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About the Instructor:  
 

2003 Golden Heart finalist and award winning author JANICE LYNN did a crash 

course in self-promotion to win the first ever American Title contest sponsored by 

RTBOOKclub and Dorchester Publishing with her manuscript  

 

JANE MILLIONAIRE (Love Spell, Dec 2005). During the contest, she learned that 

writing the book can sometimes be the easy part of publication. Let her share the ins 

and outs of free and cost-effective self-promotion she's learned during her writing 

career. 

 

Introduction 
 

Whether published or aspiring, we all want to catch someone's attention-readers, 

booksellers, editors, agents, etc. So how do we do it successfully without taking out a 

second mortgage on our house? This 

 

workshop given by JANICE LYNN draws upon the experiences of some of the writing 

industries whizzes at promotion, from booksellers to publicists to bestselling authors. 

Learn what worked, what didn't, and how to take their advice and make it work for 

you. 

 

After my sale to Dorchester, I began researching ways to promote my debut book, 

JANE MILLIONAIRE (Dorchester, Dec 2005). I made studious notes, writing down 

the cost of the things I'd like to do, and even added a few `dream' promo items/ideas 

onto that list. When I was done and calculated the total, I realized I was in serious 

trouble. Short of winning the lottery (and I figure I used up my lifetime quota of wins 

on the day the American Title contest was announced), I wouldn't be able to do a small 

percentage of the items on my list. So, I began marking off all those dream promo 

items, slashing things left and right as I tried to figure out which items meant more to 

me and would more likely reach my target audience. Still, my list was too long (read: 

too expensive). Looking at my list I realized I'd reached a stalemate. I no longer knew 

which items should be crossed off and which ones should be kept. At that point, I 

began research for this workshop and turned to some of the industries promotion 

whizzes. 

 

For the purposes of this workshop for From the Heart Romance Writers, we're going to 

keep things simple and informal. If you have questions, feel free to ask. If I can't 

answer it (because I am by no means an expert, but am sharing my newbie-what now-



Promotion Pizzazz & All That Jazz                                              Janice Lynn 

January 2006  

P a g e  | 2 

From the Heart Romance Writers is chapter #177 of the  

Romance Writers of America®. 

 

Copyright (c) 2001-2013, From the Heart Romance Writers. All rights reserved. 

Do not copy any images or text without permission. 

 

first-hand experiences and research with you), I'll check with a couple of PR friends 

who probably can. Or I'll ask Brianna Yamashita, Dorchester Publishing's Publicist. 

Brianna & I have pitched this workshop for RWA Nationals this year, but I know of 

several fabulous publicists who have also pitched workshops, so who knows if it'll be 

picked? 

 

Anyway, let's get started! 

 

Below is an outline of what I intend to cover during the workshop, although not 

necessarily in this order. Again, if you have specific questions, feel free to ask. 

 

Brief outline of workshop 
 

1. Promotion-what is it and why should you be doing it?  

 

2. Promotion and the in-house publicist-what and how you should coordinate your 

efforts with the publishing house. In regards to promotion, what do you send to the in-

house publicist? To your editor?  

 

3. Promotion on the web---This section looks at online writing sites, advertisements, 

blogs, websites, online reads, and other ways to promote on the web.  

 

4. Promotion via the media (newspapers, magazines, radio, and television) -- Looks at 

ways to access these resources without breaking your promotion budget.  

 

5. Promotion-what works and what doesn't. Compiling the responses of multiple 

authors (ranging from newbies to NY Times Bestsellers), a breakdown on what they've 

found to be useful and cost- effective and what didn't work for them will be given. The 

second component to this section is viewpoints from booksellers on what promotion 

materials they find helpful and what isn't.  

 

6. Self-promotion vs. Publicist vs. in-house publicist-pros & cons. Do you need one, 

two, or all three of these in order to be successful? Views and suggestions from 

multiple publicists and authors included in this section.  

 

7. Promotion time-line-A recommended time-line of when to begin aspects of 

promotion (ie. When to contact booksellers, media deadlines, how much of a time 

advance publicists prefer, etc.)  
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8. Wrap-up on making promotion work for you and a Q & A as time allows. 

 

Let's get started!!!! :) 

 

LESSON 1 

 

Promotion on the Web. 
 

There are so many different sites for advertising one's book, how can you choose? 

Prices range from a few dollars a month to thousands of dollars. My advice is to check 

out the number of members on each of these writing sites. If a group only charges 

$9.95 a month, but only has 200 members, that might not be as cost effective as a 

group that charges $150 a month and has 70,000 members. Make sure you are getting 

the most bang for your buck. 

 

Some online promotion sites:  

 

www.theromancestudio.com  

www.genesispromotions.com  

www.freshfiction.com  

www.accessromance.com  

www.writerspace.com  

www.romancedivas.com  

www.romancejunkies.com  

www.coffeetimeromance.com  

www.noveltalk.com 

 

Blogs are another source of online advertising and can generally be done for free. 

Many successful authors, agents, and even editors are blogging. Linking to successful 

authors can frequently help drive traffic to your site. If you've got something 

interesting to say, blog it. 

 

Blog Book tours are another fun way you can promote your book. How does this 

work? By having your friends feature you on their blogs around your release date. It's 

fun, cheap, and helps drive traffic to your friends' blogs-a win-win situation. 

 

Blogspot and Bravenet are popular ones and free. 

 

Websites. 

http://www.theromancestudio.com/
http://www.genesispromotions.com/
http://www.freshfiction.com/
http://www.accessromance.com/
http://www.writerspace.com/
http://www.romancedivas.com/
http://www.romancejunkies.com/
http://www.coffeetimeromance.com/
http://www.noveltalk.com/
http://www.blogspot.com/
http://www.bravenet.com/
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The consensus is: If you don't have one, get one. 

 

From all accounts, websites are an invaluable promotion tool and a very effective way 

of getting information out. Quickly and concisely, you can let your readers know about 

upcoming releases, contests, and your backlist. The trick is driving traffic to your 

website. Kelley St. John (Warner) was ingenious on this when she listed author "The 

Call" stories on her site. Find a unique niche and make it yours. 

 

GoDaddy.com is a frequently recommended source for buying your domain and 

hosting it, but there are many other online places you can purchase domains and 

hosting. Below is a partial list. 

 

www.godaddy.com  

www.namesdirect.com  

www.networksolutions.com  

www.onlinenic.com  

www.aitdotmains.com  

www.domaindirect.com  

www.crystaltech.com 

 

Romance Friendly Web Hosts:  
 

www.writerspace.com  

www.romanceandfriends.com  

www.eclectics.com  

www.romancedesigns.com  

www.accessromance.com  

www.theromancestudio.com 

 

Group Websites are another way of getting your name out. If you are a part of a 

group, hopefully your readers will be drawn to the other site participants and vice 

versa. Examples of group sites:  

 

www.wetnoodleposse.com 

www.happilyeverauthors 

www.writersplayground.com 

www.romanceunleashed.com 

 

http://www.godaddy.com/
http://www.namesdirect.com/
http://www.networksolutions.com/
http://www.onlinenic.com/
http://www.aitdotmains.com/
http://www.domaindirect.com/
http://www.crystaltech.com/
http://www.writerspace.com/
http://www.romanceandfriends.com/
http://www.eclectics.com/
http://www.romancedesigns.com/
http://www.accessromance.com/
http://www.theromancestudio.com/
http://www.wetnoodleposse.com/
http://www.happilyeverauthors/
http://www.writersplayground.com/
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Online reads.  
 

