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Chapter 1:  Selling Books in Today’s Digital World 

 

"When A Time to Kill was published twenty years ago, I soon learned the painful lesson 

that selling books was far more difficult than writing them.” 

John Grisham, in the introduction to Ford County 

 

Historically, the book publishing industry operated using a traditional wholesale to retail 

distribution model.  The publishers created the books and provided them wholesale to the 

retailers, who marked them up and sold them to readers. 

Authors wrote books and the fortunate ones made deals with publisher to bring their work to 

market.  Very few would self-publish, and the largest publishing houses had a tremendous level 

of influence on the market.   

Then along came technology and the internet, changing everything! 

Here at BookDaily, our mission is to help the book publishing community market in today’s 

digital environment using the concept of book sampling.  The site aggregates book readers online 

and offers sample chapters of books related to their interests.   

We then provide marketing tools to help you build a following of readers interested in your 

work.   These readers will serve as the basis of your online marketing strategy and a prospect list 

for your work for years to come.  This document will outline the steps.   

In The Long Tail, Chris Anderson clearly describes three forces impacting the business world:  

democratizing the tools of production, democratizing distribution, and connect supply and 

demand.  Let’s analyze these forces within the context of the book industry: 

1. Democratizing the tools of production.   It’s so much easier today for an aspiring writer 

than in the past.  They simply turn on their computer and start typing.  Advances in 

technology have continually lowered the barriers to entry for writers.  Gone are the days 

of clunky typewriters and books written by hand. 

 

2. Democratizing distribution.  You want to be a writer?   Easy!  Just set up a website and 

work out a deal with a “print on demand” company and you’re in business.  If journalism 

is your preference, set up a blog (free, of course) and you’re ready to go. 

 

3. Connecting supply and demand.  The old wholesale/retail model no longer works as 

well.  In the new digital world, it’s vital for the suppliers (authors and publishers) to 

connect directly with the consumer demand, the readers.   

Let’s examine how BookDaily helps you take advantage of these forces. 
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Chapter 2:  The BookDaily Approach -   

Book Sampling to Increase Sales 

 

The BookDaily website and email strategy is structured to put the first chapter of books in front 

of readers in volume.  Does book sampling increase sales?  Absolutely, according to a study 

released by Libre Digital in October 2009: 

“We know that allowing readers to preview book chapters before buying has a positive impact 

on both print and eBook sales,” said Russell P. Reeder, President and CEO of LibreDigital, Inc. 

“In the case of one well-known book publisher, one in three people who browsed decided to 

purchase the book online. As a result, leading publishers are increasing their use of online 

previews when planning promotional campaigns for both new and existing book titles.”  

 A casual reader usually thumbs through the pages of a book prior to buying in the store. The 

online equivalent is to read an excerpt or sample chapter in a digital format.  That’s why 

Amazon’s “Look Inside” feature is hugely popular.   This is our approach – letting readers 

sample your books so they can move along in the buying process.  However, unlike the Amazon 

example, the BookDaily approach is an active one – readers receive the chapters daily by email 

even if they don’t go to the website. 

BookDaily’s overall strategy is quite simple:   

1. Attract readers by offering a wide variety of quality books to sample; 

2. Use email to make sampling easy and increase overall readership; 

3. Connect the readers with the authors of these books to begin developing an ongoing 

direct relationship. 

BookDaily offers the first chapter of more than 80,000 titles.  Readers can filter the content by 

genre, author, publisher or sales ranking.  They receive daily email sample chapters from titles 

they’ve selected in advance through the “Sample Shelf” function or alternately by subscribing to 

one of the site’s many email lists.   

Authors have the opportunity to set up a free author account on the site.  This allows them to 

load sample chapters from their titles, post a biography, photo, video and website link.   Benefits 

include free exposure to site readers, potential website traffic, and the search engine optimization 

(SEO) value of the website link.   

Daily email lists include the site’s overall Book of the Day and popular genres like Romance, 

Entertainment, Science Fiction, Religion, Mystery and Business.  Account holders can review 

books, select titles to sample by email, print bookmarks, and connect directly with participating 

authors to receive special content and promotions. 
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The BookDaily Author Circle 

The Author Circle lead generation program is the mechanism used to help connect participating 

authors with readers.  The end result is that authors and publishers will build a database of 

readers who want ongoing information about their titles.  For authors using the Author Circle, 

readers will see the green circle below next to the author’s titles on the BookDaily site or on 

book sample emails: 

 

 

When a reader enjoys a book sample and wants more information, they simply click the icon to 

join that Author Circle.  They understand that this authorizes BookDaily to pass their email 

address to the author so that they can receive marketing materials from the author or publisher.   

