guy who Bloomsberg, I think you said it was who couldn't find the 

book on his desk? 

 

SL: Right. 

 

NA: One of the big issues, it really is if you're going to be sending things out to the media, how to get 

noticed. How to get them to even read your release because we're emailing releases out. So how can we 

do that? What's the tactic for getting noticed? 

 

SL: Most of the time what we do is we actually solicit through email a pitch and we say, “Here is this 

new book. It's about this or that.” I write some little lines, sometimes I'll spend a lot more time on the 

subject line than I should, but I really refine it because there's only so many characters that show up in 

anybody's subject line on your email. Just take a look at your own email and go, wow you only got like 

15-22 characters to work with. 

 

What can I say about this book that's going to intrigue someone to want to open up the email? That's 

the first thing you got to do, is make sure you get that subject line right. Then who is sending this 

email? Is it sent from some obscure database like AWeber? Is it sent from a certain person like yourself 

as an author? Or is it sent from Random House? I'm sure Random House or Simon and Schuster emails 

get opened up more so than Sally Jones' emails. Anytime you could tap into that, that's the sender's 

name and make it more significant, that's important too. Plus, you can be able to use these ways to 

make it look better than your own name if no one knows who you are. That is something very 

important. You got to get them in the first paragraph. You got to get them in the first sentence. If that 

first sentence doesn't get anybody, no one care. It just doesn't matter. It's very important to write. 

 

Most writers are not salesman. Okay? I'm a sales guy. A lot of journalist try to go in the PR, they don't 

succeed because they're journalists. I'm really a sales guy as a publicist so I can sell the book, or sell the 

project, or whatever I'm trying to sell. That's really important. As far as what could authors do to get 

recognized, again I do not just ship out books unless someone's got a big budget. I solicit, find out if 

they want the book, then send it. Now I've got a willing participant on the other end that's going to get 

the book and make sure that they know that that book is coming and I put a big sticker with the book 



cover on the front so jog their memory because it still shows up in a wide envelope. It looks like all the 

other books were there and which ones is which? I would say “Request a review. Copy,” of the book 

that they request. Jog. 

 

I've had good luck with shipping the book out to hundreds of media outlets. We had a book a couple of 

years ago about sports cliches. It was a compilation of sports cliches like it is what it is, all these stupid 

sports cliches that you see here about all the time that are used in [inaudible] media and everybody 

watches football, baseball, basketball game. There's always cliché. So this guy wrote a book and it was 

terrific. You couldn't put it down. It's just one of those, “Wow, my God. I heard about that one.” And 

then we tell them a story about it. We mail that book out unsolicited to a couple of 300 people. They 

weren't just people, but they were sports writers. People on TV, the top of the [inaudible] so I didn't just 

mail to one guy at ESPN, I mailed it to seven guys at the ESPN. 

 

If you're into sports... 

 

NA: Not. 

 

SL: Sports, are twice. That's like getting out of today's show in sports world. It's the equivalent. You get 

them on there twice. USA Today wrote a story about it, about the book. Interviewed him, came up with 

some new years, Superbowl cliches and stuff. Again, the sports writer wrote that story. Sports writers 

don't review a lot of books and if they do, it's going to be about sports. It's not going to be some 

romance novel. They want to review what they're writing about and we also got them on couple other 

channels with inside ESPN and then a whole bunch of others, I mean others. It was really out of control 

how many interviews we got because there's a lot of sports writers and one to talk about the cliché. I 

even got them on Fox & Friends with that book, but it was targeted to sports people and we sent that to 

sports writers, sports producers. 

 

Now in the media there's no romance writer reviewer. There is no such thing, but if you get a 

cookbook, there are restaurant reviewers and there are people who write about recipes every week in 

mostly major publications. If you have a budget, you could maybe target 20 and say, “Top food” or 

features people at various publications around the country and send it out unsolicited. Believe me, that 

does work. I've had it work a lot. Something that's topical in the news is also something that is a book 

that can be sent out unsolicited. Just ship it out to the producer of whatever TV station, or magazine, or 

newspaper, whatever because you know that they're going to be writing about that at a topic. For 

example you have a book about Afghanistan right after 9/11. We ship that book directly to a number of 

people that the top news producers at various outlets all over the country and again that thing got 

picked up big time because it was topical. 

 

Now, if it was a real book about Argentina and we're going in to attack Afghanistan, or save it, or 

whatever, the it would go nowhere. It's that simple. 