I got mixed responses to my questions about these. Some authors said they could see a 

significant jump in their online sales and in their website hits. Others stated they felt 

this had been a waste of their marketing dollars. 

 

Romance Designs is probably the most well known online read and has a great 

readership. Personally, my website hits went way up during my online read and my 

Amazon numbers dropped. Does that mean it was successful and worth the cost? Not 

sure, but it's the only objective means I have to measure it. 

 

Banners are a free type of online advertisement that your author and business friends 

can put on their websites advertising your book. Of course, do this with the 

understanding that you will reciprocate the favor when their book comes out. And for 

future reference, any time I use the word `free', I'm talking in terms of moolah and not 

time. There is always a cost involved, be it monetary or time, whether yours or a pals. 

 

Being involved with the online writing communities is another great free way of 

promoting your book. I'm not talking about insincere or blatantly pushing your book at 

people. I mean truly being involved by answering questions, giving encouragement, 

volunteering within your local RWA chapter, put yourself out there, give back to the 

community and, in the long-term, you will reap the rewards of having done so. 

 

There are lots of online advertising possibilities that I haven't even began to address 

but the above are the main ones that came up during my research. 

 

Reviews are something that I mention a bit later, but as they are frequently posted on 

the web, they are also a great online way of getting information about your book out to 

readers. 

 

Promotion via the Media. 
 

Ouch. This can get expensive if you're not careful. But does it have to be? Not if you 

play your cards right. Marianne Mancusi (Dorchester & Berkley) is a pro at working 

the media for free publicity. Upon the launch of her debut book, A Connecticut 

Fashionista in King Author's Court, Mancusi threw a book party at a local bar where a 

special drink, The Mancusi Martini, was served. She invited the local press and the 

entire event was fun, created a buzz about her book, and didn't cost her a thing. Now 

there's some brilliant PR work. 
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Other ways we can create a media buzz is by looking at what hooks are in our books 

and working them into current events, hot trends, or an organization or group-whether 

local or national. Examples of this would be Debbie MacComber and Haywood Smith. 

If you can get a group or the media excited about your book, they will gladly give you 

free publicity. It's your job (or your publicist's if you hire one) to convince them why 

they should 

 

Be sure to check out local & special interest magazines, too. An article on JANE 

MILLIONAIRE and the American Title contest win ran in The Tennessee Magazine 

on the month of its actual release and didn't cost me anything except a lot of stress on 

the day the photographer came out to take my picture. The circulation was 770,000 

copies! Be sure to exhaust your free resources before forking out your limited 

promotional dollars. 

 

Under the review section, I mention www.wnbc.com/romance, Michelle Buonfiglio 

has a romance feature for NBC that includes 75 NBC websites. This is an amazing 

promotional opportunity. I highly recommend you send a copy of your published 

novel to Michelle in hopes she'll pick you up for review. 

 

I also highly recommend spending the money for an ad in Romance Sells that is put 

out quarterly by Romance Writers of America. It's fairly inexpensive (around a $115) 

and goes out to booksellers and librarians. You can find the information for how to 

place an ad on RWA's site. 

 

Another great site is www.publist.com. It's a free database of 150,000 or so magazines, 

newspapers, journals, newsletters, and periodicals worldwide. 

 

www.newspaperlinks.com ~ a listing of newspapers 

 

Radio: 
 

Romance friendly radio site: www.healthylife.com , the Definitely Dana! Talk show. 

(an interview with several fabulous authors are archived there, and, oh yeah, one of 

Janice Lynn, too.) Dana is also a published romance author and a member of From 

The Heart Romance Writers. 

 

Author, Lori Soard offers author promotional packets as well. Lori offers time on her 

radio show (an hour or two hours of airtime), inclusion in several promotional items, 

http://www.wnbc.com/romance
http://www.publist.com/
http://www.newspaperlinks.com/
http://www.healthylife.com/
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promo material to her Avon customers, etc. I've been told by several published authors 

that they find her a cost effective way to promote your book. I had one tell me they 

didn't find her effective. 

 

www.talkers.com ~ This is a trade magazine's sit of the talk radio industry. If you go 

to the "Heavy 100" section of the archives, you'll find a short description of the top 

100 talk radio hosts and their contact information. 

 

www.radiopublicity.com ~ This site isn't free, but if you can't find what you want 

elsewhere, this is the spot. They sell several radio media packages where you can 

actually directly download the addresses onto mailing lists/call sheets. 

 

www.radio-locator.com ~ This site lets you search for radio stations by their zip code, 

state or province or their call letters. 

 

www.npr.com ~ This links to all the National Public Radio stations nationwide. Some 

of the links provide information about the show's producers so you can focus your 

search to a station more receptive to your publicity pitch. 

 

 

LESSON 2 
 

I've compiled information that I needed/found useful when I sold Jane Millionaire, but 

I want to make sure that we address the needs of the group. 

 

So, just because I don't want to listen to the crickets of silence, I'm going to give away 

an autographed copy of CHERRY ON TOP by Kathleen Long (who is an awesome 

FTHRWer!!) to the first and tenth person to introduce themself--yes, I am not above 

resorting to bribery. Did you know that contests & give-aways are also a great 

promotional tool???? <g> 

 

Okay, so, now that we've gotten that out of the way....I wanted to address something 

that wasn't in Lesson #1's notes. That's the power of knowing your target audience.  

 

As romance writers who is our target audience? As my son would say, DUH, Mom! 

Romance readers. So, if I spend $1,000 targeting horror readers, sure I'm going to pick 

up a few new readers, but wow! what if I spend that $1,000 targeting romance readers? 

So, how do you target your audience? 

 

http://www.talkers.com/
http://www.talkers.com/
http://www.talkers.com/
http://www.talkers.com/
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During a workshop that Jo-Ann Powers (author publicist) gave in Florida last year she 

made the comment that the average reader of the RWR (Romance Writer Report that's 

put out by RWA monthly) spends $120 a month on romance novels. You can put an ad 

in the RWR for relatively an inexpensive amount. I'm not saying that you have to put 

an ad in the RWR to be successful--frankly because that's far from the truth. The point 

that I am making is that if you're going to spend your hard earned money, make sure 

you spend it wisely and have done your homework. 

 

According to Romantic Times Magazine they have a circulation of around 90,000 

readers, booksellers, authors, etc. The ads there are quite a bit more expensive, but if 

you can afford it and your publisher isn't paying for an ad, you might want to at least 

consider being part of a group ad or something to draw attention to your novel. Just 

make sure that you aren't spending $100 to reach 1000 people who are very unlikely to 

buy a romance novel when you could be spending that $100 to reach 100 people who 

are very likely to buy one, two, or more. 

 

That leads me into the next item: 

 

Promotional Items. 
 

