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Included in thiskit:

Press rel ease template

Author bio template

Reviewer information sheet template
Book labels (separate kit)
Instructions

Bonus offers!
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Press Release Savvy

It's often stated that press releases should only be used for magjor events. | disagree
with this statement. Take alook at some major companies. Go into their Investor
Relations section or Company Information. There you will usualy find alot of press
releases on anything and everything the company has to announce. They can cover job
promotions, improved products or even personnel changes. When planning your
marketing strategy, | say, "lessisless." Go for the big time. If you can get your namein
front of someone at |east seven times over the next elghteen months then you' ve, at the
very least, caught their attention. That’s what it takes according to leadersin the
marketing and promotions industry. So think about what you want to announce. First and
foremost, will be this wonderful book you just wrote. Then, every time some event
occurs surrounding this release, write something about it. Tell the world! Of course, don’t
overdo it, or people will become wise to you and think you’ re always crying wolf. But
when an event merits mentioning, by all means, mention it. Got a book signing? Send a
press release. Did you sell your 10,000 book? By all means, send a press rel ease.

Think about it this way; conversations evaporate. Begin seeing your book as a
conversation. You have to manage it, keep it going, and keep people talking. That’s your
objective (that, and selling amillion books, but we'll get to that later). It isup to you to
educate the media on you and your book. This gives you name recognition, visibility and
credibility. Manage this conversation, and manage it right. You'll find people will start
talking about your book. Now, if you think that sending one press release will generate
enough conversation to get people interested, think again. Unless you have some mgjor,
unbelievable hook, it will probably take hundreds of releases to create that clamored-after
“buzz” we always hear everyone talk about. But keep it up. A hundred releases really
isn’t that many, and you’ll be amazed how quickly you blow through your ream of paper

when announcement time comes around.
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Date Line

Press rel ease templ ate:

FOR IMMEDIATE RELEASE
CONTACT:

Contact person

Company Name (Optional)
Telephone number

Fax number

E-mail address

Web site address

Photo of
your book

Headline

(really draw their attention with this one)
Subtitle that tiesinto the heading!

San Diego, Cdlifornia, November 2, 2002 — Opening paragraph. This paragraph should
contain the most important elements. who, what, when, where and why. Make them want
to continue reading. Thefirst line of thisrelease is called the "date line" (San Diego,
Cadlifornia, November 2, 2003), you do not need to include the date with this, in fact if
your release is going to be used over and over again we recommend omitting the date. If,
however, you are releasing something for a specific event (Veteran's Day, Mother's Day)
then put the date in there so the media knowsiit's timely and up-to-date!

Body: This area should include information relevant to your book. Don’t ramble
on here. Keep it brief, stress the positive or the angle.

Closing par agraph should include a short summation of your book info, a short
author bio or company history, and how they can obtain their free review copy.

The following information should be at the very bottom of your press release:

Title of your book Author:

Format ISBN:

Publication Date: XXX Pages (number of pages)

Price: Size: (book size)

Available from: Y our publisher To order call: publisher’s order number
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At the very bottom of your release should be the words (centered) - - 30 - - or ###. This

tells the mediathat the release is complete and that there are no more pages.

HH#

What if my press rel ease goes longer than one page?
Ideally, it's best to keep your press release to one page, but if you MUST go to a second
page thisis how to do a page break:
-more-
(top of second page)
Headline — abbreviated (page 2)

Remainder of text

Then close with the end comment as discussed above and specific book information

below that. Do not repeat this book information on both pages as it becomes confusing,

and too much of it will detract from your release.

Did you know?

Pretend for amoment that you' re a busy editor. Phones are ringing off the hook, stories
are breaking and someone has just handed you a press release. Y ou' ve only got timeto
read the first three lines of this release before you decide whether to keep it or haveit hit
the circular file.

Makethosefirst threelines count!

