
 
 
 
 

 
 

 

Growing Your Platform, Online Marketing, and Sales  

Compilation of notes and tips by Ami Godsgate 

 

Promote Your Book 
cv 

and other products and services 



 

Dear Bestselling Manifesters, 

What you will learn here focuses on how to market your book but applies to any products 
and services you may have to offer. Like with any business, just having good stuff 
doesn’t make you go far. You have to know how to sell it. 

As an author, 5% of the job is done when your book is completed, and the rest, 95%, is 
marketing your book. This is what I learned from one New York Times best-selling 
author. 

Did you know that even if you secure a publisher to publish your book, the marketing 
work still falls on you? So, whether through a publisher or self-publishing, you have to 
know how to market your book if you want to sell it.  

But not to worry. You don’t need to go out and knock around door-to-door. The methods 
you find here are designed to get the job done in an easier way (and fun!), but remember, 
work and effort are still involved, just like anything else. 

These 120 pages of valuable information are based on the $2,000 program plus my own 

experiences, and time and effort were well spent to shape them all. So, if you like the 

content and find it valuable, and if it feels fair, I would appreciate your contribution to my 

work, making this knowledge available to you. It can be a worthy investment for your 

prosperous future, because what you give will return to you multiplied.      

Please allow me to leave the info, whichever is more convenient for you. Thank you so 

much for your kindness. 

PayPal: ami.godsgate@gmail.com 

Donation page: https://iam222222.wordpress.com/contact/ 

 

I hope this sharing will help you succeed as an author and business owner, and your 

creation will reverberate through the planet Earth and the worlds beyond. 

Love and Gratitude, 

Ami Godsgate 

 

mailto:ami.godsgate@gmail.com
https://iam222222.wordpress.com/contact/


 
‘Promote Your Book’ 

 

Opportunities as an Author 

 

Your opportunities as an author are endless. Whether through self-publishing or a traditional 

publishing house, having your book published is a true accomplishment and a dream come 

true. It marks a milestone in your life, something that makes you really proud! 

 

Manifesting to become a best-selling author is one thing. You can also imagine your book 

getting translated into multiple languages and reaching people all over the world; it can 

even turn into a movie one day. 

 

Your creation may bring advance payments, and you can enjoy royalties and foreign 

rights deals as passive income. You can also extend your books into other sources of 

income, such as creating courses and programs to teach or using a copy as a gift or a 

promotion for your business and profession. 

 

But there is no lie: “Writing a book is not easy.” You must be mentally prepared to do this 

work if you want to succeed in it. Be committed! 

 

 

“Until one is committed, there is hesitancy, the chance to draw back, always ineffectiveness. 

Concerning all acts of initiatives (and creation), there is one elementary truth, the ignorance of 

which kills countless ideas and splendid plans; that is, the moment one definitely commits 

oneself, then providence moves too. All sorts of things occur to help one that would have never 

otherwise occurred. A whole stream of events issues from the decision, raising in one’s favor all 

manner of unforeseen incidents and meetings and material assistants, which no man could have 

dreamt would have come his way.”  

~ William Hutchison Murray 

 

 

“When you are inspired by some great purpose, some extraordinary project, all your thoughts 

break their bonds. Your mind transcends limitations, your conscious expands in every direction, 

and you find yourself in a new, great, and wonderful world. Dormant forces, faculties, and talents 

become alive, and you discover yourself to be a greater person by far than you ever 

dreamed yourself to be.” 

~ Patanjali 
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Module 1: Believe in Your Best-Seller Destiny 
 

Session 1: The Mindset of a Successful Best-Selling Author 
 
“Right mindset” is vital and essential if you want to truly succeed as an author (or in any area 
of your life). 
 
1. Your Beliefs and Affirmation 
This is a manifestation technique, not only for becoming a successful author but also for 
anything you love to create in your life.  
 

“It is already done.” 
“It is done with ease, joy, love, gratitude, and harmony.” 
“I deserve it.” 
“I am worthy of success.” 
“The outcome is absolutely guaranteed.” 

 
2. How to Practice Your Beliefs 
You create your own affirmation or Power Life Script. (You may use the worksheet provided 
in this program.) Make sure not to include any negative words when you voice your 
affirmation.  
 

- Repeat your affirmation daily or as often as you like. 
- Be emotionally attached to your belief; feel your success, as it has already been done. 
- Visualize what success means to you (or create a vision board). 

Your finished book, a best-seller title, money, independence, fame, the perfect you! 
 

3. Importance of Self-Awareness 
Understand yourself. Assess yourself for what paradigms or fears are stopping you from 
succeeding. 
 

Access: 
- Do you have any beliefs or thoughts that are blocking your mind and holding you back 

from moving toward success? 

- Do you have any doubts that you feel unworthy or won’t be successful? 

- What are your beliefs required to succeed? 
 
4. Your Will to Do the Work 
This is your manifestation for yourself, not for anyone else. Find the fire within you that burns 
your desire for writing and continuing to write. 

 
- Go step by step 
- Follow your plan 
- Your right mindset will make you work better. 