Bookmarks, ink pens, postcards, excerpt booklets, flashlights, jewelry, t-shirts, the list 

could go on and on. Which of these items are really necessary? Are any of them really 

necessary? The answer to that probably depends on who you're targeting. If an author 

is only doing one promotional item, bookmarks are the top pick (by authors, 

booksellers, and publicists) and something most every source recommended. 

 

Harlequin and Pocket author Julie Leto has this to say about other promo items, "I 

think that doing tschotkes like nail files and such are probably not the way to go if 

you're spending a lot of money. If you do something, you have to do something unique 

that people will remember, like last year in Dallas when Kresley Cole did the bottle 

waters or when RWA was in New Orleans and Julie Kenner, Janelle Denison, Carly 

Phillips and I did the paper fans. Those made an impact because they were unique." 

From the responses I received on my survey regarding this issue, I agree 100%. 

 

Warner author Diane Perkins states, "I sent out tons of chapter teasers to bookstores. 

There was a contest in the back, easy to enter, to help me test if the effort was 

successful. I had only two entries, so I don't think it was effective." 

 

Kensington & Harlequin author Kathleen Long states that she has had sells directly 
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from excerpts given out prior to book signings at RWA & Romantic Times 

conferences where the readers told her they'd been hooked by the excerpt booklet. 

 

A very wise author once asked me a question and I'm going to share it with you. Have 

you ever bought a book because of an ink pen? A fingernail file? A key chain? A 

flashlight? I had to answer honestly, which was no. Did I buy inkpens? Yes. Did I do it 

thinking I'd make a sale from having done so? No. What do I do with my inkpens? I 

don't hand them out left and right--they cost me about .40 each (bought from 

www.eartlycharms.com which is run by Su from FTHRW!).  

 

I do send several to booksellers along with autographed bookmarks (bookmarks cost 

me about .03 each from Danasdigital.com) I hand inkpens out when I make personal 

calls in bookstores. I include them with prizes I give away. I do give some out at 

conferences on the promo table, but a limited number. I have been known to give an 

editor one when she needed something to write with at a conference. ;) 

 

Now, I do believe in handing out promotional material freely-- bookmarks. They're 

inexpensive and I autograph them which makes them more likely to be kept rather than 

tossed. For those of you who attend writer conferences, think about when you cull 

through all the things you pick up, what do you keep? Most of us will keep things that 

are autographed. Another thing that research shows that makes people more likely to 

keep something is if your photo is on it. My original bookmarks didn't have a photo, 

but in the future...well, you guessed it. 

 

Tip: I give an autographed bookmark with every tip I leave, to the people who wait on 

me in drive-throughs, to sales clerks when I shop, you name it. Although I initially 

found it very hard to strike up that conversation (oh, who am I kidding? I still find it 

difficult!) You wouldn't believe how excited some of the people I've met this way get. 

They act like I made their day. Hopefully, they went and bought a copy of JANE 

MILLIONAIRE, but if not, hopefully they mentioned meeting me to their sister, their 

mother, their cousin, their best friend, so on and so on. For .03, I possibly reach (by 

word of mouth--which is the best publicity) dozens of potential romance readers. 

 

A list of Promotional Items sites 
 

www.earthlycharms.com --assortment of promo items available  

www.danasdigital.com --bookmarks, printmedia, & design work available  

FINSBRY@aol.com --bookcover pin (the really cool ones with the charms attached)  

www.getzcolor.com --assortment of promo items available  

http://www.earthlycharms.com/
http://www.earthlycharms.com/
http://www.danasdigital.com/
http://www.getzcolor.com/
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www.megacolor.com --assortment of promo items available  

www.4imprint.com -- assortment of promo items available  

www.gopromos.com -- assortment of promo items available  

www.kaymedia.com -- assortment of promo items available  

www.logoclick.com -- assortment of promo items available 

 

Booksignings: 
 

Numerous authors mentioned that they did not find book signings to be an effective 

form of promotion. "For authors who are still building name recognition doing plain 

ol' book signings are a waste of time. The only way to make in-store appearances 

effective is to either do a signing with a name author (which will draw crowds) who 

writes in the same genre or to do an event that's reader interactive and/or supports a 

local cause," states Signet Eclipse Trade author Michele Bardsley. 

 

Personally, I do think that every author should do at least one and maybe a couple so 

that friends and family can attend. That first booksigning is a special event, but DO 

make sure your family and friends know. DO make sure the local paper does a write 

up that lets others in the community know (such as friends you graduated with, went to 

church with, belonged to social event with, etc.). DO know that many big name 

authors do more directing to the restrooms than autographing books, so don't feel 

poorly if only family and friends show. That's actually what those first few signings 

are really about. A time to share your new career with family and friends. 

 

Booksellers and readers' groups. 
 

Quite a few authors mentioned targeting and interacting with booksellers as one of 

their most effective marketing tools. Okay, so how do you interact with booksellers 

and readers' groups? At conferences, bookstores, and online. 

 

Patricia Rouse, Author Public Relations and Readers' Groups Liaison, sells a great list, 

including reading preferences, so you can effectively target your marketing dollars. 

You can contact Patricia at Rousepat@aol.com to purchase a copy of this list. 

 

Another great source is Waldenbooks Romance Experts which is available at 

www.lorraineheath.com/waldenbooks.html or can be gotten from Sue Grimshaw by 

emailing her at sgrimshaw@bordersinc.com . This is a list of about 60 romance expert 

booksellers that are receptive to coverflats, bookmarks, chocolate, and any other 

promotional goodies you want to send. 

http://www.megacolor.com/
http://www.4imprint.com/
http://www.gopromos.com/
http://www.kaymedia.com/
http://www.logoclick.com/
http://www.lorraineheath.com/waldenbooks.html
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The Romantic Times conference is also a great way to meet booksellers. There are lots 

of events there just for the booksellers. Also, there's an annual conference called BEA 

where authors can meet booksellers. 

 

Smaller RWA conferences are starting to offer a Booksellers Luncheon as well. This 

past year the New Jersey Romance Writers did one following their conference and had 

around 40 local booksellers to attend. 

 

Okay, that wraps up lesson #2. Feel free to ask questions and please introduce yourself 

so I know there's really someone out there and I'm not just talking to myself--which 

scarily enough, I have been known to do from time-to-time. :) 

 

 

LESSON 3 
 

Hopefully, you'll find useful tips in the workshop. If not things you can use at this 

point, save the lessons, because I promise you there will come a point where you'll be 

scrambling to try to dig up at least portions of the information covered here and having 

the email addresses all in one handy spot makes things nice. I recommend that you 

start a file and perhaps use this as the foundation and add to it as you run across tips, 

good ideas, email/website addys, etc. 

 

Today's lesson isn't as long and I'm intentionally doing that so that I can keep all the 

publicist information together. 

 

One website that I failed to mention that's a great author resource is 

www.newandusedbooks.com. This site is ran by a fabulous lady named Vickie Denney 

and she sells books and has a huge readers group that receives her monthly newsletter. 

Advertisement in the newsletter is fairly inexpensive. My ad in the December issue 

was 125 words and cost me $115.  

 

The Book Banter (the name of the newsletter) goes out to over 26,000 subscribers. 

When I was deciding how to spend my limited marketing dollars, I decided this one 

was well worth the money. Several bestsellers recommended Vickie to me, btw, and 

told me she was a lady it was good to know. 