 

NA: Right. It seems like it might be easier for the nonfiction authors to do this kind of publicity than 

novelist because the nonfiction authors are either tied in some way to the news, or they are teaching 

something, or helping in some way, answering questions, solving problems, that sort of thing, but the 

novelist, they're just telling a good story. I have some ideas on this, but I want to hear what you have to 

say because I think that's how they think of it. They're just telling a good story. 

 

SL: You're 100% right and there are some novels that are historical fiction that might fit in. I had 

several fiction about Israel that we promoted and it was a real eye-opener with regard to Israel and so 



forth. So that was relatively current, topical and we got some traction there with that book. Novels, 

believe me, novels are way more difficult to promote than a book that's about somebody. We get 

memoir, or adventure book, or something like that. Those books that are related to something that's 

relevant, it's in the news, will get exposure. You have a shot at getting exposure, but if it's just a book 

about hot romance and something like that, that is definitely more difficult. There's no news outlet to 

that. There really isn't. 

 

NA: No. Let's exclude romance, but if you have a novelist who is writing about something where 

there's a theme that's important or a subject that's important, they can pull that out. Actually, I always 

say they can become experts on that if they really want to. 

 

SL: Right, yes. They just got to kind of look at it and see. I've had good luck with some novelists where 

we're able to tie it in the current news. That's always my first thing I look at. It's, “How can I tie this 

thing into current news?” I've got a book right now that's talking about t-shirts and talking about 

education. Well, that's the hot topic. That's in the news, it's not a novel and that will do well with that, 

get some traction. 

 

Sometimes as a novelist, the vocal angle is really your best bet. If you're in whatever, Philadelphia PA 

and maybe the book is about Philadelphia in some form or another, you have a shot at giving some 

attention with the Philadelphia media because you're a Philadelphia author and the topic is 

Philadelphia. Sometimes you can build on that outside the universe and sometimes an article that's 

written about you locally gets picked up on a syndicate. Most big newspapers, they survive the big 

purge ship are parts of syndicates. Those like the gannet [ph] chance, it's all over the place. If they like 

that article, if somehow that article in Philadelphia is well-received, gannet can get picked up all over 

the country. 

 

It still goes back to what Tip O'Neill says, “Politics are local and all the origin of most book publicity is 

the local as well.” 

 

NA: Okay, that's a good tip. 

 

I think when we hear about publicist, we very often think about press releases and you mentioned press 

releases. Are these still a viable tool? How do authors get them out and who do they go to? Do they go 

to journalist? Do they go to readers? There are some services out there that if we're not using a publicist 

– there's PRWeb for instance and I subscribe yearly to Expertclick.com where I can send out press 

releases on a weekly basis or daily basis if I want, but the question is, “Are they viable? Are they 

working? Should they be going to readers? Should they be going to journalists?” 

 

SL: Here is the thing. Those are all things you can do. I had a release I put on PRWeb a couple of years 

ago during the Michael Jackson trial for one of my authors who wrote a book called Getting Over 

Going Under. It's a book about anesthesiology and he was an expert on propofol, which was the thing 

that Michael Jackson was given to make him go to sleep every night. Then he was unsupervised, all 

that stuff. Anyway, I got him on Today's Show because of a release I put on PRWeb. I've seen it work, it 

does work. 

 

The other item you mentioned was Expertclick. I just to put two releases on Expertclick this morning 

and I use them all the time. They're a terrific resource and the good thing about Expertclick is that goes 

out, it gets indexed by Google, it also gets picked up by LexisNexis. So if you've got a technical bot, 

LexisNexis – it was the Internet before there was the Internet. LexisNexis, that was more like lawyers 

http://expertclick.com/


searched on, anybody who has ever done this or that and they could find it electronically through 

microfiche and so forth. Now it's basically another internet and that is still a very good resource for 

people who use that – mostly in legal, mostly in publications because it pretty much has to appear on 

LexisNexis. That's a really good place to have. Expertclick feeds into that so it's a great spot. 

 

Another place is PR Newswire. Membership is like $100 a year and I use them as well and you can 

spend $350 per state for 400 words roughly and that varies by state by so forth, but for the most part, 

it's like $350 for 400 words. That is sent to the outlets in the state and also electronically. There are 

platforms like Csion and Agility that allow you to tap into databases. I pay thousands of dollars a year 

for that. I'm sure most authors are going to have to do it. 

 

NA: Right. 

 

SL: Everything costs money. There are really very few things that are free. PR Web, I don't know what 

they're at to date, whether they're few hundred dollars per release. A good value is Expertclick and it's 

like a few hundred dollars for the whole year and you can put out multiple releases a month. 