 

Session 2: Best-Seller Goals 
 
Choosing Your Goals 
One of the great gifts given to us is a “Gift of Choice.” You just have to decide what you will 
have, just like placing an order at a restaurant; you only have to pick from a menu, and you 
know what you want is coming. 
 
 



What would you love? 
- NY Times best seller? 
- Get picked up by a large publisher? 
- Have your book(s) translated into other languages? 
- Receive foreign rights advances? 
- Earn millions of dollars from the sales of your book(s)? 

 
Your Goal Card 
This is another exercise. Create your goal card and read it every day! (You may use the 
worksheet provided.) 
 
Q: What is the goal you love? 

(Example – doesn’t have to be this long) 

I am a super-successful multi-millionaire New York Times/international best-selling author. 
Millions of people love my books and can’t wait for my next one to come out. The movies 
made from my books are always huge successes. I always write sensational and fantastic 
stories with ease that capture people’s hearts and greatly impact them. I enjoy publishing 
my books so very smoothly. I love working from the comfort of my gorgeous home, 
surrounded by beautiful nature and a quiet neighbourhood. My imagination never ends; I 
always live in the wonderful, exciting dreamland where the universe, angels, spirits, and 
guides show me spectacular story ideas and help me write and create. 
I am happy and grateful for my life as a successful author. 
With love and gratitude. 

*The key is to FEEL the goal! 
 

Session 3: Visualization Techniques to See & Manifest Your Best-Seller 
 
Imaging creates reality. 
Imagination is one of our highest mental faculties. So, use your imagination. 
You have the power to create incredible results and your own reality. 
 
Creative Process 

1. Decide what you want. 
2. Get clear on what it looks like and, most importantly, how it “feels.” 
3. Connect to the feeling. 
4. Allows the “Laws of the Universe” to do the rest. 

*The laws of attraction, manifestation, and resonance. 
 
Daily Visualization 
Carve out (random) time to visualize your success every day, whenever you can. 
But just “seeing” your goals isn’t enough. Your visions MUST connect to your FEELING. 

(When you can visualize) 
- As soon as you wake up in the morning 
- When driving, doing the dishes, walking the dog, etc. 
- Before going to sleep or while falling asleep 
(What you can visualize - examples) 
- Your book cover with a best-seller sticker or words  
- The name of your book on the best-seller list 
- You receiving a standing ovation from a large audience 
- Royalty payments or receipt of funds 
- Your bank account with seven to eight figures 
- Having a successful business 
*See it in your mind’s eye and FEEL the gratitude. 

Aligned or not? 



Aligning yourself with the natural feeling of success is essential for manifesting your desire 
into physical form. Maintain your frequency aligned with what you are manifesting. If you 
went off track, get yourself back on. 
 
“Thoughts become things. If you see it in your mind, you will hold it in your hand.” 
~ Bob Proctor 
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Session 4: The Power Life Script for the Best-Selling Author 
 
You are the creator who plays a main role in what shows up in your life. What do you do as a 
conscious creator? 

- Focus on creating your ideal life 
- Have clear ideas about the ideal life; how it looks, feels, and is like! 

 
Step 1: Starting point 
Go from the perspective where you don’t have to know “how” but “what” to make it happen. 

- Question yourself:  
“What would I love?” 
“How do I want to live my life as a best-selling author?” 
“If I could have, do, be, or experience anything, what would that be?” 

- Include everything important for you: 
o Success as an author, business owner, etc. 
o Happy marriage, wonderful friendships, and relationships 
o Your net worth, income, and results in your business 
o Family, pet, car, house … 

 
Step 2: Compile details 
Be specific in the goals, achievements, dreams, things to have, places to go or live, etc. 

What does your house look like and where is it? 
How are your health, appearance, and physicality? 
How many copies of your book were sold? Is it a best seller? 
What numbers do you have on your bank account statements? 

 
Step 3: Expand 
Create mental pictures so you see yourself living that life. Make notes/a list. 

- Cover ALL areas of your life in your script. 
- Write everything in the present tense. 
- Use ONLY positive words. 
- Place all the events in an order. 
- As long or short as you desire. 
- This is for your eyes only (or ears if you record), so you can include anything personal. 

 
Step 4: Write and Review 

Write: Organize all the items and write your Power Life Script. 
- Make sure to include all the important areas and things to you with detailed descriptions. 
- Write as if you are living the amazing life NOW! 
Review: 
- As you review, FEEL the emotions of living that life. 
- Etch in your mind that this is YOU! 

 
(The following steps can be optional.) 
Step 5: Record 
Record your power life script in total enthusiasm. 



- Stand up while you are recording (more energy in your body). 
- Many ways to record 

o Audacity (a free downloadable software available online for PC & Mac) 
o Apps (e.g., Voice Loop, Voice Memo) 
o GarageBand (for Mac) 
o QuickTime Player (record audio) 

- Have fun while recording! 
 
Step 6: Listen 
Instead of reading the script, listening to a recording is much easier. All you do is press 
“play”! 
Repetition reprograms your subconscious mind and embeds in your belief system. Listen to 
your recording while… 

- Getting ready in the morning 
- Doing your chores 
- Driving 
- Taking a walk 
- In bed at night as you fall asleep 

Active listening 
- Take in all the words and feel your emotions. 
- Connect to the mental images 

 
Step 7: Improve your script as needed 
 
*This WORKS! 
The subconscious only accepts from outside influences, with no ability to reject. The 
repetition of listening or reading imprints the script into your subconscious mind, allowing the 
new program to start running within you. 