Reviews 
 

http://www.newandusedbooks.com/
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Reviews can be a wonderful promotional opportunity. I mean, you have someone 

telling others about your book. Okay, so they aren't all good reviews, but who's to say 

that the "bad" review isn't going to pique just as much curiosity as a good review? 

Sometimes I buy a book to find out why the reviewer found it so "bad" and to see if I 

agree. I've talked to a lot of people who say the same. 

 

List of Popular Romance Review sites: 

 

www.romantictimes.com 

www.romancejunkies.com 

www.writersunlimited.com 

www.coffeetimeromance.com 

www.theromancereader.com 

www.allaboutromance.com 

www.thebestreviews.com 

www.aromancereview.com 

www.romrevtoday.com 

www.writerspace.com 

www.freshfiction.com 

www.theromancestudio.com 

www.armchairreviews.com 

www.wnbc.com/romance (Michelle Buonfiglio & syndicated to 75 NBC stations!!) 

www.libraryjournal.com 

www.wordweaving.com 

www.romanceandfriends.com 

www.bellesandbeaux.com 

www.theromancereaderconnection.com 

www.newandusedbooks.com 

www.likesbooks.com 

www.escapetoromance.com 

loveromances.com/index.html 

www.bookloons.com 

www.thewordonromance.com/index.html 

www.fmam.biz/reviews/index.shtml 

 

Many of these sites offer more than just reviews. Currently, I'm the Tell Tale featured 

author at www.accessromance.com and www.romancejunkies.com featured me. 

Usually, these interviews are free. Take advantage of them. :)  

 

http://www.romantictimes.com/
http://www.romancejunkies.com/
http://www.writersunlimited.com/
http://www.coffeetimeromance.com/
http://www.theromancereader.com/
http://www.allaboutromance.com/
http://www.thebestreviews.com/
http://www.aromancereview.com/
http://www.romrevtoday.com/
http://www.writerspace.com/
http://www.freshfiction.com/
http://www.theromancestudio.com/
http://www.armchairreviews.com/
http://www.wnbc.com/romance
http://www.libraryjournal.com/
http://www.wordweaving.com/
http://www.romanceandfriends.com/
http://www.bellesandbeaux.com/
http://www.theromancereaderconnection.com/
http://www.newandusedbooks.com/
http://www.likesbooks.com/
http://www.escapetoromance.com/
http://loveromances.com/index.html
http://www.bookloons.com/
http://www.thewordonromance.com/index.html
http://www.fmam.biz/reviews/index.shtml
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Also, Sue Waldeck, who edits and owns www.roadtoromance.ca is a great lady to get 

to know. She has a fabulous website and chooses one new author a month to feature 

(free of charge!). This is a fabulous opportunity. She'd read Jane Millionaire and chose 

it as the newbie of the month, which was a great honor. Definitely, if you choose to 

send out ARCS, send your stuff to Sue. :) 

 

Friends & Family 
 

Take advantage of your friends and family.  

 

~Ask them to stick one of your bookmarks in with their Christmas cards, to talk your 

books up to their friends, co-workers, family.  

 

~Stick an autographed bookmark inside all your bill payments. 

 

~If you have a friend who owns a car detail shop ask them to give an autographed 

bookmark to their clients.  

 

~Give your hair stylist a stack of autographed bookmarks and ask her to hand them out 

to her other clients (she'll love doing this and letting them know she does your hair. J )  

 

~Make sure they talk your book up at their social clubs/organizations and that all 

friends and family have a ready supply of autographed bookmarks.  

 

~Give your Avon, Home Interior, Pampered Chef, etc reps bookmarks to hand out to 

their clients. Again, they'll generally think it's cool to know someone "famous".  

 

~Do innovative things--like, I'm doing a booksigning next Friday night. 

"Booksigning?" you say. "I thought you said booksignings weren't necessarily a great 

thing for a newbie author?" My booksigning isn't at a bookstore. It's at a local Curves, 

an exercise place for women only. The timing is perfect because January is the busiest 

month of the year. The owner is a friend who has been talking me up to her clients, has 

a poster board display of a 3 page magazine feature on me and coverflats of my book 

displayed at the front desk. She's presold 21 books for women who aren't going to be 

able to come to the autographing but wanted books signed. 21 books at a booksigning 

is fabulous! Think outside the box.  

 

~Another thing you can do that's outside the box is to volunteer to speak or sign at 

women's social events. There are a lot of women's clubs/groups that would love to 

http://www.roadtoromance.ca/
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have you come in and talk---and yes, most of the time they'll either want to have read 

your book before hand or to have you do a signing afterward. 

 

~Another community based thing you can do that's "free" (sort of) advertising (and 

also a really good thing to do) is to donate copies of your books for charity auctions. 

Whether it be online or within your community. Examples: Marianne Mancusi's fire 

auction--I donated the very first autographed copy of Jane Millionaire (a print-bound 

ARC) which went for an amazing $70 dollars. Brenda Novak does an annual online 

auction for Diabetes. Locally, I donate a book to any auction raising money for a cause 

I believe in. This past Sunday 2 copies of Jane Millionaire were auctioned off 

individually at an auction to raise money for an infant born who needs a liver 

transplant. The autographed books were a big hit because it's such a unique thing to 

bid on. One of the copies actually only brought $50 less that a pony. I dare say that the 

almost 500 people at the auction all knew my name and the name of my book by the 

end of the auction despite the fact I wasn't physically there.  

 

Again, none of these things are things you have to do to be successful. They're ideas 

on things that you can do and ideas to jumpstart more ideas within you. By far, I'm not 

an expert on promotion and am only sharing my experiences, good and bad, with you. 

 

Another place that comes into play that sorta falls under this category is your online 

groups. You have an amazing resource by belonging to groups like FTHRW. I 

*KNOW* that the fact that I belonged to several fabulous writers groups played a role 

in my success with the American Title contest. It sounds like most of you are very 

active within your writers groups. This is fabulous because people understand your 

dream and will be excited for you and talk your book up to their friends and co-

workers. I know that I frequently talk up Kathleen Long's, Kelley St. John's, Renee 

Luke's, Gemma Halliday's, etc.'s books because I got to know them online, bought the 

books, and loved them. (Okay, so now I've met all these fab authors in real life, but 

you get the idea.) Be an active and giving member of your writers groups and they will 

heap blessings upon you. We romance writers are an amazing group. 

 

 

LESSON 4 
 

Publicists.  
 

Should you hire one or not? Good question and one I've battled with personally. What 

are the benefits? What are the costs? I got mixed responses on this question and the 
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bottom line is that it depends on your budget and time to devote to promotion. How 

much promotion you intend or want done to begin with plays into whether or not a 

publicist is a good and viable option for you as an author. Publicists can be expensive, 

but if they do their job well they can be worth their weight in gold. Several authors did 

mention that having a publicist did not necessarily mean less time spent on promotion 

themselves as they worked directly with the publicist and had to okay or nah projects.  