 

NA: Yes. I think it's more than a few hundred dollars, but I'll promote here. I'll make a little 

advertisement. For those who want to sign up, if you use my name – they probably could use your 

name too, but I'll promote for myself – if you use my name, you get $100 off. 

 

SL: That's good. 

 

NA: It's worth it. If I use it, if I send out releases using Expertclick, then I will eventually get a return 

on that effort. If I don't use it, then it becomes a waste of money, but you're listed there. For those who 

don't know what it is, you are listed there as an expert. You can pick something like 29 categories and if 

they don't have your category, you can make one up and you get this ability to send out the press 

releases. What I like is that you do get LexisNexis, which is journalists and it does get catalog by 

Google. 

 

SL: You can find it online. You'll find it online. 

 

NA: Yes, you will. 

 

SL: You can put your name. If you use Google Alerts, it will show up in your Google Alert in your 

book. Now while we're at it, just for a moment if you don't know what Google Alert is, anytime your 

book is in the news or your name is in the news, you'll get an email from Google that says, “Hey, we 

found this new story here. New Zealand wrote a little something about your book.” Whatever. It's 

amazing where your name shows up. 

 

NA: Right. What about things like EzineArticles, webinars, teleseminars, video series? We see a lot of 

people now marketing books using these video series or giving away a free course “If you buy my 

book...” all these different tactics. Maybe we should go through them one by one. EzineArticles. 

 

SL: Ezines, this is where you write an article about a certain subject and then that is published on, 

there's the Ezine.com, there's... 

 

NA: Ezinearticle.com. 

 

http://ezine.com/
http://ezinearticle.com/


SL: For business I use Evan Carmichael. I'm a platinum author on that. I've got hundred different 

articles on that site, having to do with marketing promotion from books, to business, to medical 

practices, whatever. Those are effective because what happens is if you are looking for something, an 

answer to something, you go to Google, or Bing, or Yahoo, then you search for what you're looking for. 

And then sometimes your articles will appear if you're an authority on that. I have had some articles 

that I wrote gosh, 10 years ago that are still bringing people to my website. It's amazing to me. 

 

NA: Right and you just mentioned that what these ezine articles do is they allow you to have what they 

call a resource box. At the very bottom it actually says, “For more information, go here” and that has a 

link. You can write them so it flows right into it, so it looks like part of the article, or you can give 

something away for free, or you can get them on your mailing list, whatever it is you want. In this case 

you probably want them to go buy your book or contact you for media appearance, or whatever it is, 

but you get to decide that and put it in the resource box. 

 

SL: Again, if it's a book where you're offering information, “How to redo your bathroom” or something 

or, “How to decorate your home.” If these are some tips that you could offer, if your subject matter is 

such that you could offer tips that can help people, they are useful tips, then this is a thing for you. If 

it's a book on a novel or something, it's not so much. 

 

NA: Right, okay. What about webinars and teleseminars? 

 

SL: Well, we're doing a webinar right now. I'm sure it will be effective, I'm sure people will see this. 

Some people will call me and say, “Hey, here is my book” or, “Hey, I'm writing a book” or, “Halfway 

through a book” or, “My book is going nowhere. Can you help me?” I know they're effective, I'm sure 

you'll have the same kind of response. That's the nature of this sort of thing. 

 

NA: Okay, what about this trend that's out there now to do video series to market books and also to 

bundle them up with something? “You let us know you bought our book and we give you a free course” 

basically something like that. 

 

SL: Right. We don't get into that so much, to be honest with you. We know a lot of people that do it. I 

know I have friends that have done that and I have friends who spent thousands, tens, and tens, and tens 

of thousands of dollars on this and they bought. If you have an audience, like you have an audience in 

the blogging world because you're the expert on blogging for authors and probably blogging in general, 

you've already got that platform so when you come out with something, you've already got an 

audience. You've got so many hundreds or thousands of people on your mailing list, your date of your 

email list and if you send them a note I'd say, “Hey, I got this new book or this new offering,” they 

already know who you are and they're going to be more likely to want to sign up for that rather than 

something just comes right off the street and said, “Hey I got this course on blogging.” “Well, who are 

you? What's your authority? How did you get my name?” It doesn't make any sense. Do you get what 

I'm saying? 

 

A lot of people want to start at the top, you got to pay your dues, you go t to get the audience together. 