 

Session 5: Powerful Unstoppable Confidence on Stage (and Off) 
This is for speaking engagements, interviews, webinars, etc., and one of the best things you 
can do is to build your confidence. 
 
Valuable Techniques 

1. Be prepared: The more prepared you are, the more relaxed you feel. 
2. Take great care of yourself: Eat well, sleep well, and eliminate anything that could 

take you off your game. 
3. Program your mind: Affirm that you are an exceptional speaker. 
4. Visualize: Do this in advance. See the smiling faces and reactions from the audience 

and yourself, on stage, delivering a phenomenal speech/keynote/presentation. 
5. Look your best: Make sure that you look great, well-groomed, and dressed 

appropriately from head to toe. 
6. Meditate: Invest time before you talk and quiet your mind. (If time doesn’t permit, do a 

mini meditation before the stage.) 
7. Deep breathing: Before you go on the stage, take deep breaths to relax while holding 

positive energy. 
8. Create a power move: A physical movement (or do it mentally) that elevates your 

energy to your best and puts you into a “peak state.” 
9. Expect the best: Focus only on what you want; expect your talk to go really well. 
10. Be enthusiastic: If you are enthused, your audience will be enthused. 
11. Focus on the audience: Remember, the reason why you are there is to impact the 

audience. 
*People receive messages through 7% from words, 55% from physiology, and 38% 
from the way you talk. 



12. Have fun: if you are having fun, your audience has fun, too! 
13. Speak a lot: Speak every chance you get. The more you practice, the better you get 

and feel. 
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Module 2: Building the Best-Seller Foundation 
 

Session 1: Building a Powerful Online Presence 
 
Over 6 billion people use the internet. There are no more borders. You can market from 
anywhere to everywhere. 
 
What is required 

- Internet connection 
- Being active online (social media/website) 

o Do updates and postings regularly and connect with people. 
o Not only to promote but also to serve them in many different ways. 

- Build your email list (with giveaways/freebies/gifts) 
- Bring something of value (both for fiction and non-fiction authors) 
- A strategy and implementation 

 

Your Website 
Domain Name 
1. Your name as a domain name 

If you can get your name as a domain name, do it (as a .com). 
If your name has been taken, add “author” after your name and see if it’s available. 

 
2. Your book as a domain name 

If you can get the URL (website address/domain name) for your book, grab it. 
You don’t have to have it or a website built under this name, but it’s easier for people to 
reach out. 

 
3. .com is recommended 

.com is still the worldwide standard; it’s not necessary to register other extensions. 
 
If you already have a website  
You can “redirect” the new book domain to your existing website. 

Example: Permalink your main website address. 
http://WaytoRiches.com redirect to http://go.peggymccoll.com/waytoriches/ 

 
Web page for your book 
Have a web page for your book on your website (no extra “hosting” required). 
A web page can be one page on its website or a separate site with a different domain name, 
which can be forwarded to another website/your main website. 
 
Web pages are typically used for three purposes. 

1. Information about the author 
2. Call to action—sales pages, offers, etc. 
3. Opt-in (aka funnel)—sign up for a newsletter or freebie offer to collect email addresses 

for marketing later 
What you need on your website 
It depends on what you are offering. 

http://waytoriches.com/
http://go.peggymccoll.com/waytoriches/


- Great values 
- Clear “message”/branding statement 
- EASY navigation and instructions 
- Opt-in and call to action 
- Specific link to valuable information 

 
Your Website Objective 
When people land on your website, what do you want them to do or know? 

- Buy your books 
- Get them to give you their email address 
- Subscribe to a newsletter or a daily or frequent message 
- Download your free gift 
*People’s attention span is SHORT. Grab it! 

 
What you should NOT have 

- Too much detail on the front page 
- Boring materials 
- Confusion: message information, layout, navigation 
- All text and no images 
- Anything insulting or inappropriate 

 
Use other websites as a model 
Check out the websites of the well-known people in your industry and model their designs. 

- Top bar buttons: Home, About, Products, Services, Contact, etc. 
Create your customized buttons that suit your offerings. 
e.g., Books / Blog / Live Events / Coaching / Certification etc.  

- Sign-up and opt-in funnels 
[example] 

 
 
Testimonials on your website 
Social proof gives credibility to what you offer. You can have different types of testimonials. 

- Testimonials for you 
- for your book 
- for your services or achievements 

 
Your website = House 

1. Start with a design for a simple website 
2. Build a foundation 
3. Construct with quality 
4. Add as you grow 

Building website 
1. Build your own website 



There are numerous free or paid website builders you can choose from. 
o Invest some time to explore website builders online to find a platform that best suits 

your needs. 
o You don’t need to know “codes.” “Drag and Drop” features allow you to build a 

website easily. 
o You can choose a template to start with from many options available. 
o There are AI website builders nowadays, to which you can just tell it what to make. 