In this way, an author driving traffic to their titles via a promotional campaign begins building a 

database of active readers for their online marketing efforts.  Please note that this particular 

method will generate highly qualified, avid readers, because it is only available to the core users 

who have gone through the account set-up double opt-in process and are active on the BookDaily 

website. 

To fully reap the rewards of this strategy, you must develop a follow-up strategy designed to 

convert these leads into buyers.  You’ll need to communicate with them using email and provide 

relevant offer such as notifications of personal appearances, media coverage, and new book 

releases. 
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The Lifetime Value (LTV) of a Reader 

Before we leave this section, let’s introduce a direct marketing principle vital to your marketing 

success online:  lifetime value (LTV).   

LTV is defined as the value of a buyer over their entire lifetime of doing business with a 

company.  This includes the number of repeat purchases, the size of the purchases, the number of 

new customers (readers) they’ll refer, and so forth.  The direct response marketing industry has 

extensive information available about this concept if you’d like to do some further research.   

For your purpose here, it’s vital to understand that readers who like an author’s work will buy 

again and again.  Authors and publishers in the romance genre understand this keenly.  Consider 

these statistics from a study commissioned by the Romance Writers of America in 2009: 

 91% of survey respondents are likely to seek out an author's previously published titles 

after reading a novel from an author they like.   

 29% of romance readers usually carry a novel with them. 

 Readers will typically finish a novel within seven days of starting it.   

It’s easy to see the lifetime value of a reader like this over time is enormous!  Successful book 

marketers consider the lifetime value of reader engagement in making marketing decisions; not 

just the value of one transaction.  This philosophy should drive your marketing efforts. 

(If you’d like to learn more about the concept of LTV, there is plenty of good information 

available online.  Here’s a link to one good treatment of this principle:  

http://www.jimnovo.com/LTV.htm ).  

 

 

  

http://www.jimnovo.com/LTV.htm
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Chapter 3:  Get Started with BookDaily 

 

This chapter outlines the steps to begin connecting with readers through BookDaily.  It’s free and 

the process should take just a few minutes.  When you set up an account and post your books, 

readers will have a chance to sample your work along with the other leading authors in your 

genre, creating the opportunity for you to further establish your reputation.   

 

Set up a BookDaily Author Account 

It’s free and easy.  Start the process here: 

http://www.bookdaily.com/authorpromo/promoform 

You’ll be guided through the steps.   If you haven’t already, you’ll need to confirm your request 

by email. 

Once you set up your account, you’ll have access to the “Author Administration” section of 

BookDaily.  This includes a control panel to help you load content on the site, market yourself, 

and view reader statistics.   

 

Add or Claim Books 

Some of your titles might already be on BookDaily.  We have a licensing agreement with an 

aggregator who distributes these samples on behalf of 1,400 publishers, so it’s possible that we 

already have one or more of your books.  If so, you need to “claim” your books on the site.  This 

associates your titles with your author profile.   

To claim a book, enter the ISBN where prompted and follow the steps.  You might discover that 

we have the book in our system, but don’t have the sample chapter.  In that case, the book won’t 

display on the BookDaily site.   You’ll have a chance to load the chapter, at which point it will 

be available for BookDaily readers. 

You can also add new books.  This process takes a few more steps but is also very simple. 

 

Load Your Biography and Video 

Complete your profile by adding a biography, photo, and a YouTube video (if available).   You 

can put a link to your website and blog so readers will know how to find out more about you and 

your work. 

http://www.bookdaily.com/authorpromo/promoform
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Marketing Tools 

We encourage you to use BookDaily as a sampling tool to help expose more readers to your 

titles.  In your author profile, you’ll see a section called “Marketing Tools”.  We’ll be adding 

new promotional resources over time to this section. 

Once you claim a book, you’ll be able to get a custom widget to use on your website or blog.  

The java script code is available in the Marketing Tools section, and features your claimed titles.  

Users who click the link on the widget are sent to your BookDaily page so they can read your 

sample chapter(s)! 