That's the platform that the authors have to get. You can't be the expert at something until you have 

demonstrated your expertise. How do you demonstrate your expertise? Well, through a blog. If you 

have been blogging for three, or four, five years, 10 years on a certain subject and people are going to 

your blog, they subscribe to your blog, then you're perceived as an expert on that. So for the right 

person with the right audience, they can do teleseminars, webinars and all that stuff because they've got 

the audience, they've got the authority. 



 

NA: Right. Well, yes, the authority comes with building that audience and building that platform. Then 

you have it. We always say the money is in the list. If you can build the list, the email list and the 

subscriber list, then when you send something out and say, “I have this series of videos” or, “I'm giving 

away a course if you buy my book,” people take action. 

 

SL: Right. If you came out with a new book on blogging, then fine. If you came up with another book, 

I'm buying. 

 

NA: That's nice to know. Right. 

 

SL: Because I know who you are, I know what you're talking about. 

 

NA: Okay. What are your top tips on how to sell books? Couple of them. 

 

SL: This is so critical. Write a good book. I know it sounds a little [inaudible]. 

 

NA: No. My book, The Author Training Manual, that's where it starts. I'm like you can't expect to sell 

books if you don't write a marketable book, a book that will sell. 

 

SL: Write a darn good book and know who your audience, who you're writing it for ahead of time. Also 

I think the publishing houses want somebody who's got more than one-trick pony. Somebody's got two 

or three books and they could see a series here, now they're more interested in your book. Guarantee it. 

Than somebody who's got just a one-off book and just going to go, “That's it.” The front, back, titanic 

sank and there's over, there's no more sequel to that book. And becomes more attractive if you have the 

end in mind, which is a, this is book one of a trilogy or book one of a series. Look at Janet Evanovich's 

books. There is no end to that. What is she on now? I don't know. My wife reads and I can't keep track 

of it. It's like 20 something. 

 

NA: Right. A marketable book, a book that will sell and then be a multiple book author. Anything else? 

 

SL: I think it's helpful. You've got to have a marketing plan, you got to have a strategy as to how you're 

going to do this, how you're going to get the word out because more than likely if you just go through 

like CreateSpace, they're only going to do so much, so you really have to have some other plan to 

promote your book. You got to create a plan. If you can afford someone like myself like a publicist, 

then that person works on plan, creates a plan and then we implement it. 

 

Then the best thing that an author can do is work in concert with the publicist and collaborate. My best 

clients are ones who are free flowing with ideas and we come up with something every so often it's like 

wow, that is really going to work. That's a terrific idea. Let's take that to the next level. Let's promote it, 

let's market it, let's hit the streets with it, publicize it and so forth. Collaboration is important with 

whoever you're working with. 

 

Then I think authors really need to read some books. Some don't like to do that. I know I have a few 

that just hate to read books. I go, “Look, you're going to keep me in tuition because you keep making 

mistakes because you're doing the wrong thing. If you just take half a day, read a couple of these books, 

spend $20, you're going to be educated and you get up to speed. It takes years to get your hands around 

this book publishing business.” Just so many ways to make mistakes is not even funny. Get some 

books, read some books. I have a list of books that I recommend that I send the authors. Everything 



from how to publish a book, how to market a book and then some really fine stuff that gets into the 

details of how to properly title your book with regards to Amazon. You title it so that it gets picked up 

in the search engines and so forth, and the writing of your description on Amazon and other places. 

There's a lot of little things that authors can do. There's just so many things that have to be done. 

 

Good book trailers is good because book trailer brings your book to life. You get one done for a couple 

hundred bucks and you can spend $20,000. Tim Ferris' book trailer for his books are terrific. Every so 

often someone say, “Hey, do one like that.” I go, “That's the $20,000 book trailer.” “Oh, forget about 

that.” You end up with a couple of hundred dollar one. All you want to do is put it into visual term and 

then distribute it all over the place where people can see your book trailer, even on Amazon or your 

website. It brings your book to life. 

 

A book trailer is important and then figuring out what it is exactly who your market is, so you reach out 

to those people. Along the lines of blogging. If you have got a book on romance or something, then you 

got to get hit the romance bloggers. If it's a book on how to frack oil out of United States, then you got 

to reach people who are in the oil industry, who are environmentalist, or people who care about that 

topic. So many doesn't care about the topic, you can hit them over the head with a book and they will 

not read it. Only people who are interested in that topic read something. You've got to sneak out those 

people where they are and that's the tough part, trying to figure out who wants to read a book like the 

one you've got. 

 

NA: Right, okay. So how does an author choose a publicist? 

 

SL: Well, there are so many different people out there that call themselves publicist. They're really not. 

