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“The way people access content

on mobile devices will continue to grow,

and more mobile devices will lead to more
localized mar l\vtmg of )] ortunities.

~Rob Goodman, i«

narke ing, Smen &

Legacy Press’

Legacy Press book’s success
featured in Book Business
Magazine

Book Business, with the heritage of BookTech the
Magazine, has been an integral part of the book
publishing community for nearly a decade. It
reaches more than 12,000 industry executives who
buy, specify and approve services and products for
book publishing management, printing,
manufacturing, paper, binding, finishing, packaging,
publishing systems, marketing, distribution and
interactive media. Advertisers rely on Book
Business to connect them with a unique and
superior nationwide network of prospective clients.

In its March/April 2011 issue, Book Business’ cover
article, The New Era of Book Marketing featured
Legacy Press’ innovative blog tour for one of its new
book releases in 2010.
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The New Era
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By Amanda Baltazar

Online tools are enabling publishers to spread
the word about their books to more targeted
audiences—and sometimes, at a much lower
cost—than traditional marketing methods.

ublshers and suthoss are auend-
ing the hot cockuail party of 2011,
bat none of them are wear

dresses or tuxedoes. Cocktails arent
even necesanly bring served, and

some people are in theie tippers
Wait, what kind of party is thi
The cockiad patry of today = tak

line. This s where publishers and suthors gather

place on-

al nerworking

d through blogs

to chat with readers, such o on so
ates hike Facebook and Twarte

and lacason-based applications

*It's an amuzing poetal to have 3 two-way con-
veration with our readers” ays Rob Goadman,
director of online nmurketing, Simon & Schuster
“The wall x down, and you can connact direct-
ly with the people who care the most about the
books and products that you're «elling™

1 11, 1 " 1 "

Simon & Schuster recently bunched a brand-new
way to connect with xs customers through Four-

square, the popubir, locanon-hused mobde socul
networking community.

Users wha faollow Simon & Schuster Four-
square receive information and tps culled from
Simon & Schuster books and authors when they
“check-m" at ceram locatons, be i thewr Gyor-
ite diner m London, a resort in Anizona, or the
Pyranuds i Egypt. Foe example, they'll recene

facts abowe historic indnurks, 2
dish thewr Gvorte chef enmpoys at
a restaurant, or a tidbit such s
21 clephanss walkked across the
Brooklyn Bridge in 1884, prov-
ing i1s stabilicy.

Reb Gaodwas, “It’s 3 really exciting platform
Simad Sdwster  to reach people at the moment

when they'te most iterested n gering that con-

tent and Jaarn

g about where they really are”
pomis out Gooadmun. Each np pushes readens 1o-
ward Simon & Schuster baoks w0 they can Jearn
maore (and, of course, buy the book). Sa, for ex-
ample, author Suzanne Cora telk Gns where they
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can find the best cannoli in her neghbodchond of Bensonhura,
which s the settng for her book, “Brooklyn Story”

“With Simon & Schuster Foursquare, we can deliver our
book and author content tght mio the hands of BGos and read-
ers 2t their immediate points of interent,” Gondman adds.

But Foursquare doesnt nacessarily end with the person us-
ing it. Each user can opt to publsh his o hee kocation check-im
and the mformation he of she Jans fom Simon & Schuster
Foursquare on Facebook and Twatter. “So you reach 3 much
greater audience of impresaons abour your book and about
yout platform,” explans Goodman
n & Schus

y not the

Foursquare x one of the latest addinons 1o Sin

ter’s pontradinonal marketung strategy, but ®X certa
only part. The publisher is alka active on both Facebook and
Twiatter, whach it uses 1o sart and jom conversations, Through
these converatons, the publicher offers book excerpts, contests,
etc., that Goodnun ays are meant 1o excite and mvignrace the
fan base so consumens wall then share the offecings with their
friends and followers.

Sumon & Schuster abo has o preence on utream.ty, 3 beead-
cawt platform that enubles it 1o hold author events online. This
way. people who can’t make it to 3 live reading can tune n
online and even ask the author questions, or they can watch the
reading after it has happened from an archive

This is the perfect blend of new and old market
Goodoun: “It's abour adding these online biyers 1o the el

INg, Say%

wordd. It anather way to give [readers] addinonal information
o get them exaited sbout a book and make that purchase”

Touring the Blogosph

Blogs also have become 3 populir—and relatively inexpen-
sive—nurketing tool for book publishers.

This was the marketing method that Son Diego-Calif -bosed
Legacy Press sedecred 10 market its book, “The Chrstan Gads
Guide To Style,” by Sherry Kyle, who embarked on 2 month-
long, “11-stop™ Bog tour. From mid-November 2010 1o the
end of the year, throe months afier the publica-
tion of the book, Kyle talked about her baok
and s mesage on different Bogs, either by
guest bloggng, or by bring interviewed by the
bloggee. Addinonally, other Boggens reviewed
her book

“We hud been looking for more cost-

effective ways lor gettng our authors connect-

ed with readers, and thes seemed 1o be 3 great
fit,” says Rachel Hareison Brown, murketing repeesentative for
Legacy Press.“Online murkening methods are excellent because
customens can share 3 great find quickly and easly. And, 2
company, ® allows us to have 2 converanon with the reader,
and that eelationshup 16 what has the most potentul”

Thevagh thewe comveranans, she explams, publishers should give
raders st enouggh mitrmunon (o Jene them waning (0 know
mare."Social madu x budk on the concepe of 2 ndba,”" she says. B>
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Is Too Much Of Your
Book F’rinting buc]gct
Ending UP In The Trash?

TAKE CONTROL OF YOUR INVENTORY

WITH THE GASCH WAY

PRINT WHAT You NEeep
WHEN YOU NEED IT

books@gaschprinting.com
301.362.0700 » www.gaschprinting.com

& GASCH
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SET... to establish a rela-
tionship with Yurchak Printing
a full-service, short run book
manufacturer.

s
YurchakPrinting.: % 8
Tel 717-399-0209
Fax 717-399.5450
Waeb Site vwean.yurchak com

Email john.w.yurchak@yurchak.com

1S WeDaITe,

Marketing o this way is very low-cost, exphins Flatt, conting, on

< per project. A mare tradinonal campaign would

average, around $4,

cont chomer tor $1¢
Blog tours can be all of the marketing for 3 baok or yust ane part of
it. PR By The Book » working on 2

tour complements print, radio and TV marketing

ther cmpaign in which the blog

“Ir all depends on the publisher's and suthoek wishes” <ys Flatr,
“but it also depends on the budget—<ometimes they don't have the

badger for 2 $10,000 campaign.”

Follow the Market's Lead

It doesnt always come down to budget; sometimies it about where
the markes nkes you. Educanon publisher Cengage Learning s doing
more online marketing sumply because it’s producing more digital thon
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