Media Kit in a Box www.amarketingexpert.com



Components of a Successful Press Release:

It must be newsworthy.
Remember, even though I’ ve outlined some specific guidelines for you, press
releases aren’'t aone-size fitsal kind of athing. Tailor them to your media, your book
and your target audience.
Know your audience. Who will be reading your press rel ease?
Makeit simple. Keep it short and write your release in such away that a busy reporter
could easily reuse it for their story.
Remember the first three-line rule. Y our first ten words must be effective.
Don’'t misquote; deal with facts and make sure they are accurate.
Make sure your press rel ease has substance to it and don't pitch needlessly.
Eventually the mediawill be on to you and you’ll get ignored.
Do you have some pithy quotes or reviews you can add? Then by al meansinclude
them. Reporters love quotes.
Provide al of your contact information: address, phone, fax, E-mail, and Web site.
Make sure your pressrelease isin the proper format.
If you' re sending your press release via E-mail, copy and paste it into the body of the
text. Don't send it as an attachment. Unless they’ ve specifically asked you to do this.
It WILL get deleted.
If you can send a press release with a customized cover letter, al the better. Offer a
story suggestion in your letter, or play on a story they’ ve recently featured and
suggest a follow-up.

Here are some great places to post your press release for free:

www.ebookbroadcast.com

WWW.pressbox.co.uk

www.prweb.com

www.skali.com

www.webharbor.com

Once your pressreleaseis done, post it to one of these sites and watch your exposure

SOoar.
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The following pageis areviewer information sheet used for book
reviews. This sheet can also be used as an " About the Book" sheet
for interviews and/or media mentions:
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Book Title

Full title: Insert title here;
Insert subtitle, if any, here

Author: Author name

Publisher: Publisher

Release Date: List your publication date here
Category: (see categories included with this kit)
|SBN: The ISBN will get listed here, make sure

and specify in parenthesis whether it's
(softcover) or (hardcover)

Formats/editions. Paperback
Hardcover
Y ou can list both if the book is being
released as hardback or paperback. If there
Is an audio version of the book coming out,
go ahead and list that as well!

Price: Listing price of the book add in parenthesis
whether it's (softcover) or (hardcover)

Please mail a copy of the review: (replace this with the word "interview" or
"tear sheet" if submitting this sheet to amediaoutlet) tO:

List your name here or the name of the person you want the review
to gotoi.e. publicist. Make sure you list an address, phone and fax
number (sometimes reviews/tear sheets are faxed!)
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Book Plate Labels - (attached in separate document)
Instructions:
These labels print out on Avery 8164
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Know Y our Category

The Book Industry Systems Advisory Committee (BISAC) has devel oped over
2,000 subjects and subject codes used to describe the contents of a specific title. From
those 2,000 different subject categories, 47 major categories have emerged that are used
by most bookstores to shelve stock. Knowing what these are will help you determine how
to categorize your book on its back cover so that readers can find you and, if you should
be so fortunate as to have your POD book in a bookstore, the bookseller will know where
to shelveit.

Antiques/Collectibles
Architecture

Art

Biography/Autobiography/L etters
Busi ness’Economics/Finance
Computer Technology & Software
Cookbooks & Cookery

Crafts & Hobbies

Current Affairs

Drama

Education & Teaching
Family/Child Care/Rel ationships
Fiction/Literature

Foreign Language Instruction & Reference
Games

Gardening & Horticulture

Hedlth & Fitness

History

Home Improvement & Construction
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Humor

Juvenile Fiction

Language Arts

Law

Literary Criticism & Essays
Mathematics
Medical/Nursing/Home Care
Music

Nature & Natural History
Occultism/Parapsychology
Performing Arts

Pets & Pet Care

Philosophy

Photography

Poetry

Political Science & Government
Psychology/Psychiatry
Reference

Religion/Bibles

Science
Self-Actualization/Self-Help
Socia Sciences

Sports & Recreation

Study Aids

Technology & Industrial Arts
Transportation

Travel & Travel Guides
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True Crime
If your title does not fit into any of these categories, contact for guidance:
R.R.. Bowker Data Collection Center
P.O. Box 6000-0103
Oldsmar FL 34677-0103
(800) 521-8110 (Reed Reference)

Email: info@reedref.com
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Interview questions

Some of the best interview questions are the ones that really delve into the topic of the
book. Keep in mind that while the reporter or interviewer will want to put you in the best
light, it's also a great idea to offer afew questions that might be more hard-hitting or

controversia in nature.