My business has grown organically. I have promoted doctors, lawyers, entrepreneurs for years and then 

about 20 years ago, somebody said, “Hey, I got this book. Can you promote it?” I go, “They're 

promoting a book. Let's give it a try.” I got into it and it took a couple of years, but there's a lot to it 

because I'm still learning. Everyday something changes with book publishing and it's not as easy. It's 

more difficult today than it was in a few years ago. 

 

But anyway, you got to have so many knows-how to promote, “You've got to have a decent track 

record.” Every so often some of those say, “Have you ever promoted a book about this and this?” I go, 

“No because I never heard of a book like this. There's probably no book like that out there.” In a way 

it's a good sign, but you got to find somebody who has been down the road, has got the experience, that 

knows what's going on, that's capable and competent that answers their phone. 

 

I'm off in a second guy in on a book. Some author will call me and say, “Hey, I didn't like my first 

publicist. They didn't do this and wouldn't take my calls, blah, blah, blah.” I try to only take out so 

many projects at one time so I can get that phone call and I'm available. I'm not 100% available like if 

somebody calls me right now, I'm not taking a call obviously, but we try to be available and be 

responsive. People who are good at this business are responsive and they will have testimonials that 

endorse those people effectively. They'll have a nice list of people you can call, other authors and say, 

“Yes, I work with so and so and they're a great person to work with and I would highly recommend 

them.” If they can't, if a publicist can't produce a sale list, then that means they got a problem, which is 

nobody said anything nice about them. 

 

They won't last long, people who don't do a good job are gone. They cannot make it. You cannot make 

it in this business doing a mediocre job. 

 



NA: Right. Any last bits of advice for aspiring or published authors when it comes to selling books? 

Because the publishers aren't doing it for them, it's up to them. Whether they're self-published or 

traditionally published. Last words of advice for how they can help sell their book? 

 

SL: It is a real process. It's a project. You've got to work hard. You worked hard obviously writing a 

book, you're going to work hard promoting a book. It's not going to promote itself and any author who 

says, “This book will sell itself.” It's like, “Oh, right up there would get me on Oprah.” That means they 

don't know what they're doing. If they say, “This book will sell itself.” No book will sell itself. Nothing 

sells itself. You have to hustle it, you got to promote it, you got to get out there, you got to let the world 

know about it, you got to be tireless with your efforts to sell the book. You got to give speeches in front 

of the rotary club, you got to do interviews with, called on radio stations, you got to get up at 6:00 in 

the morning to do a live interview at the TV station some place, wherever [inaudible] America, you've 

got to send out books and solicit people to review your book, you've got to be your book's best 

advocate because no one's going to sell your book better than you, the author. 

 

I had an author recently say, “Hey, you go on TV for me. I don't want to go on TV.” I go, “I can't go on 

TV. I can go on TV, but I can't talk about your book. I'm not the authority of your book. You have to 

represent your book. Peel the way of the onion a couple of layers and that's all I got there. You've got to 

be the spokesperson for your book. I just get the media interest in talking about you, getting you on TV, 

or getting you on radio. My job is I'm the wingman. I introduce you to the hot date. I'm not the hot date 

for that.” I don't know where I came up with that one. 

 

NA: That's true, but the authors are the best ones to sell their books. They don't realize it because they 

don't want to sell. They just want to write, but they are the best salespeople for their own books. 

 

SL: I know a guy that goes to an author, who goes to an island in Lecheria [ph]. He opens the back of 

his trunk of his car and he stands there in the street and he got a little sign at the back of his trunk of his 

car, and he's got this book. It's about this island in Lecheria. He handsells 30, 40, 50 to hundred books 

every weekend. He is there. 

 

NA: That reminds me of Wayne Dyer. That's how Wayne Dyer started out. Wayne Dyer is a multiple 

best-selling author. I can't remember now how many books he has. I have most of them. 

 

SL: I do, too. 

 

NA: Yes and the reason he was a best-seller with his first book was he bought them all. They were 

published and he bought them all or lots of them, put them on the trunk of his car and he started 

traveling across the country going from radio station to radio station, showing up at their door and 

saying, “I have a book. Do you want to interview me?” 

 

SL: Yes, he's great. I have many of his books and tapes back in the day when everyone tapes. I love 

them. He's terrific, but he hustled his book. 

 

NA: He did. 

 

SL: The Chicken Soup for the Soul author. 

 

NA: I was going to mention them too. 

