FROM: 
Robert W. Christopherson, Geosystems Author and TAA member

RE: 
Talking Points for “Tips and Strategies for Successfully Marketing Your Textbook,” November 20, 2008, TAA teleconference

When we go to all the dedicated time and effort to produce a textbook I think we should do it with a goal that it be adopted, read, and will provoke learning—a change in behavior in the reader. And, perhaps the book could be a force for change in the overall discipline. This requires author thought throughout the creative, research, and writing process about sales features, and the author's involvement in marketing, and the post-production/sales period. Successful marketing in large measure depends on the qualities that are in the text itself and the author effort invested in design, presentation, pedagogy, features, and content. Some of these are areas of publisher responsibility for sure, however, the marketing process requires proactive and aggressive effort by the author for complete success. Publishers generally are not used to this more holistic authorship role. These talking points are in no way inclusive nor in any particular order or hierarchy.

As you work on your textbook:

1. Authoring is a business:
I believe it requires text-specific letterhead and business cards. The cards are effective to have available at your publisher’s sales booth at annual meetings. Establish a post office box, a cell phone number, and e-mail address for the business card and letterhead. 
Prepare your home office and writing studio as a formal statement and as psychological support for your authoring journey and sacrifice.

2. Be Involved in the Book Design:
Make sure all personnel at the publisher are aware of your proactive involvement in the overall process. Work with their accelerated instock dates in mind.
Present ideas for “their” cover design; I chose our last 5 book covers, with editorial approval, then participated in the design process.

Don’t forget the inside front and back covers which are great functional spaces for teaching and sales features. Likewise, the half-title page and title-facing page spaces are available for additional features.

Work with the editor on paper choice: “pub thin” or “influence gloss” are excellent and ask for paper that earns the Forestry Stewardship Council (FSC) seal of approval. This requires a real commitment on the publishers part relating to all their publishing.

Request that you review the book design pdf files and examine the color palette, icon designs, chapter-opener design and photo. 

Pick sample photos and images to place within the TOC; you know what works at best representing content.
I have more than 200 URLs embedded directly in the text and several hundred more URL “Destinations” listed on my Student Learning Center. This is a real sales feature. Remember with 200 URLs, if 5% go bad, that is only 10. I have been doing this since 1999 with no problems.
3. Ancillaries and extras:

Author the initial Student Study Guide and Instructors’ Resource Manual products for your first couple of editions. Develop an instructor resource DVD with PowerPoint presentations for each chapter. Develop a quality test bank.

Push for an interactive Web Site; submit ideas and input. Mine is presently the Geosystems Student Learning Center (SLC); this is the fourth or fifth iteration.
Prepare and conduct “Career Link” interviews and write them up for the web site so students can see potential employment and study in the particular field.
Previously I developed a Student Animation CD-ROM to accompany each text—animations, satellite loops, video clips that I made, an interactive glossary, and photo galleries. These are all on the SLC now.

Push for a “current events,” or “news reports” features on the Web Site; an author’s “BLOG.”

Develop ideas for complimentary shrink-wraps for your text; especially important since the used-book profiteers are more nimble at displacing new-book sales.

My wife and I developed an 18-month calendar to distribute to adopters and sales reps. She is a professional nature photographer, which obviously helped. I filled the calendar with discipline-specific factoids, anniversaries, and dates. 

In later editions when a co-author is used for ancillaries, use your template and style guide for the earlier ancillaries to guide the co-author; dialogue with the co-author, proof some chapters.

4. Features list—as you work on the manuscript have a document open on the side of your screen where features or new updates and items are listed, constructed on-the-fly. This is invaluable for marketing the book and will be an answer from you when marketing asks you about the book. These efforts set up content for your author’s marketing questionnaire/report; complete it earnestly.

Marketing and Sales of your textbook:

5. Know the market—know the competition, know the publishers in the field; prepare comparative spreadsheets of various features and content items specific to your field. This process helps you and marketing people see the differences that highlight your book.

Given the discipline, what content or features are missing in existing books, how do you address these needs?

Don’t forget Canada, although metric conversions are a reality; watch out for derivative works by the publisher. Use metric/SI with (English) units in parentheses throughout.

6. Be present—national and regional professional meetings and the publisher’s booth; attend paper sessions, take notes, make constructive comments; people will observe your proactive effort. Place a supply of your author business card near your books.

Present at publisher’s national sales meeting (NSM) if available; or regional sales rep meetings. Let the sales reps know you are available.
Place your e-mail address and P.O. Box address in the textbook Preface!  [I am at bobobbe@aol.com].

Sales manual copy and advertising copy: be involved, rewrite, edit.

If success happens for you look for ways to underwrite scholarships and awards, or student travel funds, through your professional groups.

During the book’s life:

7. Service e-mails from students, teachers, and sales reps. Especially respond to critical input that might help with rewriting sections. Refer back to individuals that submitted the comment.
8. Develop Power Point talks and let marketing know you are available to speak on campuses.

9. Respond in professional newsletters and journals with letters to the editor and articles.

10. Prepare a detailed reprint correction file.

11. Clippings and preparation file for next edition. Mark up a copy of the text as each e-mail comes in with comments. By the time you go to work on a new edition you have a proactive marked-up book.

12. Teach from your textbook—the classroom crucible.

Be available…..Join TAA!.....Attend the annual TAA convention!
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