 

Recommended Publicists for Romance Writers by Romance Writers: 

 

Patricia Rouse  

Patricia Rouse Author Promotions Rousepat@aol.com 

 

Jo-Ann Power  

Power Promotions jpower@gvtc 

 

Theresa Meyers  

Blue Moon Communications theresa@bluemooncommunications.com 

www.bluemooncommunications.com 

 

Nancy Berland  

Nancy Berland Public Relations nberlandpr@nancyberland.com 

 

Judy Spagnolia  

JudySpags@aol.com 

 

Susan Schwartzman  

Susan Schwartzman Public Relations sjschwa@aol.com www.susanschwartzman.com 

 

You can find publicity tips from a PR Specialist at The Publicity Hound's Tips of the 

Week: 

www.publicityhound.com 

 

This is what publicist Theresa Meyers from Blue Moon Communications has to say on 

author promotions: 

 

"Authors need to remember that everything is a potential tool - bookmarks, ads, book 

signings, chats, etc. But just like it is more effective and efficient to use a hammer to 

pound in a nail than it is to use a screwdriver, every tool isn't the best choice for every 

author. Before an author spends a dime on any tool, they should see if it meets what I 

http://www.bluemooncommunications.com/
http://www.susanschwartzman.com/
http://www.publicityhound.com/
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call the "rule of three". If an author doesn't have at least three good reasons to use a 

particular tool, then they should save their money.  

 

How can you tell if something is a good reason? Ask yourself, these questions: How 

many people will it reach? What kind of impression or connection will it be making, 

temporary or permanent? Is this something that serves more than one purpose (such as 

drawing website traffic and building a mailing list)? In general the more people you 

can reach with a lasting connection that has multiple purposes, the better.  

 

For example, author A decides she's going to buy 10,000 bookmarks. Her only plan is 

to send them out for writer's conference goodie bags. That doesn't conform to the rule 

of three. Why? Yes, she'll get it out to lots of people but that's canceled out by the fact 

that it's likely to get thrown away rather than viewed or used by the conference 

attendees.  

 

Now, if she planned to use 7, 000 of the bookmarks as mailings out to specific 

booksellers to rekindle or build relationships or in the Bookstores That Care program, 

that might be one good use. If she planned to send 1,700 out to book groups as part of 

a larger mailing including an ARC of the book, that's a second good use. If she 

planned to create an offer on her website for a free autographed bookmark for a SASE 

to her post office box to fans to increase her mailing list and develop her fan based 

information (such as what region of the country she gets the most response from), then 

that would be a good third reason. If she planned to give them out in all her bills, hand 

them out to every cashier she met in a store, use them in place of standard business 

cards or use them to advertise her upcoming books on the back or draw attention to her 

website, then those would be additional good reasons.  

 

The second thing is that I encourage all authors to get and maintain a professional 

website for themselves if they aren't already. With the media so wired into the Internet 

these days, many journalists ask me for electronic press kits or the author's website 

automatically. Even if you aren't published, get a website. It makes you seem like 

you're "real" and editors and agents do go look at them when assessing your potential 

to be a commercial author.  

 

I'll be giving workshops on Author Branding, Book Publicity and more online this 

year. A full schedule of classes can be sent to anyone if they send me an email to 

bluemooncomm@aol.com and put Class List in the subject line."  

 

Theresa also has lots of free how-to articles on press kits, message points, how to write 
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press releases, etc. up on my website as a resource.  

 

I originally heard about Theresa because someone was talking about her getting Carly 

Phillips and Vicki Lewis Thompson on the Regis & Kelli show. Theresa was also an 

American Title II finalist.  

 

A publicist contract. At the bottom of this lesson, I'm pasting in an actual copy of my 

contract with a few personal things taken out. Each publicist and author's contracts are 

probably individualized, but I wanted to share what one looked like with you and 

figured mine was probably the way to go. :)  

 

One thing that Theresa mentions that I haven't touched on, that definitely should be 

mentioned is Romantic Times Magazine's Booksellers that Care program. For a 

nominal fee you can send promo items to RT and they will include it with their 

magazine mailout to 700 Romance-specific Independent Bookstores called our 

BOOKSTORES THAT CARE Network who've signed up for the program. This can 

be flyers, postcards, bookmarks, etc. There are different costs for different things, but 

when you consider what it would cost you to send out 700 of anything to booksellers 

who are interested in the romance industry, this is a phenomenal deal. All th 

information can be found at www.romantictimes.com by clicking on the writers at the 

bottom of the home page and then it's under the special mailings section. I've pasted in 

the infomation as of January 11, 2006 below because I do think this is a fabulous, 

inexpensive way to do book promotion.  

 

Again, this barely skims the surface of the opportunities out there for book promotion, 

but I'm sharing what I've learned--mostly the hard way.  

 

Did I hire a publicist? Well, since I posted the contract below it's apparent I did. I 

actually hired two. I hired Pat Rouse to handle my bookseller and readers group 

promotion and hired Jo-Ann Powers to do my media stuff. So, how did that work out? 

Let me preface what I'm about to say as this is my personal experience with the 

publicists in question and that they are both highly recommended and esteemed 

publicists for the industry. My experience with Pat was amazingly positive. My 

personal experience with Jo-Ann was mediocre. Pat refused to take me on as a client 

until she'd read my book and liked it. Jo-Ann took me on without, to my knowledge, 

having ever read JANE MILLIONAIRE. I'm not sure she has to date, actually. Via Pat 

I ended up with several author interviews and having several of her readers groups 

choose JANE MILLIONAIRE as one of their reads. I also received emails from 

several booksellers that Pat had sent ARCs (advanced reading copies) to. Pat 

http://www.romantictimes.com/
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forwarded me all comments in regards to Jane and working with her felt like working 

with a friend. She's very personable and highly professional in a relaxed sort of way. 

To my knowledge Pat only promotes authors.  

 

Jo-Ann is highly professional in a business way. It's easy to see that she does a lot of 

corporate work, etc. in addition to authors. With Jo-Ann, unfortunately none of her 

efforts panned out. One of the reasons cited was that I had personally exhausted so 

many media resources myself--which I openly admit to milking the local media as I 

know most of them personally so there wasn't a reason for me to pay Jo-Ann to do this. 

I ended up with 2 magazine features, numerous newspaper articles, 2 radio interviews, 

etc., but all at my own doing. Another possibility for why Jo-Ann wasn't successful for 

me was that I was on a tight budget. I sold to Dorchester, which if you look at Brenda 

Hiatt's Show Me The Money, you'll see doesn't give great big advances. I gave her a 

specific dollar amount (and not a very big one comparatively speaking) and told her 

absolutely not to go over it as I wouldn't be able to pay it as it wouldn't be in my 

budget. So Jo-Ann had very limited time to actually work on getting things going.  

 

All of these things probably did play into her not getting anything going for JANE 

MILLIONAIRE. She has a great reputation within the industry and is probably a 

fabulous publicist, but for whatever it's worth, I don't plan to hire her with my next 

book. Will I hire one? Pat Rouse--absolutely, if she'll take that book on. But one for 

media? Well, I'm not sure at this point, but I probably will.  