 



SL: They never turned down interview according to their bios and stuff. They said they have never 

turned down an interview, they always did it whether it was Podunk Iowa or New York Times, or 

whatever. Whatever it was, they get it. Sometimes they did dozens of interviews every single day of the 

week until they got the word out. Then, that book started selling in itself because you have momentum, 

you've got them interested. 

 

NA: Right, but they also talk about and I mention this often, I think they called the Rule of Three. 

Maybe it was the Rule of Five. I think it's the Rule of Three, that everyday you have to do three things 

to promote your book. I always tell the authors that I work with that I coach, maybe one of those things 

is you're blogging and you publish a blog post. It doesn't have to always be that you write a press 

release or you contact someone in the media. It can be that three times a week, you're blogging and 

that's one of your things, but that to me is that mentality of, “I will do whatever it takes to get my book 

to sell. Everyday I will make sure I have knocked off three things.” 

 

SL: Yes and then you have to like to do this. I know most authors really are not into the sales aspect of 

this thing at all. That's why they hire somebody like myself, but then we put people through a little 

media training so that they can do radio interviews so they don't sound like they're trying to sell the 

book. It gives immediate interviews, really like a radio interview is a conversation. It's a give and take. 

You're not really selling, you're just talking about the book, or your expertise, or your personal story, or 

whatever this book is about and so forth. 

 

One of the things that you got to do is give the media a reason to write about your book. For novels in 

particular, enter a book contest, everybody should enter a book contest. If you go to my blog, which 

The-book-publicist.com, you will see right on the top there right now a listing of 37 of book contests 

that authors can enter. That's just one contest I know where you could enter one, you pay one fee and it 

gets entered in 12 different contests. There's a bunch of contest that you can enter. 

 

Now what do you do when you win or when you get runner up? You put a press release up. Just put a 

press release out today and a couple of client's book at the London and on the Los Angeles book 

festival, name my clients' book, “Best photography book of 2015.” Hey, that's a big deal. A lady wrote 

a book last year or two years ago about Alzheimer's and about her experience with Alzheimer's and her 

mother. I have pitched the trade media a couple of times and I got no bites, but then she won a couple 

of awards, I pitched them, now man, everybody want to talk to her. It got her into the TV studios, 

couple of TVs, a couple of radio and a couple of newspaper pieces just because she won an award. 

 

When you won an award, it's the third party saying, “Wow, this book must be good.” You know what 

happens if they're buying most media people? They don't want to get fired. If you got a job, let's face it, 

you don't want to get fired. You bring on a lousy guest, how many of those lousy guests can you get 

away with bringing on before they, “You know what?Sally here doesn't know how to book guest, get 

her out of here.” They're very careful about who they book. They don't want to just book anybody. 

They want to see.  

 

In fact there are some shows like The View that will absolutely, not even book you until they see the 

video of you being interviewed on some other TV station because they don't want to find out in front of 

a national audience that you stutter, or you have a problem, or too loud, whatever the problem is. They 

want to see how you perform on TV. Believe me, I've seen people fail miserably on TV, local TV and 

they're going nowhere because they did not have what it takes to keep the host entertained and the 

audience. 

 

http://the-book-publicist.com/


NA: This wasn't a question I have planned and my final question before I ask you to tell people how to 

find you, and that is how do you get that first local TV show? Because you're not going to get the 

national TV. In my experience, radio is a less difficult to get. First of all you can start out with podcasts, 

podcast interviews and then you can go from there to internet radio, which is a little bit bigger, from 

there to regular radio stations, but TV seems really hard to get. Even that first local station so how do 

we get those? 

 

SL: TVs, it's not as hard as people think. It's not hard for me. Most people try to sell their book so the 

approach is all wrong. It's like, “Hey, I wrote this book. Can you get me on...” No. You got to be 

creative in the approach about the whole thing. It's got to be like this lady's book about Alzheimer's. It's 

got to be, “Hey, 50 million people in America are impacted by Alzheimer's, three million are impacted 

by Alzheimer's right in Michigan.” Or whatever it was. I forgot the number, but it was like, okay, this 

means it's relevant or if 50% of the people have a family member, they have Alzheimer's. Wow, that's 

relevant. Now, it's relevant to a lot of people in their audience. That's the first thing they care about, 

their audience. They just talk about some narrow-focus thing. They're going to lose their audience, you 

can flip through another channel. If they talk about something that affects a lot of people, they're 

interested. So you got to let them know that this is a topic that affects a lot of people if it's a disease or 

whatever sickness. 