 
2. Hire a web designer 

This option is costly but saves your time and nerves. 
o The website builders you can find online also offer this option. You can request a 

consultation to start with. 
o You can also find a freelancer, such as on Fiverr.com. This can be a cheaper option. 
o Or ask for referrals from others. 

 

Your Book & Your Website 
Where to include your website address in your book 

- On the back cover of your book 
- Inside the book 

Copyright page, About the Author page, Promotion page (of your other books), Opt-in 
page to download a freebie/bonus from your website. 

 
Author’s website 
If the URL with your name is unavailable, add “author” after or “the” before to see availability. 

- If you have another website, decide which domain is going to be your main site. 
- You can REDIRECT one domain to the main one. 
- Be flexible to have a different domain name (if you couldn’t get the one you wanted). 

 
Your book “Coming Soon” page 
This will build excitement for your audience. 

- You can start taking pre-orders for your book when you are ready. 
- Bundle the book with other things—a gift, free download, bonus material, other books, 

etc.—to add more value and attract buyers. 
 
Website operation and maintenance 

- Should be updated consistently. 
- All your social media activities should regularly or often direct to your website. 
- Always try to collect email addresses on your website. 
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Session 2: Your Unique Brand 
 

What Is Brand? 
To give a clear image or statement of what you offer and who you are. It is represented both 
online and offline. 

- How you want to be recognized 
- A message of what you do 
- The problems you solve 
- Your personality 
- To show your expertise and accomplishments 
- It can evolve as you go. 

CAUTION: If you try to be everything to everyone, you will be nothing to no one. 
 



What is a “Recognized” Brand? 
- Your visibility with credibility 
- Consistent “reach” to people 
- Size and quality (subscriber base) 
- A large number of followers 
- Recognition in a genre, niche, or target market 
- Market ownership 

 
Examples: 

 Areas of expertise  Experts 
o Holistic Healing  Louise Hay 
o Radical Forgiveness Colin Tipping 
o Real Estate Investing Dean Graziosi 
o Ancient Healing Methods Deepak Chopra 
o Short Stories to Inspire Jack Canfield, Mark Victor Hansen 
o Soul Mate Secrets  Arielle Ford 
o Relationship Advice  Dr. Phil or John Gray  
o Best Seller Maker  Peggy McColl 

 
Different types of brands 

- Personal brand 
- Product brand 
- Business brand 
- Or blend the above 

 
What is NOT a brand? 

- One-time thing 
- Big numbers only (creating fake followers by buying them) 
- Social media only (Get recognized in other platforms as well) 
- “Screaming” online and hard selling 
- Something you paid to get (You have to earn, invest time, and grow.) 

 

Why Create a Brand? 
It provides clarity for people to quickly understand how you can benefit them. 

- Easy messaging/communication method 
- Give an identity to yourself and/or your business. 
- Own a market segment 
- Be recognized as the one and only 
- Gives you a clear focus 

 

How to Build Your Brand 
Be very clear about how you want your brand to be. Invest time, energy, and money. It is 
necessary if you are looking for a return. 
 
Determine your brand 
Create a brand that can answer these questions. 

- Who are you? What do you do? 
- What do you offer? Do you have products or services? 
- What are you known for? Are you an expert? 
- Can you help me? 
- Who are your audience/clients?  
- Why would I buy your stuff, hire you, or work with you? 
- How will my life/business change or improve by getting your products/offers/services? 

 



Questions to help narrow down your brand 
You don’t have to have all the answers. If you have just one, it can help you understand what 
your brand is. 

- What problems am I solving? 
- Who is my audience? 
- What do they deeply want? 
- What is my area of “genius”?  
- Where do I believe I have the most to give? 
- What do I love? 
- What is my greatest asset? 
- What have I accomplished and/or helped others accomplish? 

 
The market field you decide to be known for (as the one and only). 

- Which market do I want to be known in? 
- Be specific. 
- Invest time to think about it. 

 
Creating your branding messages/positioning statements 
Create quality content. These are the ingredients. 

- Clear statements, communications, and announcements 
- Easy to understand: People “get it” when they read. 
- Say more than a few words 
- Send consistent messages 
- Show confidence 

 
[Opening examples] 
“The Best-Selling Maker” 
“Maximize Your Potential” 
“America’s #1 Success Coach” 
“Facebook Marketing Expert” 
“Help You Achieve Even More” 

 
Claim it everywhere 
*Claim boldly. 

- At the top of your website front page 
- Posts, blogs, newsletters, articles, books, services, programs, interviews, videos, etc. 
- On your business cards 
- In your bio 
- With the signature of your emails 
- Your introduction at events and speaking engagements 

 
Give away your knowledge 
Be generous and express yourself from the place of service to others. 

Where and how: 
- On social media 
- In your newsletters 
- In articles and blogs 
- As freebies 
- In interviews 
- On stage 

Share your experiences 
People remember and learn better with stories. 

- Share from your heart 
- Share stories with the lessons learned 



 
Partner with others to build your brand 
Joint forces help expand and strengthen your platform and the others’. Team up with the 
people who practice in the same or related field. 

