News & Views
Empowering Authors and Publishers to Create and Market Books

September 2013

St. Louis Publishers Association

WEDNESDAY, Sept. 11, 2013, 7pm
Marketing Through Pinterest (and How
to Budget Your Time for Social Media)

A

s an author, you want to load your
social media toolbox as full as
possible without overwhelming
yourself or causing stress while reaching
your target market. Pinterest is a
platform where people go to find, share
and collect photos, blog posts, videos and
more. Are you using it yet to promote
your books online?
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If You Don’t Track, You Don’t Have Jack
by Danelle Brown

A

dmittedly, this title is a bit harsh. I blame my husband for this.
But even in its semi-extreme “crassness”—it is 100% accurate.

I am referring to your marketing. I know a lot of people tend
to groan when I even bring up this word. It is a rather large, all
encompassing task. Marketing can mean a million different things
and it can be done a million different ways. There are also a million
different books, blogs, newsletters, and magazines all about it. But
no matter how you slice it, it really all comes back to one thing:
Are you tracking where people are coming from?

Danelle Brown

Danelle Brown of Queen Bee Consulting
will share her top tips on how to utilize Pinterest to gain more
attention for your book. You will learn:
• How to get the most out of Pinterest as an author
• What boards to set up
• Three things every author must do on Pinterest
• The biggest mistake authors make on Pinterest
• And how to budget your time to fit it all in
Danelle Brown is the author of
Soulmate Proprietors: How to Run
a Business with Your Spouse and
STAY Married! She is founder and
president of Queen Bee Consulting
and is certified as a Book Yourself
Solid Business Coach, an Asset-Based
Thinking Coach, and a Professional
Author Consultant.
She specializes in working with
small businesses, helping them
identify their target markets to maximize their profits and get
more clients while balancing work and family life. Danelle also
instructs business owners and authors on how to implement
social media strategies and marketing plans to spread their
message and grow their business.
For more info on Danelle, visit www.queenbeeconsulting.com or
www.soulmateproprietors.com.

Anyone interested in sitting on the Board for the SLPA
please contact Bob Baker, and become a part
of the team. We’d love to have you join us!

If the answer is no, then you are wasting your time and money on
all your efforts. You may as well take some scissors to your money.
I wanted to write about this topic specifically this time because I
have seen a consistent pattern with my new and prospective clients
as of late. None of them are tracking where their new people are
coming from. This is imperative to your marketing plan. If you
don’t track, you have no idea which method is working. You have
no clue where to keep spending your marketing dollars. So I have
come up with a short “best practices” list for tracking your efforts.
1. Front Line Personnel
They represent your company. They are your first line of offense
when new people walk in and/or call. I have spent countless hours
training my own staff as well. Your front line must understand it is
IMPERATIVE to their job that they ask, “How did you find us?”
Unfortunately, this is often overlooked or simply not done. We all
know there are forms to fill out when we go somewhere new. There
is always a line on that form asking “How did you find us?” Quite
often it is not filled in. Then it becomes your front line person’s
responsibility to ASK. Their job is to make sure all the information
on the form is filled out. ESPECIALLY THIS LINE. Make sure
your staff knows it is a priority. If new people stop coming, so does
their paycheck.
2. Keep Detailed Records
You have to keep the information about who they are and where
they came from in ONE PLACE. This can be done a multitude
of different ways, but the important thing is to keep up with
it and stay current. In the beginnings of my business, I used a
simple spreadsheet on Excel. I made tabs at the bottom, one for
each month of the year, and typed the person’s name in the first
column and then where they came from in the next column. At the
bottom, I would list the totals. Over time, I began to see a pattern
of where they were coming from. This information was invaluable!
I knew exactly what types of marketing were working for me and
where to keep spending my time and money. Obviously, this is
pretty basic. You can use various CRM softwares like zoho.com
or highrisehq.com that also have other features that will help. But
Tracking continued on page 2
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August Venders Show Review
by Warren Martin

O

ur August Author Vendors and Service Providers Marketplace
was a huge success and by far exceeded any expectations we
anticipated. The event was held at the Lodge Des Peres with
15 participating vendors providing varying services including
Publishers, Graphic Designers, Editors, Printers, Book Coaches,
Videographers, and Illustrators.
Before the official start time for the event the room was full and
buzzing with guests networking and keeping the Vendors busy
with questions. We had a big turnout with close to one hundred
guest, over half of whom were first time visitors to a SLPA or
SLWG event.
We want to thank all of the Vendors and Service Providers for
participating and offering their time to make this a successful
and very worthwhile event providing our guest with valuable
networking, tools, and other writing and publishing related
resources. The feedback from guest has been extremely positive,
encouraging, and ispiring.
A successful event for all involved and we want to thank all of our
guests, vendors, and Service Providers.
Vendors & Service Providers:
Alpha Graphics
Bluebird Publishing
Bobbi Linkemer & Co
Book Partners
Davis Creative
Jennifer Stolzer Illustrations
Mira Publishing
Moscow Video
Nehmen-Kodner
Publishers Graphics
Razorsharp – Editor
Rocking Horse Publishing
Staircase Design
The Book Professor
Treehouse Publishing
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once again—you have to keep up with it. It will pay off, trust me.
3. Code All Your Materials
My husband and I love QR codes. They are easy to make and easy
to link to wherever you need them to go. Just make sure you make
one for each type of marketing material you are creating. For
example, put a separate code on your brochures, on every ad you
send to a newspaper, every direct mail piece or flyer, coupons and so
on. If you are using email, Constant Contact is what I recommend
and they will track how many people are opening your eblast and
where they are clicking if links are included. If you are setting up
a web based promotion, set up a specific landing page on your
website and then use Google Analytics to track who is visiting that
page. Need help with that—I know a guy.
4. Measure Your Mentions
There are free tools on the web that will make you aware of when
you or your service are being mentioned. Track your company’s
name, your product, your promotion, your service, whatever
it is and set up a Google Alert or at TweetBeep. Then any time
someone is searching for what you are selling on Google or Twitter,
you will know about it.
5. Cost of Conversion
How much did it cost to run that campaign? How many people
came from it? How much money are they spending with you? If
they are not spending enough to cover the cost of the marketing
campaign and turn a profit—then you need to re-examine that
method. You have to track not only the amount you spent, but the
time, and other ancillary costs like website fees and labor involved.
Bottom line is—you cannot manage what you cannot measure. If
you are not doing something to try to keep track of where your new
clients are coming from, then all of your
efforts are a waste of time and money. Find
a system that works for you, and be diligent
on keeping up with it.

The SLPA Mission
MC Tim Hill

The St. Louis Publishers Association empowers authors and
publishers to create and market quality products and books.
A nationally recognized organization, the SLPA provides
educational, informational resources on publishing. Through
its monthly meetings, the organization provides networking
opportunities for people involved in all aspects of the publishing
industry.
Visit the SLPA website at www.stlouispublishers.org.

Questions about SLPA?
Contact Membership Chair:
Kim Wolterman, membership@stlouispublishers.org
SLPA News & Views is produced and distributed by:
Content Coordinator: Tim Hill
Designer: Cathy Wood

Cathy Davis discussing book designing with a fair goer.

Members: Get your article featured in the SLPA newsletter
or blog. For more info, email Tim Hill communications@
stlouispublishers.org