 

You pitch them on a couple of facts. You don't have to have Wikipedia list of all the reasons you need 

that Alzheimer's is important, you just have to have a couple of things that catch their eyes. It's like, 

wow, okay. Now we know that Alzheimer's is important here if they didn't know that already. Then they 

say, “Here is an award-winning author who lived right down the street and she can be in the studio.” 

And she goes this terrific interview, blah, blah, blah and, “Here is the press release below and here is 

the book. I'll send you a book if you like so you can read it ahead of time. By the way in one, three 

words or less from author.” Or something. Now we've got a credible person with her website, look at 

the video, look at the book trailer and you could look at the clips she just did somewhere else. That's 

how you do TV in a nutshell and you've got to make it interesting to them. Okay? 

 

And then you can offer up three tips, how do we identify somebody with Alzheimer's? The precursors 

to Alzheimer's, or three ways to deal with your parent with Alzheimer's, or how do you know when to 

put your parent in an assisted living home? What are the signs? Anyway, that's the whole point. Those 

are easier to do than say a novelist who has written a book about whatever to make some historical 

fiction story because where is the hook? Where is the angle? 

 

NA: Yes. I'm out here on the west coast. Unless they write novels that all take place in San Francisco, 

or in San Jose, and then you could tie in and say, “I write about local locations and history.” 

 

SL: Right. There's an angle there, but for other authors that have anything you could offer of tips, this is 

great. 

 

NA: Right, but it makes me think about the novelist that actually, as they're planning their books, it 

would behoove them to decide for instance, “Okay, I live in the San Francisco Bay area. My characters 

are going to live where I live and not only that, maybe I will choose some historic restaurants or 

whatever, that they frequent so that I can then go to those restaurants and say, 'Would you put my book 

in your restaurant?'” Or anything like that because now you're thinking ahead to, “How can I promote 

my book locally? Even then is there a way to branch out from there?” But in any case you... 

 

SL: [inaudible] 100% great idea. You're thinking about the marketing before you write the book. 



 

NA: Right, exactly. 

 

SL: Even if you had that idea and the book was already done, you could say, “I'm going to leave that 

fisherman dwarf story in there or something.” You can always go backwards if it's not published yet. 

 

NA: That's right. 

 

SL: You could talk about a restaurant and then that is a good approach because restaurants would say, 

“Wow, he mentioned us in his book. Cool.” And then they'll tell their people. Maybe they got a 

newsletter of 20,000 people. There is a good chance that a restaurant will in fact have a mailing list of 

their patrons that they can send out. Just imagine that. Now, they have a reason to reach out to their 

clientele say, “Hey, by the way, we're in this new book by so and so. We're featured in page 31. Come 

on in during this month, the author will be here on Saturdays or Tuesdays to sign up.” Whatever the 

deal is. 

 

Now you got yourself a little promo and you get to build an audience even if it's fiction. 

 

NA: That's what I'm saying. I'm saying for a novelist. The other thing they could do is they could work 

with the restaurant and they could actually say, “What if I, every month do a giveaway of a $25 gift 

certificate to your restaurant or a $10 gift certificate? We promote that in the local newspaper or I just 

promote it to my list or online.” If you start putting these things on Twitter at places like that where 

you're using hashtags that are local, you'd be amazed at what you will get. This would definitely be a 

way to generate a lot of buzz around your book and it's just a novel, but you've tied in to local comers 

and that's going to make a big difference. 

 

SL: Yes, I like that. We should work more on stuff like this. I don't know how much more time you've 

got, but I've got another thing because we can get into Facebook. There are some authors I actually 

recommend now who used to do a Facebook page and then you do events, then I also post Facebook 

events or some sort of award, or an honor, something will post it on Facebook and you can select the 

people. If you get into a Facebook advertisement, you could select the people that are exposed to your 

book or any kind of a product really for that matter. 

 

You could pick women between the ages of 50 and 65, you could pick demographics where they live, 

you could even say if they've got a birthday coming up, anniversary coming up, you can even get to the 

cars they drive, or they like [inaudible] cars. It's very granular. So from a marketing standpoint, from a 

marketing guy like me, I'm into that. I like that stuff. 

 

NA: So you like social media for promoting? 

 

SL: Oh yes. Social media is great, Facebook is excellent for that and Twitter is terrific. Twitter is 

terrific as well. We can have a whole hour-long conversation on Twitter, but you could have a whole 

hour long conversation on all just social media marketing, which we barely touched on today, but it's a 

terrific way to get out there and get the word out. 

 

NA: All right, super. Well, maybe we'll do another conversation on social media, but they should just 

know that social media is definitely a viable way to promote your books. 