 

Julie Elizabeth Leto has this to say & I found it to be so true:  

 

"I currently have a publicist, but I've learned that having a publicist does not mean 

you'll spend less time on promotion. In fact, you'll spend more time, because you have 

to approve everything they do and they'll be working on projects that you probably 

never would have tackled yourself. It's too early for me to tell if having a publicist is 

cost-effective...and frankly, I'm not sure you can measure the effectiveness of 

promotion in the short term. Promotion is really about building your name and 

heightening your profile--not, necessarily, about selling the current book you are 

promoting, though you'd like to think there will be some of that!" Julie Leto, 

http://www.marisela.info  

 

A few author quotes about publicists:  
 

I don't currently have a publicist. I have been approached by an on-line promotions 

group, and while I was honored to have been asked, at this point in my career I still 

http://www.marisela.info/
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like to have as much personal touch with the readers as I can. Promoting oneself can 

take up a lot of time. Try to make sure you balance your promotional efforts with the 

'reason' you're promoting in the first place...your books. I think consistently having a 

new book releasing for your readers is 'the' best promotion you can do for yourself as 

an author. In the end, word-of-mouth is the most effective promotional tool of all. ~~ 

Patrice Michelle, www.patricemichelle.net  

 

I haven't worked with a publicist, but the minute I can afford one, I will. My first 

choice is Nancy Berland: http://nancyberland.com/ ~~Michelle Bardsley, 

http://www.michelebardsley.com 

 

I'm hiring Nancy Berland but haven't begun working with her yet.~~Diane Perkins, 

www.dianeperkins.us 

 

I haven't worked with a publicist, but I might if I had a big adult single title coming 

out. I've sold only YA so far.~~Jennifer Echols, www.jennifer-echols.com 

 

PROMOTIONAL OPPORTUNITIES WITH MAILINGS THROUGH RT 
 

Monthly Mailings to Our Bookstores That Care Network: Over the years we have 

developed a network of 700 bookstores that support romantic fiction. We 

affectionately call them our BOOKSTORES THAT CARE. A BTC is a store that 

cares about the books they sell. It's owned, operated or managed by people who have a 

rapport with their romance customers and who go out of their way to service them. 

 

A BTC supports authors'-and publishers'-efforts to promote romance. They will be 

happy to post your flyers and distribute your bookmarks and other promotional 

materials. They love knowing about your books in advance and share the information 

with their customers. 

 

Cost Breakdown to Send Promotional Materials: Flyers: 700 Flyers (one per 

Bookstore) $100 

 

Bookmarks: $10 per 1,000 Bookmarks (with a $100 minimum and a $300 ceiling 

price). Bookmarks must be bundled with sturdy rubber bands into 700 packets (one for 

each Bookstore). Divide the number printed by 700 for quantity per packet. 

 

Posters: 700 Posters (one per Bookstore) $100 

 

http://www.patricemichelle.net/
http://www.michelebardsley.com/
http://www.dianeperkins.us/
http://www.jennifer-echols.com/
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Postcards: 700 Postcards (one per Bookstore) $100 

 

Book Covers: 700 Bookcovers to Bookstores (one per Store) $100 (Postcards and 

Book Covers can also be distributed in quantities at Bookmark rates.) 

 
Promotion Contract: 

 

24165 IH-10, West, #217-424  

San Antonio, TX 78257  

830.755.4728 (telephone)  

830.981.4723 (fax)Contractual Agreement 

 

for 

 

Consulting Services 

Client: Janice Lynn 

Address:  

Telephone: 

Fax: 

Email Address: Janice@janicelynn.net 

Web: www.janicelynn.net 

 

Business Plan Goal: To complement all publicity and promotional activities scheduled by the client and 

maximize that exposure; to create new media opportunities for the debut of the client's first work on the 

stands November 29, 2005, JANE MILIONAIRE and to accomplish any other tasks assigned by the 

client, increasing the potential for higher orders and sales. 

 

Duration/Frequency: To be determined as project proceeds. Contractual agreement continues until the 

end of the month in which client gives termination and all billable hours and expenses on part of Power 

Promotions are paid for through that calendar month. Additional expenses which have been accrued but 

whose total is not accessible at that time (such as telephone bills) will also be the responsibility of the 

client. 

 

Invoicing Fees and Schedule: 

 

1. Consulting fee of $ 125.00 per hour, plus expenses for fax, gasoline, phone, photocopies or any other 

item necessitated by the work will be charged to the client. 

 

* Database/contact development fees are $45.00 per hour, plus expenses, etc. 

 

* Mailing/collating fees are $12.00 per hour, plus expenses, etc. 

 

2. An initial advance of $ will be paid by the client upon signing the contract. This amount applies to 

hourly services rendered and does not include any expenses incurred. 

 

3. Billing for previous month's work will be sent to client at end of month, accompanied by a complete 

http://www.janicelynn.net/
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log of services rendered and expenses accumulated with receipts wherever appropriate. All fees and 

expenses must be paid by the 14th day of the following calendar month; 1.45 % interest accrues on 

unpaid balance, charged at end of each month. 

 

5. Client will pay for the third-party vendor project/services in these ways: 

 

a. Projects totaling $500 or less will be paid for in full prior to commencement of the project. 

 

b. For projects estimated at greater than $500, one-half the estimated total cost of the project (plus tax 

on that amount) prior to commencement of project or services, such as design, printing, video 

production, web design, etc. This amount is also the "kill fee" (i.e. liquidated damages) if, for any 

reason, the client wishes to terminate the project prior to completion. This fee is not refundable in part 

or whole. 

 

c. Client receives a copy of vendor invoice(s) to Power Promotions. 

 

d. Remaining amounts are paid the following month, within 45 days of receipt of invoice. 

 

e. Any sums outstanding on that bill will be charged at 1.45% per month, until the remainder is paid. 

 

 

 

Rights and Uses: 

 

All work completed by Power Promotions for the client is considered work for hire. After Power 

Promotions and any vendors hired by Power Promotions on behalf of the client are paid in full for their 

services and products, the copyright and all trademarks automatically revert to and are owned by the 

client. 

 

Client permits consultant to show any and all work created for the client in Power Promotions portfolio, 

at trade shows, in marketing pieces, including print brochures, electronic media and internet platforms, 

etc. 

 

Liability: 

 

Power Promotions offers the client no warranties of any kind, including warranties of merchantability or 

fitness for a particular purpose. Client waives all claims for special, consequential or punitive damages 

and agrees that any claim for actual damages shall be limited to payment actually received by W.J. 

Power and Associates, Inc. under this agreement. 

 

Termination: 

 

1. Client or consultant may cease work at any time, with 30 days notice in the hourly services 

agreement. In the monthly retainer agreement, client or consultant may cease work with 60 days notice 

prior to end of 12 month contract. 

 

2. Written notice with appropriate date must be sent to Power Promotions.  
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3. However, all fees and expenses accrued up to that termination date are the responsibility of the client. 

Any expenses incurred thereafter because of previous services will also be the responsibility of the 

client. Any vendor services or products already contracted for through Power Promotions on behalf of 

the client are the financial responsibility of the client. All late charges do apply to fees paid later than 

due date. 

 

Signatures: 

Client: Date: 

Consultant: Date: 

 

Power Promotions is a division of W. J. Power and Associates, Inc. 
 