- Your peers 
- People of influence 
- Other experts, authors, or speakers 

 
Be authentic, unique, YOU 
When you are authentic, you attract the right people. 

- People will resonate with you more. 
- Trust you 
- Want to connect and stay connected with you 
- Refer to others 

*Be trustworthy and dependable. 
- Be true to your word. 
- If you commit, follow through. 

 
Speak and deliver 
People get to know you better when they see you speak in videos, online gatherings, 
podcasts, interviews, on stages, at events, etc. 

- Learn to speak effectively. 
- Take training and coaching. 
- Always practice. 
- Have more speaking opportunities. 

 
Can a brand change? 
Yes, it can. Your brand evolves as you grow. 

- Your expansion of knowledge may lead to changing your brand. 
- If your passion changes, your brand may change. 
- Be cautious not to change too often. 

 

Site Examples 
Modelling successful people is one of the best things you can do. 
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Session 3: Building Your Platform 
 
Platform = Where you show up, whether online or offline 
 
Value to grow your own database/subscribers 
Subscribers are the people who are interested in you. The indicator of how you will do. 

- Most likely, they are the ones who buy your book(s). 
- Have a great potential to buy multiple copies of your books (as a gift/recommendation to 

friends, family, and others) 
- They respond better to any of your offers (a better promotion method than any others). 

 
Building an email list (following) 
There are multiple ways to start growing your list. 

- Opt-in page on your website (for newsletters, freebies, etc.) 
- Any sort of forms that require people to fill in their name and email address 



*Make clear what they are signing up for. e.g., provide a list of services and/or gifts—the 
values they get. 
*A subscription age may be required. 

 
Permission-based marketing 
People first must say “yes” to your marketing. When they give you their email addresses (and 
names), they are giving you “permission” to send them emails. 

- The subscribers’ information—email address and often name—must come from them. 
(They provided you with the information at their will.) 

- Don’t buy an email list. Keep it organic and authentic. 
 

19 Ways of Creating, Growing, Building an Email List 
 
1. Send out short pieces of valuable content 

o Quick tips, snippets, tidbits, hints, nuggets 
o Inspiring quotes 
o Motivating messages 
o Insights 
 

(Examples)     Daily Inspiration: “God wants you to know…” 

 
 

 



 
 

2. Newsletters 
Send daily, weekly, bi-weekly, or monthly. 
*Not as common as it used to be. Shorter content serves better nowadays. 
 

 
 

 



3. Free report 
Create a valuable report filled with great content. 
o Create a Word doc first and convert it into a PDF. 
o Use it to promote your product(s) and program(s).  
o Make it visually appealing. 

 
 

 

 
 
 
 
 
 

 
 
 
 

 
 
 
 
 

 
 

4. Free webinar 
Offer to deliver promising content with an appealing topic. 
o Can be one webinar or a series of webinars 
o Promote it through your network (online) or affiliate 
o Run Facebook ads with a sign-up link attached 

 

 
 

5. Promote live events 
An in-person live event at a venue/hotel can be a lead generator to offer products or a 
higher-level program. 
o Promote/announce online and share on social media 
o Ask your contacts to share/spread the word 
o Create a video and post it, or do social media live events to catch interest 
o Ask people to RSVP 



 
 

6. At a live event 
Always focus on the benefit for people. 
o If you are a speaker, ask your audience for their email addresses. 

If you are attending, ask other attendees to join your list. 
 

7. Blog 
Create content-rich blogs. 
o Ask people to subscribe to your blog. 
o Besides blogs, send news and updates. 

 
8. Podcast or radio show  

o Recommend listeners to go to your website to sign up for offers and services. 
o Ask people to subscribe to receive news and updates. 

 
9. Freebie, giveaway, gift 

Offer free download materials, such as eBooks, or access to videos and podcasts. 
 

 
 

10. Contests 
Get products to offer with no purchase necessary. 
*Be aware of the legalities. 
 

   



11. Quiz / Survey 
People love to take quizzes and surveys on a good topic. 
o Create quizzes or a survey with a relevant and interesting topic. 

 

 
 

12. Applications 
For anything that you can invite people to participate, apply, or receive special access, 
use a form to collect their information. e.g., High-end programs, private mentoring, etc. 

 

 
 

13. Ask people to share and incentivize them. 
When people signed up with you, ask them to share about it with others. 
o After someone subscribes through them, give away a bonus and a gift. 
o The more they share, the better the reward. 

 

14. Your email signature 
In every email you send (off-list), invite people to go to your website. 
o To sign up for your newsletter 
o To download your bonus 
o To get a free report 
o To register your event 



15. On your business card (on the back) 
Always print your website address on the back of your business cards.  
o Prompt people to go to your website 
o Download your free report 
o Get a free offer and gift 
o Subscribe to a certain offer 

 
16. Community group and loyalty programs 

Create your online community. 
o Incentives for people to stay connected (e.g., gift cards to a hotel, etc.) 
o Rewards for purchasing or repeated purchases 

 

17. A series of webinars / podcasts / interviews / summits 
This is one of the best ways to build an email list. 
o You must appear to be someone different to catch people’s attention. 
o Creativity is required. Sow your uniqueness and persona. 
o Focus on the areas/subjects/topics people really want. 

