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After the initial flurry of publication day marketing, promotion, 
and publicity, it’s important to continually be on the lookout for new ways 

to build your platform and market your book. The following checklist provides 

just a few of the many ideas to consider post-publication that can contribute 

to the continued success of your book. Whether you choose to execute these 

suggestions yourself or receive guidance from the Greenleaf team, these items 

can be addressed at any time during the life of your book.

�� Audit opportunities

�� Keep your website fresh

�� Engage on social media

�� Contribute content

�� Optimize your newsletter

�� Take advantage of seasonal promotions

�� Continue to secure consumer reviews

�� Consider a limited-time ebook promotion

�� Invest in targeted consumer advertising

�� Pursue direct selling opportunities
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1. AUDIT YOUR EFFORTS 
No matter the size of your platform, there are a lot of details to maintain, and even the most diligent 
author may miss some opportunities. Periodically setting aside time to examine the communications 
footprint around your book and brand, evaluate the success of past marketing initiatives, and brain-
storm new ideas is a simple step to ensure that you’re optimizing your platform and taking advantage 
of new opportunities. 

2. KEEP YOUR WEBSITE FRESH 
As readers become familiar with you and your book, it’s important to keep your website fresh though 
content updates and new blog posts. This ensures there is always something new for consumers to 
read and share and gives them a reason to keep coming back for more.

Learn more about The Anatomy of an Author Website in the Greenleaf Learning Center.  

3. ENGAGE ON SOCIAL MEDIA 
Consumers today expect to be able to connect with brands in a very direct way. This creates engage-
ment, trust, and gets people talking about your book. Through engagement on the most appropriate 
social media channels, you can connect with relevant influencers, share content that resonates with 
your community, and have opportunities to promote your book and brand.

Learn more about Using Social Media to Market Your Brand in the Greenleaf Learning Center. 

4. CONTRIBUTE CONTENT 
If you have long-term goals of building your brand, consider establishing yourself as an expert to a 
wider audience by contributing content to media outlets with an existing base of readers. Huffington 
Post, Inc., Forbes, and other publications accept guest submissions from experts. You can find current 
submission guidelines on most publications’ websites, or your publicist may be able to assist. You 
may also consider approaching peers in your space with established communities to contribute a post 
to their blog. This helps fill their content pipeline while offering you exposure to their audiences.
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5. OPTIMIZE YOUR NEWSLETTER 
Get in front of consumers where they spend their time—their email inboxes. Deepen your engagement 
with readers and make them feel like a valued part of the community by offering a regular newsletter 
with exclusive content, expertly curated news, and updates on upcoming events. By building a relation-
ship with subscribers, you can then call on them to help promote your next event or ebook sale. 

Learn more about How to Make Your Newsletter Grow in the Greenleaf Learning Center. 

6.  TAKE ADVANTAGE OF SEASONAL PROMOTIONS 
Seasonal promotions are an excellent way to tap into the evergreen facets of your content and renew 
interest in your book around holidays, events, and news stories. If you’re a relationship expert, consider a 
marketing push around Valentine’s Day. If you’re a political expert, focus your marketing around election 
season. Have a book related to health and wellness? January is the time for “new year, new you” promo-
tions. Be sure to contact a publicist at least three months in advance of the seasonal campaign to ensure 
adequate lead time.

7.  CONTINUE TO SECURE CONSUMER REVIEWS 
Fresh and consistent consumer reviews are an integral part of how Amazon promotes and recom-
mends relevant titles to interested readers and powerful social proof to new readers. Consider keeping 
a pipeline of potential reviews open by running quarterly Goodreads giveaways, giving away copies 
on social media, and periodically asking your community of followers and newsletter subscribers to 
review your book and help spread the word. 

Learn more about Securing Consumer Reviews in the Greenleaf Learning Center. 

8.  CONSIDER A LIMITED-TIME EBOOK PROMOTION 
Deeply discounting your ebook for a limited time is a great way to stimulate sales, reach new readers, 
and potentially secure Amazon best-seller status. It’s important to note that ebooks do not sell just by 
virtue of being discounted. For your ebook promotion to make an impact, running targeted ads on 
Facebook, promoting on social media, and submitting your book to bargain-priced ebook newsletter 
sites, such as BookBub, is imperative to drive awareness.
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9.  INVEST IN TARGETED CONSUMER ADVERTISING 
Many platforms, such as Amazon, Google, LinkedIn, Facebook, and Twitter, offer pay-per-click 
(PPC) advertising, which allows you to create and run ads aimed at specific user demographics such 
as age, location, education level, and keyword. Amazon advertising can be coordinated through 
Greenleaf and allows for your book to be displayed to Amazon users based on their browsing and 
search habits, meaning that you’re advertising to new readers as close to the point of sale as possible. 
You are able to set your own budget and adjust accordingly, so it is a low-cost method to ensure con-
sistent visibility of your book to your target readers. 

10.  PURSUE DIRECT SALES OPPORTUNITIES 
Greenleaf authors retain full cover price when selling books directly, so be sure to pursue direct sales 
opportunities with corporations and professional organizations. When scheduling speaking events, 
build the cost of books into your speaking fee, and give attendees “free” copies. Alternatively, inquire 
whether there is a way for you to sell your book back of room at events. 

Learn more about options for handling direct sales in the Greenleaf Learning Center.

If you have any questions about these suggestions or would like  
to discuss other ideas, Greenleaf ’s Marketing team is happy to help. 

Email us at marketing@greenleafbookgroup.com.
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