 

LESSON 5  
 

Now, I want to discuss In-House Publicists. You're probably wondering why if 

you've sold a book to publisher and they have a publicist, why the heck should you 

even consider hiring a publicist on your own? Good question. 

 

First let's discuss in house publicists. Who are they & what do they do? Every major 

publishing house has a publicist on their payroll (At least, I don't know of any who 

don't). The publicist is a person hired to publicize the publishing company's authors, 

books, and the company itself. Much of the comments I'm going to make on this 

section have to do directly with my experience with Dorchester, but I try to throw in 

comparisons to other companies where I have accurate knowledge of other companies 

and what they've done for their authors. 

 

At Dorchester, the publicist wears a lot of different hats. She does all their web 

updates for one. She deals with the companies PR. Meaning that it's her job to get the 

company in the news/headlines. She deals with all the authors directly. It's Brianna 

Yamashita and only her doing publicity for the company & the authors. Let's see that's 

how many books a month that she's responsible for publicizing? Plus keeping the 

website up-to-date. Plus all the other things she does. My editor, Leah Hultenschmidt, 

actually was Dorchester's publicist prior to taking Kate Seaver's place as an editor. 

Leah had been helping Kate and Chris with editing even while doing her publicist job. 

The publicist also does/places the ads in magazines like Romantic Times and advance 

Magazine put out by Ingram. She would also be the one to place ads in Walden's 

flyers, etc. Dorchester puts out over 20 books a month between all their lines. That's 

every month. Realistically, how much time is a newbie author going to be given? 
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Now, that said, I adore Brianna. I met her in Reno and she and Dorchester's Marketing 

Director took me to dinner while there. They are both total sweet hearts. Any time I've 

had a question, I've emailed and Brianna always gets back to me within 24 hours. If 

this workshop is chosen as one of the ones to be given in Atlanta this year, this 

lesson/section will actually be taught by Brianna in the workshop. :) So, although she 

is stretched, I do feel that if I have a specific need, I can ask her. A Kensington author 

reported that she had NO IDEA Kensington even had a publicist until time for her 2nd 

book with them to come out. A Warner author told me that she absolutely adored her 

publicist and that they were very active in promoting her book. An Avon author 

reported that she enjoyed working with Avon's publicist and felt they did a good job 

marketing her book. Another Avon author told me exactly the opposite. Three Pocket 

authors all reported very positive things on the way Pocket publicized them & working 

with Pocket's publicist. 

 

So, all of the above up means what exactly? That how much a publisher publicist is 

going to do for you and your book depends on a LOT of things. Things like, how 

much has the company invested in your book? If you got an above average 

advance/deal, it's likely the publisher is going to put more money behind promoting 

your book (although this isn't a hard and fast rule). If your book is part of a line launch, 

the company is going to do a lot more advertising and promotion. If you've sold to one 

publishing house versus another as their publicity budgets & philosophies vary 

tremendously. If they've bought a 3 book series from you, it's likely they're going to 

put more money into advertising you upfront--but not guaranteed. 

 

OOOOH, I just used a dirty word. Money. It really is such a nasty word when it comes 

to publicity budgets. Unfortunately, many publicists have very limited budgets and 

they have to pick and choose who gets ads and where. All the things I mentioned 

above come into play when they're picking and choosing and making those decisions. 

 

With Dorchester, Brianna let me know what they were going to do as far as publicity 

for JANE MILLIONAIRE. A 1/2 page black & white ad shared with another author in 

Romantic Times & that they would send out 5 ARCs for review by the biggies (RT, 

booklist, Library's Journal, Publisher's Weekly, & ??-- Affaire de Couer I think). But, 

they also put me as part of a group ad in advance Magazine with Ingram & a small 

individual ad. I didn't know this until a friend who works at Ingram got me a copy of 

the magazine (all it is is info about upcoming paperback releases). Dorchester doesn't 

have a big publicity budget and they're pretty upfront about that. What they do well is 

covers. They have gorgeous covers & spend more having those great covers done. A 

good cover is a pretty darn important promotional tool, btw. Honestly, although it 
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would have been nice to have big ads, etc., I've been very pleased with Dorchester 

because they've been very communicative so that I knew what to expect and what not 

to expect. 

 

Several friends who sold to Kensington said the publisher did no advertising that the 

authors were aware of. A debut Warner author said that Warner paid for a full page 

color ad in RT, a full page color ad in RWR, and quite a bit of other promotional 

material/ads. So, as you can see from just these three publishing houses (Dorchester, 

Kensington, & Warner) there can be huge differences in what the in-house publicist 

can and will do. 

 

What is important is for you as an author to find out who the publicist is for whichever 

company you sell to. Find out and introduce yourself to them via person or email or 

phone. KEEP THEM INFORMED of your promotional efforts. Let them know what 

you're doing. With my Win Roses Every Month For A Year--Brianna mentioned that 

in the RT ad and put it in Dorchester's monthly newsletter--I got more than a hundred 

extra hits to my website on the day that newsletter went out. Did I sell any books? 

Who knows, but it got people to my site where they got another glimpse of my cover 

and hopefully got hooked enough to want to know more. 

 

My real point with all of the above is talk with your publisher's publicist, find out what 

they're going to do with you, compare that to what you want done, and then figure out 

what/how much you're going to have to do on your own. 

 

I've pasted in a Marketing Timeline that Brianna put together and sent out to all of 

Dorchester's authors. Honestly, I didn't follow this exactly and am making a ** note 

where I varied so you'll know where I goofed or went my own route. :)  

 

Dorchester's MARKETING TIMELINE 
 

12 months prior to publication: 

 

At this point, you should already be brainstorming ideas for your marketing campaign. 

Do you have any useful contacts in publishing or outside of it? What authors could 

you approach for cover quotes? What are you willing to do to make your book a 

success-send galleys, get a Web site, finance a small or large contest?  

 

** I sold on March 7, 2005. My book was released November 29, 2005. That's not a 

12 month timeline. Although many authors do have this and more. 
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9-10 months prior to publication: 

 

Discuss your marketing plan with your editor. Editors present upcoming titles to our 

promotions/sales staff nine months prior to your book's publication, and it is at this 

point that your editor should be able to relay what you have planned and what you're 

willing to do to promote your title. This way, we will know what support you will 

require from us and can plan accordingly. 

 

7 months prior to publication: 

 

Your plans of whether to embark on a sizable promotion or booksigning or to place 

advertising should be finalized. In addition, your editor and our PR department should 

be fully aware of those plans so that our sales staff has the tools necessary to present 

your book to their accounts. If you intend to send advance galleys to booksellers, you 

should do so now. 

 

**As soon as you know what ads you want to personally run and will be paying for, 

reserve those ads ASAP. IF you want the front cover, the top slot on the website, the 

back cover, well, these things can get gone fast and so as soon as you know, you need 

to reserve. 

 

**I also recommend contacting the online sites you plan to buy an affiliation with--

like access romances, novel talk, fresh fiction, the romance studio, etc. so that you can 

get good placement and ask about any special promotions, get slotted for chats, etc. 

 

3-4 months prior to publication: 

 

Send bound galleys to reviewers. A copy of the galley we send to you, plus a cover flat 

and a short letter is sufficient.  