As a BookDaily author, you’ll also receive our “Author Update” email newsletter.  This contains 

marketing ideas with one specific theme:  to help you sell more books! 

 

Promotional Campaigns 

Once your profile and books are on BookDaily, we offer promotional campaigns for every 

budget.  Make sure your books are the ones that our readers are sampling!  Once you begin 

promoting on BookDaily, your books will be enabled for the Author Circle lead generation 

program.  Then readers who like your work will be able to easily join your mailing list, and you 

will have the tools to develop a following of readers with high lifetime values for years to come! 

You can review details about our latest monthly promotion here: 

http://www.bookdaily.com/authorpromo/monthlypromo 

Please let us know whenever you have questions or we may be of service. 

 

 

 

 

 

 

 

 

  

http://www.bookdaily.com/authorpromo/monthlypromo
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Chapter 4:  Effective Email 

 

Once you set up your author account and begin capturing leads through the Author Circle 

program, you will need an effective, consistent email program to market to these readers.  It isn’t 

viable long-term to simply load their addresses into your personal email program; you’ll need to 

practice the fundamentals of professional email marketing. 

Please understand this strategy is a fundamental of doing business in the digital economy.  Like 

any discipline, there are fundamentals of effective email.  We can only begin to scratch the 

surface of the subject in an introductory report like this. 

There are many good companies available to help in the email world, known as Email Service 

Providers (ESP’s).   Here is a top-level listing of areas where an ESP can help: 

 Subscriber and List Management: Topics include new subscriptions, unsubscribes, list 

cleansing, bounces processing, merge/purge, subscriber preference centers, and more. 

 

 Message Composition:  Templates, images, “from” and subject lines, formatting. 

 

 Delivery and Campaign Management:  List segmentation, delivery times, welcome 

messages, integration with social media, etc. 

 

 Tracking and Reporting:  Open counts, click through rates (CTR), subscriber history, 

forward activity, transmission history. 

 

 Email Marketing Expertise:  Tips, polls, forms, results analysis. 

 

 Account Management and Support:  Training, technical support, knowledge base. 

 

This information was provided by Email Transmit.  This company in particular understands 

author marketing…. the president of the company is a published author himself!   

(We’ve arranged for a special discount for BookDaily authors from Email Transmit if you’d like 

to work with them.   Go to http://emailtransmit.com/sign-up-now and use discount code “BD50” 

and the “self-service” account option to take advantage of it.) 

  

http://emailtransmit.com/sign-up-now
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Epilogue 

 

Thank you for your interest in the BookDaily author marketing program.  We’re just getting 

started, and are excited about the opportunities unfolding in the book industry.   

We believe that digital book sampling will continue to grow in importance in driving book sales, 

and are dedicated to providing the best online marketing tools available.  We appreciate your 

commitment to publishing and look forward to the chance to be of service. 
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Appendix A:  BookDaily in the Media 

Featured in Publishers Weekly, June 15, 2009: “Can BookDaily.com Sell Books?” by Calvin Reid  
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Featured in Steve Harrison’s Book Marketing Update, March 2010
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Appendix B:  Glossary of Online Advertising Terms 

 

Are you new to online advertising? Here is a list of online advertising terms to help you on your 

way.  

Ad click: When a user or visitor clicks on ad. 

 

Ad impressions: An advertisement that was delivered to a qualified visitor. 

 

Ad space: The location on a page of a site in which an advertisement can be placed.  

 

Banner advertisement: A graphic image displayed on an HTML page used as an ad.  

 

Benchmarking: Continuous measurement of a process, product, or service compared to those of 

the toughest competitor, to those considered industry leaders, or to similar activities in the 

organization in order to find and implement ways to improve it.  

 

Call to action: Also known as CTA, the call to action is ad copy that encourages users to take a 

defined action. Examples include "Click here" or "Buy now."  

 

CAN-SPAM Act: Otherwise known as the “Controlling the Assault of Non-Solicited 

Pornography and Marketing Act of 2003,” it requires that businesses: clearly label commercial e-

mail as advertising; use a truthful and relevant subject line; use a legitimate return e-mail 

address; provide a valid physical address; provide a working opt-out option; process opt-out 

requests within ten business days. 

 

Click rate: The ratio of ad clicks to ad impressions. See Click-through. 

 

Clicks: The result of a measurable interaction with an advertisement or key word that links to the 

advertiser's intended Web site or another page or frame within the Web site. 