 
18. Run an ad in the paper 

People still read paper materials. 
o Go where people don’t expect you to be. 
o Run an ad in a local newspaper; test it. 
o If it works, move up to larger “reaches.” 

 

19. Give away an eBook 

 
 
Valuable things you need to know 
Building your list is not a one-time thing. You must continue working on it. 

- Email list degrades by 22.5% a year. 
- Build your email list from YOUR website. 
- Drive the traffic from your social media sites to your website. 
- Less is better—only ask for their name and email address. 
- Implement multiple methods of list building 

 
List-building services 
There are other ways to collect people’s email addresses without being hands-on. 

- Do online searches for “List Building Services.” 
- Shopping carts on e-commerce sites manage email lists as well. 



Strategy first 
“You are either going into strategy or going into a chance.” – Bob Proctor 
 
People sometimes become anxious to get to a destination without taking the right “route” or 
want the “fastest” track. This program is destined to help you work smart (not hard).☺ 
 
 

Value to Your Business 
- If you create raving fans, they will recommend you to others. 
- You can keep offering products, services, and programs. 
- You can offer other people’s products, services, and programs and earn affiliate 

commission. 
Which comes first? 
Either way, you work on it daily.  

1. Build your following 
2. Promote to build your following 
3. Or both. 

 
Relationship with your subscribers 
Consciously and constantly think about how you serve your subscribers. 

- Their challenges, problems, desires, and wants 
- What you can/will do for them. 
- Serve them better than others do. 
- People want to engage with those whom they know, like, and trust. 

 
Give away bonuses 
Giveaways are important to keep your subscribers’ attention. 

- If you find the freebies/offerings/gifts are not well received, try something else. 
- If you find people are loving your bonuses, find ways to improve them to maintain the 

high quality. 
 
Visibility and Exposure 
Writing articles and quotes and having them posted on well-known sites/publications will 
bring you good exposure. 
 
Timing: Before, upon, and after your book launch—all these times are effective. Try more 
than one shot. 
 
Where to place articles and quotes 

- Look up where articles or quotes are posted. (Use search engines.) 
- Explore article or quote resource sites. 
- Find newsletters that issue articles/stories or include quotes. 
- Do you have subscriptions to any newsletters or quote of the day? 
- Share on social media sites or post on your website. 
- Others’ websites with an opt-in page at the end. 

 
Content syndication 
You own the content and can use it in multiple places. 

- Create objectives regularly (e.g., weekly) to grow your list with this methodology. 
- Once you started, be diligent and follow through. 

 
 
 
 



(Examples) 
 

 
 

(Quotes created with Canva) 

 
 
 
Repurpose materials 
You can reuse your articles and quotes in different forms. 

- Create videos 
- Record audios 
- Post on social media sites 

 
IMPORTANT 
Ensure all your activities lead people back to your website for opt-in. 
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Session 4: Social Media Techniques to Succeed 
 
Social media 
The online world evolves fast all the time. Be aware of the changes and news. 

- Be flexible. 
- It’s about being “Social.” 
- It takes time; it does not always produce results at the speed you desire. 
- You definitely still need your website. 

 
Demographic 
It’s important to determine what your demographic is and on which social media platforms 
they hang around. 
 
Important tips to keep in mind 

- Engage with your followers/audience. 
- Build relationships. 
- Bring values to them. (Think about them.) 

 
Observe 

- Watch what other successful authors are doing on social media. 
- Model them (but not copy them). 

 

Social Media Mastery 
After you build your followings, promote your book(s) on social media. 

- Simple posts that lead to your “Book Launch Special Offer” page 

- Image + text / Video + text 
- Create urgency—Limited Time Offer—in the post 
- Post “stories” 
- Live streams and interviews can be done, mentioning your offer. 

NOT to do 
- Selling to people all the time (only do it when it makes sense). 

 
Which platform to post on 

 



[Facebook post samples] 
 
 

       
 

   
 
 
 

 
 

 
 
 
 
 
 



 

 



 

 

 

 
 
 
   
 
 

 
 
 
 

** Be very visual! 
 



Wrap-up thoughts on social media 
- Don’t pay for ads on social media for people to buy your book. 
- Rather pay for ads to have people enter the sales funnel/opt-in. 
- Understand this will take a considerable amount of energy, effort, work, and time. 
- But have fun with it! 
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Session 5: Many Ways to Bring Greater Value 
 
Your rewards will come from the value you bring to the world. 
 
“The man who does more than he is paid for will soon be paid more than he does.” ~ 
Napoleon Hill 
 
Daily Commitment 
Some people dream of success, while others wake up and work at it. 
*Not necessarily work “hard,” but have fun with a positive attitude towards it. 

 

The Law of Compensation 
The amount of money you earn will be in direct proportion to: 

1. The needs for what you do 
2. Your ability to do it (fulfill the needs) 
3. The difficulty in replacing you 

 
Value 

- People are attracted to the people with “value.” 
- You have something valuable to share. 
- Believe in it. 

 
Two valuable questions 

Ask yourself, 
“Where is the need that I can fulfill better than anyone else can?” 
“How will I deliver more value today?” 