Sometimes creating interview guestions for the author can be a challenge because they're
so close to their own work. If you've done events, talks or other interviews, think back to
some of the questions that came up and make sure and include those in your question
sheet. If you haven't done events and are stumped, start asking friends or people who
have purchased your book. Have a brainstorming session if you can. Come up with
twenty questions and then whittle them down to ten or twelve. Y ou can often mix and
match these questions depending on the interviewer and slant you are taking with the

interview.

Another great tip isto have someone role play with you. Get afriend or colleague
(someone who can be objective) to run through the questions for you. Any problems,
issues, or holesin your questions (maybe you forgot to include something very

important) will become evident during thisrole play.
Here are some questions to get you started:

What's the single thing you want the listener/viewer to know about your book?

What problem does your book solve?

If your book addresses a specific issue or issues, what's the most important thing the
viewer/listener needs to know about this.

Are there new devel opments related to this topic and if so, what are they?

What three things can someone do right now to help them with whatever your topic s, or
if it'sfiction, what three things does your book give the reader (an escape? athrill ride?).
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Tip sheet

Tip sheets should be 5-7 or 10 things exclusive to your book. The media loves tips and
will often excerpt them for reprinting purposes. Take a minute to jot down ten things
about your book. For example, if you have a dieting book list ten ways to lose weight. A
beauty book? Ten tips to be more beautiful today. The tips should aso have a short
explanation by them. But you can also create atip sheet with tips aone, in other words
just aone-line eye catching sentence. For example, atip sheet on the topic of getting on

radio and TV tomorrow might be:

- Never pitch your topic on aMonday - that's the busiest day of the week!

- Try to give your topic aloca spin on anationa story.

- If you're pitching TV, pitch early inthe day. Try to get the producer before they
go into their daily planning meeting in case they're in need of a story for that day!

- Try pitching any fun or fluff pieces on a Thursday - the slowest news day of the
week!

A sample tip sheet isincluded with this package to help you brainstorm some ideas on

your own.
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Sample Tip Sheet:

Tips for looking more beautiful... right now!

Want mor e eye contact? Try this. Place a dime-sized dot of a golden or light reflecting color of
eye shadow on the center of your eyelid, then blend softly. When you are blinking, people will
notice the light area but won't know why. Humans are naturally attracted to light. Try it and see if
you don't have more eye contact during the day!

Giveyour hair a spa session! Do this every other week: Instead of rushing the conditioner on
and off the hair, leave it on for 15-20 minutes. Wrap the hair in atowel, sit and relax with acup
of antioxidant tea. Rinse your hair and style as usual. Your hair will fedl like silk and your scalp
will be hydrated.

Practice good humor. Good moods are contagious. Smile and say hello to everyone you meet.
Give a sincere compliment to three people every day. Y our facial muscles will relax, you will put
some pep in your step, and your compliment will make someone's day. Think about how you fed
when you get one. Go out and give three a day!

Giveyoursdf ahand facial. Apply afacia mask to back of hands once a month. Leave on for
10-15 minutes. Remove, rinse, and hydrate. Y our hands will be smooth and wrinkles |essened.
Hands are the third place to reveal one's age.

Practice Nighttime lip RX. Lips can dry out during the night, especially if you breathe through
your mouth while sleeping or if the bedroom iswarm and dry. To keep lipstheir softest, line free,
and most kissable, nourish them nocturnally. Keep some moisturizing, vitamin-enriched lip balm
on the nightstand.