 

**I actually paid Pat Rouse to do this for me. Mainly because I work full time and 

have 4 kids and this can be very time consuming and costly depending on how many 

you send out and to who. However, let me say this, you don't have to hire a publicist to 

do this. Buy Pat's list, hire someone to make copies of the ARC at somewhere like 

Kinko, and let them do your mailings for you. You can hire a college kid, a family 

member, a friend, etc. to do this task for you so that you can focus on your actual 

writing. Besides what I had Pat to do, I sent out to 20 bookstores in TN, KY, & AL. 

Oh my Gosh. It took me forever putting all that together. Plus, there's the 
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Waldenbook's list that I mentioned you can get from Sue Grimshaw. There are 60+ 

names on that list for mailings. Again, not all authors do these mailings of ARCS to 

bookstores, but if you are going to do them, you want it to be 4 to 6 months ahead of 

time so that when the bookstore does their ordering they've already recieved your 

material. Just an FYI, I also sent 10 autographed bookmarks & 2 www.janicelynn.net 

inkpens along with the ARCS & a flyer to the bookstores that I sent to. :)  

 

**another thing to keep in mind is the Booksellers that Care program. If you're going 

to send out flyers, do this at around the time the bookstores will be ordering your book, 

which is reportedly 3 to 4 months prior to your release date. Then the month of actual 

release, consider using the program a second time to send out 10 bookmarks each. I 

recommend autographing them, but you don't have to. (Yes, I really did autograph 

7,000 bookmarks, sorted them into stacks of 10, rubber-banded them and mailed them 

to RT) 

 

1 month prior to publication: 

 

If you plan to run a contest, send your publisher's publicist the details regarding what 

you will offer and when you will have the contest on your site. As soon as the contest 

is live, send your publisher's publicist a link to it so that she can include it in our 

newsletters.  

 

Okay, this is pretty much it for Lesson # 5. I apologize if any of the In-house publicist 

stuff isn't clear. Brianna will be doing this in our actual workshop and I'm sure it will 

be much more concisely presented. 

 

Now, are there any questions? Janice holds up an autographed copy of Get Bunny 

Love. Question anyone? ;) 

 

Janice Jane Millionaire~American Title Winner~available now www.janicelynn.net 

http://janicelynn.blogspot.com 

 

Q&A 

 

Q: How would I go about purchasing Pat's list? Is there information listed on her 

website? 

 

A: You can get Pat's list by emailing her at Rousepat@aol.com & asking for her list. 

The cost is around $75. Just put "Bookseller Mailing list" in the subject line so she'll 

http://www.janicelynn.net/
http://www.janicelynn.net/
http://janicelynn.blogspot.com/
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know that your not spam mail. Pat updates this list a couple of times a year and 

resends the updated list to those who've purchased it. She's really a great lady to get to 

know and usually attends RT. She's usually surrounded by booksellers. If any of you 

are there, ask me to introduce you. I'll be glad to do so. 

 

Q: I've heard that you can/should set aside a certain portion of your advance for 

promotion. Have you heard this? If so, do you know what the recommended 

percentage is? 

 

A: I have heard this. Many times. Jo-Ann Powers is a big proponent for saying not to 

spend more than 15-20% of your advance on promotion. Okay, I'm going to put this 

into prospective here. Had I done that, I would have been able to purchase my 

bookmarks and not much more. I think an author has to look at what they expect to get 

out of their promotional dollars, what they expect the monetary returns to be, and then 

decide what's realistic and best for them. For me, I considered my promotional dollars 

and investment in my writing career--sorta like college, I'm laying the foundation for 

my future. I didn't spend more than I expect to earn out on Jane Millionaire, but I did 

spend more than my advance. (Reminder: I sold to Dorchester so this amount is 

probably not as high as you might think) 

 

Q: What, in your opinion, was the best tool you used for promoting Jane Millionaire? 

What would you not do again? 

 

A: The best tool? I'd have to say RT. Jane was in it for a total of 9 months. Okay, 

realistically that's never going to happen for future books, so what was #2? Wow. 

That's a difficult one to say. I got the most hits to my website from Romance Designs: 

A week of Romance. My website hits went way up and my Amazon number went 

down. Since that's my only objective measure of what had an impact and what didn't, 

I'll go with that. 

 

What would I not do? Well, although Jo-Ann Powers is a great publicist and has a 

fabulous reputation, I won't hire her again. After meeting Theresa Meyers via the 

American Title II contest, I hope to have a large enough advance with my next book to 

hire her to promote it. 

 

Q: Would you, or any of the authors you spoke to, recommend these promotion tools 

for category authors? 

 

A: On category, honestly, most every category author I've talked to says that spending 
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money on promotion doesn't make much, if any, difference to sales. Most of the sales 

are via bookclub or from readers who automatically buy from particular category lines 

so reportedly advertising doesn't have much impact on sales. That's not to say you 

shouldn't do any if you're building your name, etc., but even if you do, it probably 

won't significantly increase your sales. I'd say definitely bookmarks and working the 

bookstores, but other than that....probably I wouldn't spend my money. That's just my 

opinion though. 

 

Q: What recommendations do you have for promoting an e-book, versus a print book, 

and more specifically, an erotic romance. 

 

A: For promoting an e-book, I'd say to focus on doing online promotion. A lot of the e-

publishers have some promotional tools in place to help you. I know Ellora's Cave has 

a huge readers group & I think Triskelion is doing a lot of reader building as well. 

There are also some inexpensive sites like www.theromancestudio.com where you can 

advertise without a huge budget. Genesis Promotions is $20 a month and does a 

fabulous job with promotion for e-books as well. If you're trying to build that name 

recognition and can afford it, an ad in the RWR or RT sure couldn't hurt anything 

(other than your wallet ;). 

 

Q: What exactly is a galley? (as opposed to an ARC?) And what exactly is it you are 

supposed to do with them? 

 

A: a galley is a copy of your manuscript that's already been revised & copy edited and 

it is ready to go to print. The publisher sends it to you for you to go over with a fine 

tooth comb. It's the very last time you'll see your manuscript before it goes to print. 

Galley changes are limited to typos, inconsistencies, etc. If you miss something, odds 

are that typo will appear in your book. No major revisions are allowed at this point as 

publishers say it costs them to make changes to galleys. 

 

An advanced reader copy can be a lot of different things. It may very simply be a copy 

of your galley that you've had made at Kinko. I know of a lot of writers who do this. 

To me, I wanted something that looked a little neater as far as font and print size, etc. 

So, you can print out copies from your computer and format them however you 

choose. I did some ARCs this way to reviewers. (& no the pages don't have to match 

up with the galley pages, but the story itself should be the same). These copies can be 

made to look really neat & be spiral bound at places like Kinko or just mailed with 

rubber bands around them. 

 

http://www.theromancestudio.com/
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Some publishers (Warner, for example) provide ARCs for their authors. They are 

actual books that have UNCORRECTED ADVANCE READER COPY stamped 

across the front cover. In that case, I highly advise to mail out those rather than 

printed/copied material as it looks neater and the postage is less. There are places 

where you can pay to have print bound ARCs made. I know of a couple of authors 

who've done this, but I don't have that information readily at my fingertips. Sorry. 

 

Great question!!  

  
 

 