 
Values you give 
Giving value is a process. It will take time. 

- Must be given unconditionally, without any expectation of getting anything in return. 
- You must give constantly. 
- Give to strangers, prospects, clients, colleagues, friends, and anyone. 

 

The Law of Cause and Effect 
What you give out, you will receive. 

- Give bad out, bad comes back (usually right away). 
- Give good out, good comes back (not always right away or from the source you believe 

it should come from). 
 
Live your life this way. 
Life is a constant improvement of… 

o You 
o Your mindset/attitude 
o What you offer to the world 
o Your team/people you work with 

 



Ideas on how and where to give value 
- On social media—training, open Q&A, events, etc. 
- eBooks 
- Webinar / a series of webinars 
- Live events 
- Calls, coaching calls, discovery calls 
- Interviews / interview series 
- Online events and gatherings (e.g., Zoom) 
- Other people’s events, programs, etc. 

 
“No man is a true believer unless he desires for his brother that which he desires for himself.” 
~ Prophet Muhammad 
 
“Successful people are willing to do things that unsuccessful people are not willing to.” 
 
Next Step 
“What will I do to bring more value to the world?” 

Table of Contents 
 

Session 6: Publicity Secrets 
 
Online marketing is greater by far. Publicists are designed to get you into the media.  
If you use publicity, make sure all online activities are going on at the same time. 
 
*Remember, the media are always looking for great media and show ideas. 
 
Different Types of Publicities 

- Local / National / International / Online / Magazine / Newspaper / Radio / Television 
- Start with locals first to get a hang of it. When you are fully ready, go for national. 
- What you look for is “worldwide exposure” through media and online. 

 
Areas of focus/target audience 
Know who your audience is and learn about them. 

- What are their interests? 
- Which social media platforms do they hang around? 
- What are they studying? 
- What do they read? 
- What do they listen to? 
- Where do they go? 
- Who or what are they following? 
- Sometimes, simply a guess 

 
Pitch ideas from media content 
Look for which shows and media content are reaching a mass of your target audience. 

- Watch and study shows. 
- Read materials. 
- Prepare your pitch ideas for publicity. 

 

Preparation 
You can pitch directly to the show. 
Remember, you get one chance to make a first impression. 
 
 
Preparing media kit 



Create a “media release”/press release—an official, one-page document to announce your 
newsworthy information. 

- A professional look is essential. 
- Excellent quality paper (if you are sending via mail or courier) 
- High-resolution book cover of your book 
- Author’s bio and contact information 
- Story ideas or segment ideas (for the show) 
- Questions and answers (by the author) 
- (You can do Google search for examples.) 

 

Preparing your message 
Focus on grabbing people’s attention. Think about what would inspire the person who will 
receive your media release. 

- Be unique and creative. 
- Capture their mind from the opening. 
- What would make them want to have this author/YOU on the show or be available for 

their listeners? 
- Be timely and relevant. 
- Evergreen/timeless message 

 

Preparing yourself 
All you want is to give a great first impression! 

- Edit your work (if it’s written material). 
- Practice your speech; speak clearly in sound bites. 
- Tell stories effectively. 
- Communicate with passion. 
- Be confident. 
- Give listeners/viewers a “call to action.” e.g., “Go to your website and get…” 
- Look your best (if it is a visual interview). 
- Have fun! 

 

Preparing your site(s) 
Make it REALLY easy for people to find you. If you haven’t picked up your domain name yet, 

- Get an easy-to-remember URL (universal record locator). 
- Register your name for your website (if you can). 

 

Avoid bad publicity 
Invest time in practice to be more professional, smoother, and effective. Do everything in 
your power to have all your publicity be good and better, yet great. 
 

Recommendations 
- Start small and grow (or go straight to a big one?). 
- Follow through. 

 
 



Press Release Examples 

 
 

 



 
 
 
 
 
 
 

 



 
 

[Article] 
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Module 3: Your Amazon + International Best Seller 
 

Session 1: What is the Amazon Best Seller Achievement? 
 
Different types of bestsellers 

- International best-selling author 
- Amazon best-selling author 
- Barnes & Noble 

 
Amazon.com Best Seller lists 

1. Overall bestseller list for all books sold 
2. Multiple categories for bestsellers 

o Per genre and subcategories 
o Print Best Sellers 
o Kindle Best Sellers 
o Audible Best Sellers 

3. Hot New Release Best Sellers (sub-list) 
4. Movers & Shakers Best Sellers (sub-list) 

*The lists keep changing. 
 
How to be listed as an Amazon Best Seller 
Totally depends on how many books are sold. 

- Easier to become a best seller under specific categories 
- Ranking updated hourly 

 
Bestseller rankings on Amazon.com 

- When the book goes on sale and is sold, the ranking appears. 
- Amazon.com updates its bestseller lists by the hour. 
- Possible to be the best seller only for one hour. 
- The book doesn’t have to be shipped to become a bestseller. 



- Pre-sales affect the ranking when the orders go in. 
- You become an International Best Selling Author when your book is a best seller in 

more than one country on Amazon sites. 
 