Giveyoursdf the Cleopatra treatment—take a milk bath. Create arejuvenating spawith a
sensuous milk bath. Mix one cup of powered whole milk with one tablespoon of grapeseed oil
and add to running bath water. Just before you slide into the water, add a few drops of your
favorite essential oil. The milk contains lactic acid, which helps remove dead skin and grapeseed
oil contains powerful antioxidants while the essentia oils create a wonderful mood lifting
fragrance.

Grapefruit: it’snot just for breakfast anymore. To keep elbows soft and pretty, exfoliate while
bathing. Then cut a grapefruit in half and place half under each elbow. Remain in this position for
15 minutes, letting them soak while you read your favorite book or telephone afriend. The
grapefruit will soften the skin while removing dark areas.

Detox daily. Start the day with aquick and effective body detox drink. Squeeze the juice of 1/2
lemon or lime into amug. Add hot water and drink slowly. This daily ritual will help flush out all
the impurities that your body has managed to pick up overnight and prepare your skin for anew

day.
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Nibble more blueberries. Did you know that blueberries are excellent collagen promoters? Skin
collagen helps reduce wrinkling. So just maybe 1/2 cup of blueberries afew times aweek could
keep the plastic surgeon away!

Make a luxury appointment. The payoffs for indulging in beauty treatments are much more
than skin deep. Spa experts now realize that if you conscioudly include some extra me-time into
your schedule, you start to feel more powerful and more in control of your life. Make an
appointment with your favorite spafor afacial, manicure or massage—or all three, and enjoy the
benefits.
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Author Bio - It's All About You

What's the secret to a great author bio? Enough information but not too much. Keep in
mind that the information contained in your author bio needs to be relevant to the book.
In other words, you want to make sure that you are listing any achievements related to
your work. When a media professional |ooks at this bio the first thing they're going to
want to know iswhat gives you the right to write this book? But don't let this deter you
from crafting an exceptional bio. If you think that al the media cares about is educational
background think again. If your topic requires a degree of some sort, then be sure and list
that. But, if your book is on let's say Elvis memorabiliathen | doubt any kind of college
courses are going to impress a media person (Elvis 101 anyone?). Instead, keep in mind
that if you've written about your passion, let's say in thiscaseit’s Elvis, you probably
have every bit of memorabiliaimaginable and you probably know more about this topic
(or should) than anyone else out there. That's what makes you the expert in the media's
eyes. Conversdly, if you've written aromance novel, you might not want to talk about
past loves but instead mention any kind of contests you've won, events you've
participated in and/or classes you took on the craft of writing.

Make alist of ten to fifteen things the media needs to know about you and then start

putting them together in a bio sheet. Keep it brief, ideally no more than 300 words should
suffice and always, always list your web site!
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Bio Template:

Author Name, list any

degreesright after your name

Novelist Author Entrepreneur
A

/

These items Add your
should picture!
describe in
2-3 bullets
about you
and your

work

Author bio - background
Two to three paragraphs

Author currently resides in Anytown, State.

Y ou can visit his or her web site at www.website.com
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Sample bios:

Penny C. Sansevieri
Instructor Author Media Relations
Soecialist

Penny began her career in the literary and book

marketing field over ten years ago. During that time

she has been a freelance writer, instructor, and assisted

authors in designing book packages for literary agents and publishers. She has also
handled avariety of marketing and publicity campaigns for author events and book
launches.

Penny's diverse background enables her to bring a multitude of talents to the table and as
well asamyriad of marketing techniques.

In February of 2001, Penny began instructing the “Get Published Today!” workshops.
These groundbreaking classes are the first to be offered anywhere in the United States
and focus on teaching authors about their publishing options.

She has been featured on KUSI TV-9/51, The NBC Morning Show, The Fox 6 Morning
Show, KNPT Tak Radio in Oregon, Fox Talks KGWY in Wyoming, 760 AM KFMB
The Internet Show, Book Nook, Mix 95.7 in San Diego, KFNX in Phoenix, KMZY in
Hawaii, and many more. Copies of these programs are available upon request.