 

Conversion: In online advertising, a conversion is a defined action in response to your ad's call 

to action. Some examples of conversions include a sale, registration, or download depending on 

the goal of your campaign. 

 

Cookie: A file on the user's browser that uniquely identifies the user's browser. 
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CPA (Cost-per-action): The cost of advertising based on a visitor taking some specifically 

defined action in response to an ad. "Actions" include a sales transaction, a customer acquisition, 

or a click. 

 

CPC (Cost-per-customer): The cost an advertiser pays to acquire a customer. 

 

CPC (Cost-per-click): The cost of advertising based on the number of clicks received. 

 

CPL (Cost-per-lead): The cost of advertising based on the number of database files (leads) 

received. 

 

CPM (Cost-per-thousand): The media term describing the cost of 1,000 impressions.  

 

CPO (Cost-per-order): The cost of advertising based on the number of orders received. Also 

called Cost-per-transaction. 

CPS (Cost-per-sale): The advertiser's cost to generate one sales transaction.  

 

CPT (Cost-per-transaction): See CPO (Cost-per-Order). 

 

Click-through: The result of "clicking on" an advertisement that links to the advertiser's Web 

site or another page within the Web site. Also known as click-through-ratio (CTR).  

 

Double opt-in email: Lists of Internet users who have voluntarily signed up to receive 

commercial e-mail about topics of interest. After the sign up occurs, users receive an email and 

are required to click on a link in the email to active their request.  

 

Drill down: When an online user accesses additional pages of the Web site. 

 

FTP (File Transfer Protocol): Internet protocol which facilitates the transfer of files. 

 

Firewall: A security barrier placed between an organization's internal computer network and the 

Internet.  

 

Flash: Macromedia's vector-based graphics file format which is used to display interactive 

animations on a Web page.  

 

GIF (Graphical Interchange Format): A common and compressed file format, developed by 

CompuServe, used to create Web ads or other images. 
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Home page: The page designated as the main point of entry of a Web site or the starting point 

when a browser first connects to the Internet.  

 

HTML (Hypertext Markup Language): A set of codes called markup tags in a plain text 

(*.txt) file that determine what information is retrieved and how it is rendered by a browser.  

 

HTML page: A Hypertext Markup Language document stored in a directory on a Web server 

and/or created dynamically at the time of the request for the purpose of satisfying that request. In 

addition to text, an HTML page may include graphics, video, audio, and other files. 

 

HTTP (Hyper-Text Transfer Protocol): The format most commonly used to transfer 

documents on the World Wide Web.  

 

Impression: A measurement of responses from a Web server to a page request from the user 

browser.  

 

IP address: Internet protocol numerical address assigned to each computer on the network so 

that its location and activities can be distinguished from other computers. 

 

Java: A programming language designed for building applications on the Internet. It allows for 

advanced features, increased animation detail and real-time updates.  

 

JPEG (Joint Photographic Experts Group): The file format that uses a compression technique 

to reduce the size (number of bytes) of graphic files. 

 

Landing page: The first page website visitors arrive to after clicking on a link.  

 

Opt-in: Refers to an individual giving a company permission to use data collected from or about 

the individual for a particular reason, such as to market the company's products and services. 

Also known as permission marketing. 

 

Opt-in e-mail: Lists of Internet users who have voluntarily signed up to receive commercial e-

mail about topics of interest. 

 

Page impressions: The combination of one or more files presented to a viewer as a single 

document as a result of a single request received by the server.  

 

Privacy policy: A statement about what information is being collected; how the information 

being collected is being used; how an individual can access his/her own data collected; how the 

individual can opt-out; and what security measures are being taken by the parties collecting the 

data. 
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Rate card: The list of prices, products, and packages offered by a media company. 

 

ROI (Return on Investment): The ratio of money gained or lost on an investment relative to the 

amount of money invested. 

 

RON (Run-of-Network): The scheduling of advertising whereby an ad network positions ads 

across all sites it represents at its own discretion, according to available inventory.  

 

Skyscraper: A tall, thin online ad unit. The IAB guidelines recommend two sizes of skyscrapers: 

120 X 600 and 160 x 600. 

 

White Space: Also known as negative space, it is the portion of a page left unmarked. The term 

arises from graphic design practice, where printing processes generally use white paper. 

 

Glossary words taken from http://www.iab.net/resources/glossary.asp  
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