 

SL: Definitely. 



 

NA: Okay, how can those people watching or listening find out more about you? You have a wonderful 

blog. I often run your blog post on my blog as a guest expert. How can they find your website? Tell us 

that again. Your blog and all of that. 

 

SL: For books, it's Book-marketing-expert.com and that's done for the purpose of being ranked in 

Google. There are easier ways to say things, believe me. Same thing with my blog, which The-Book-

Publicist.com as well. Those are two best ways to reach me. I actually have a cellphone too, 

7346672090. 

 

NA: Email address? You want to share your email address? 

 

SL: Sure. My email. 

 

NA: You don't have to. 

 

SL: No, it's everywhere, believe me. I have never hidden it. It's ScottLorenz@Westwindcos.com. I got 

that name because I'm also a hot air balloon pilot. The origin of my company is west wind because the 

wind is out in the west, we're flying balloon and stuff like that. That's how they came up. 

 

NA: That explains your picture on Skype, which is a balloon. 

 

SL: Yes, that's my balloon. 

 

NA: Very cool. I didn't know that. I've never known anyone who flew hot air balloons. Very cool. 

 

SL: It's a lot of fun. I've flown all over the world, all over the US, most states, Canada, France, Spain, 

England, Japan and China. 

 

NA: Wow, so you got all those big hot air balloon festivals? Wow, very cool. 

 

SL: Yes. It's a lot of fun and I meet a lot of authors all over the place, too. So that's fun. 

 

NA: And the name of your company reminds me of Dan Pointer because Dan Pointer, the self-

publishing guru, his company, Parapublishing, he said later when he gone became the self-publishing 

guru, he wished he hadn't called it Parapublishing, but it was called that because he is a parachuting 

expert and his first books that he published were about parachuting. So that's why he called it 

Parapublishing. 

 

SL: I have thrown him out of my balloon a couple of times. 

 

NA: Oh really? 

 

SL: Yes. It's against the insurance regulations now, but years ago we used to take parachute in Sabo. I 

take like the Army Knights. I would still take them today. The Army Golden Knights and they jump off 

the balloon. Cancels your insurance for that flight, but somebody knows what they're doing is great. 

 

NA: Fun. 
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Okay. Well, I really appreciate this. To be honest, you've inspired me. There are some things that I 

needed to do that actually were in my marketing plan for my last book, The Author Training Manual 

that I have not done. I have not been doing my three things per day – I do blog consistently and I speak 

a lot and all of that, but you've inspired me – and I have the second edition actually of How to Blog a 

Book coming out in June. 

 

SL: Oh, good. 

 

NA: Yes and I need to get on the stick with a few things and actually more... 

 

SL: You're going to get some reviews ahead of time? 

 

NA: I am. I have been sending out for new blurbs. We're going to use the old blurbs, but we're adding 

new blurbs as well. Do you want to? 

 

SL: I would love to. 

 

NA: Okay. I will send it. 

 

SL: I'm glad you brought that up because you could recycle blurbs for subsequent books especially if 

they talk about you, the person and your expertise, which we have done especially when we have time 

to get a blurb because of the timing of the book being published. It's a good way, good technique. 

 

NA: Yes, you've been very inspiring, you've made me want to get back in there and get moving on my 

publicity and promotion for the next book as well as the last one, which needs to be selling more. 

 

SL: To me also because I've been thinking about some of these things as I go, “Okay, I got to do that, 

too.” It was a never-ending job for a book. 

 

NA: It is. I think that's the thing people probably should take away from this conversation, is that book 

promotion, or publicity, or whatever you want to call it, marketing is a never-ending job. Your book 

comes out, your promoting before it comes out, you're promoting after it comes out, and you continue 

to promote because if you want it to sell and to stay in the bookstores, or continue to be a source of 

income or even just a source of transformation for the people who read it – then you have to keep doing 

publicity. 

 

SL: Definitely, definitely. 

 

NA: Thank you so much, Scott. This was wonderful and I appreciate you taking time out of your 

business schedule and away from your clients. 

 

SL: Don't tell them. 

 

NA: I won't. 

 

SL: Thank you, it's been a pleasure. It has been a lot of fun and I'm inspired so I got to get back to work 

here. Get cranking. 

 

NA: Me, too. That's exactly what I'm going to do. Go do some book promotions. 



 

Thank you very much and for everyone listening, this is Nina Amir, the Inspiration-to-Creation coach. 

Go out and achieve more inspired results. 


