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Branding 
and 
Marketing

Branding helps persuade the reader/buyer to want to know more 
about you and your work. 

Self -Oriented Branding é Other-Oriented Branding 

Marketing helps you communicate your brand to your target 
audience.

Rhetorical Triangle changes between author/reader and author/buyer.

Branding and Marketing begins with understanding the purpose of 
your work (to inform, to explain, to persuade, to solve a problem, to 
pose an interesting question, or something else) é everything else 
follows.
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Rhetorical Triangle
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Subject
Subject

Writer Reader
Promoter Buyer

1. Your book has to be worthwhile/valuable/important  to someone .
2. You have to believe in the book, that it is worthwhile, valuable, 

important .
3. You have to put in the time, be persistent in your writing and 

promotion .
4. Your target audience must be large enough for economic success.
5. Your book has to be visible for others to see or hear about, i.e., 

placement is important.



A Reality Check 
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# TITLES # BOOKS SOLD PER TITLE % OF TOTAL TITLES

10 1,000,000 or more 0.0008

22 <1,000,000 to 500,000 0.0022

64 <500,000 to 250,000 0.005

324 <250,000 to 100,000 0.031

767 <100,000 to 50,000 0.061

23,047 <50,000 to 5,000 1.9

67,008 <5,000 to 1,000 5.4

202,938 <1,000 to 100 16.3

948,005 <100 76.3

1,242,185 * * * 100.0

žAbout 400,000 new English - titled books (ISBNs) in 2009.

žBrick/mortar booksellers carry about 10,000 to 20,000 book titles.

žSource Data in Chart: Nielson Media Group, Book Industry Study, 2004.

U.S. book sales in 2009 fell 1.8% to $23.9 billion; e -book sales tripled to
$313 million according to the Association of American Publishers.

ž
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Brand Image

A brand image is the complete bundle of attributes about you 
and your work that signals to others who you are and/or 
what your product/service is. Positioning is important:

You, Your Book, Your Service must be credible é people 
believe in you, your book, your service.

You, Your Book, Your Service must be relevant é people 
care about what you have or represent.

You, Your Book, Your Service must be unique é there is no 
one else like you, your book, your service.

You must be durable é you can sustain over the long run; 
you are not a ñone-hit wonder.ò

You are consistent é you send a uniform image to your 
target audience over time.
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