Penny’ s innovative marketing strategies have been featured in Book Marketing Update,
The Publicity Hound, The San Diego Union Tribune, Working Writer Magazine, Vision
Magazine, Writer's Web, New Book Reviews, Romance Writers of America, RW of
Europe and many more. She aso Editor for the e-newsletter "Get Published!" which has
a subscriber base in excess of two thousand.

Penny successfully authored her first book, The Cliffhanger, which was released in 2000.
After a strategic marketing campaign it soared up the ranks at Amazon.com and held the
#1 spot for three months*. Her second book, No More Rejections. Get Published Today!
was released in July of 2002 to rave reviews. Rowse Reviews says "...one of the ten best
marketing books of 2002!"

Y ou can visit her web site at www.booksbypen.com

*pest selling book within San Diego
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Matthew Yubas, B.s & MBA

Marketing Consultant  Author  Entrepreneur

Matthew Y ubas is a Certified Professional Marketing Consultant for the Small
Business Development and International Trade Center. He has worked as an
independent consultant, engineer, and product manager for startups, small
businesses, and Fortune 500 companies. He has launched new products such as
software applications, wireless devices, and websites. In addition, he has helped
clientsin adiverse number of industries that include sporting goods, clothing,
photography equipment, digital art, and home décor.

As an entrepreneur, he was a co-founder of a software company that developed
one of thefirst personal information management software products. Matthew
earned a BS in Electronics Engineering from Pennsylvania Spring Garden

College, Philadelphiaand an MBA in Management from San Diego State
University in San Diego, California.

From Product Idea to Product Success is Matthew's first book.

Matthew Y ubas currently resides in Monterey, California.

Y ou can visit his web site at www.website.com
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A Final Word on MediaKits

Much has been said and written about mediakits, but everyone agrees that they
must convey creativity and professionalism. Do not waste an editor or producer’ stime
with amediakit packed full of stuff no one wants or needs. Here’' s what every kit should
include:

Cover/Pitch Letter

Author Bio

Author headshot

Copy of the cover art

Fact sheet with: Book title, author, publisher, ISBN, type of book (i.e., hard cover

or paperback), price, number of pages, publication date.

News Release

Collateral Materia (e.g., newspaper clippings of other reviews, relevant articles or

newsletter, business card)

No newsletter? Well, create one highlighting all the activity surrounding your book
release. Consolidating everything onto a one page (or double-sided if it’s two pages—you
lucky dog) colorful, easy-to-read newsletter will spare a busy reporter the effort of sifting
through your entire mediakit. Go to two pagesif it becomes too crowded. Y ou want it to
be easy to scan. Include alist of author appearances, alist where the book is available,
and any places it has been reviewed.

Keeping in mind that your mediakit will also go to radio and television show
producers, be sure to include alist of ten to twelve questions about you and your book.
Talk show interviewers rely heavily on these, so keep them interesting and make sure you
have some great answers. What' s that? Y ou thought they were going to read your entire
book? Weregret to reveal that they probably won't.

A tip sheet is another good thing to think about adding to your mediakit. A tip sheet
isalist of ten cool things excerpted from your book. For this book, our mediakit will

probably include alist of ten thingsto look for in agood POD publisher, or alist of must-
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do marketing tactics. Mediatypes love tip sheets. It gives them something to reprint asa
Sidebar to your story.

Onefina note on mediakits: severa expertsinsist that mediafolders should be
black. We say the heck with that. It's depressing and it’s what everyone elseis doing. We

encourage you to create a mediakit that stands out—without being cute or corny.
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BONUS: Thiskit also includes afree 30 minute consolation ($65
value). This consult can be used anything within six months after

purchase of Media-Kit-in-a-Box.

BONUS: Thiskit also includes afree medialist for one regional
area or media demographic of your choosing ($125 value!)

Thank you for your purchase!

Copyright 2004  Penny C. Sansevieri
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