How to capture your ranking 

1. Go to Amazon.com. 
2. Search for your book. 
3. Look for “Product Details.” 
4. You will see the ranking. 
5. Do a “screenshot.” 
6. Save the file. 

 
Product details list 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Worldwide Amazon.com Best Seller (international) 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Once having achieved best seller status 



Once you are a bestseller on Amazon.com, you can claim it and share it everywhere. 
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Session 2: Bestseller Process 
 

Bestseller strategies, steps, campaigns 
One model doesn’t fit all. You need to devise your own strategy, putting your own spin and 
creativity into it. 
 
Starting point 
Give yourself plenty of time to prepare AND execute your campaign. 

- When will you launch? 
- 3-month preparation minimum for Amazon Best Seller 
- 6 to 9 months for New York Times Best Seller  
- You, as an author, build your platform, following, and email list. 

 
Primary focus 
Growing your email list and followers is the best thing you can do to help sell more books! 
 
Steps to launch 

- Launch date: Choose a date for your launch. 
- Email list: Build your email list. 
- Offer: Put together an extraordinary offer. 

(People would think, “Omg, I’m gonna buy this book right now!”)  
- Web pages: Create the necessary webpage—sales page, bonus gift page. 
- Promotional material: Create promotional content—emails, posts, banners, ads, videos, 

articles, media releases, social media announcements, etc. 
- Coordinate: All promotions to go out at the launch time (have your partners on board, 

etc.) 
 
Creating your bonus gift offer 
Think about attractive offers that bring expediential value to your buyers and make them feel 
like wanting more and potentially lead to a sale. 
 
“Generosity is the first Law of Prosperity.” 
 

- Be generous with your offers. 
- Work is required, but keep it simple. 
- Easy to create and deliver (downloadable) 
- No cost to produce and deliver 
- No need to be relevant to the book as long as it’s useful to the people who buy the book 
- Special bundle 
- All up to you 

 
Why is this necessary? 

- Makes your offer/book more attractive 
- Prompts people to make an immediate buying decision 
- Makes a big difference in sales results 

o A prospect buys your book or someone else’s. 
o A prospect will buy or won’t buy. 
o A prospect buys right away or considers maybe another time. 

 
What you can do to create extremely valuable and unique offers 
Remember the importance of giving great value and being unique. 



- Be out of the box; open to ideas. 
- Consider several different offers. 
- More story about the author – people want to know about the author. 
- Create reports in a Word document and save as PDF. 
- Create a short course or training tutorials, e.g., self-esteem, etc. 
- Record interview videos or audios. 
- Record your own videos or audios. 

 
 

Campaign Examples: International Bestseller “Sad Sally”  
There are a variety of campaigns. You must EVOKE your CREATIVITY and do something 
UNIQUELY YOURS! 
 

[Special offer page] 
 

 
 
*You can tell people that you are doing this because “Your intention is to make this book a 
bestseller.” 

 
 



[Amazon page] 

 
 

[Sales page] 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

[Bonus page] 
with descriptions of 
what they are in a very 
attractive way 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



[Endorsements] 

 
 
[Bonus gift page] 
 

 



 
 
 
[Order instruction] Make it very clear. 

 



[Download page] 
 

 
 

*As soon as people enter their information, immediately direct them to a download page. 
 
Things well done on Sad Sally’s campaign 

- Promoting other things as well, but the focus is to sell “Sad Sally.” 
- Great aspects of the sales page: bullets, benefits, highlights, and endorsements 
- The way the copies are listed and written is the way to get people to buy. 
- Placed the purchase buttons in multiple places to buy the book. 
- Did not put the price (as it can change unless you have a good reason to do so). 

*Instead of saying a price, you can say “Priceless”! 
 
Things to improve Sad Sally’s campaign 
Sales page: 

- Include the bonus gifts listed on the sales page so that people don’t have to click and go 
off to another page to find out. 

Bonus page: 
- Put it on the front sales page without having a separate page. 

Download page: 
- Have the instructions on the sales page with a short form to fill in, without having buyers 

click and go to another page to enter their purchase information. 
(Keep it all on one page. It’s ok to be one long sales page.) 

 
Other than that, this campaign is really well done! 
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[More campaign samples] 
 

 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



[Pre-order example] 

 
 

 
 
 

Buy 1 book 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Buy 5 books      Buy 25 books 

 
   
 
 



 
 

 
 
*When you are focusing on Amazon Best Sellers, have only one link for purchase or 
multiple Amazon links aiming for the International Best Seller. 
 
*IMPORTANT* 
For Amazon, one order of multiple books, still counts as “1.” 
For the New York Times, the number of books sold (shipped) counts. 



 
 

 
 
*For Amazon Best Sellers, use one link or multiple Amazon links for International Best Seller. 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 



 
 

[Interview video included] 
 
 



[Contest] 
 

 
 
 

Bonus gifts can be someone else’s products (donated or with permission). 
*All of them don’t cost to create and are downloadable but require time investment. 

 

 
 



 
She interviewed 160 people and asked them 
to promote the book/interview to their list. 
They all agreed.   

 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 

 
 
 
 
 
 
 
 
 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



[Simple Bonus Example] 
 

 
 
 

 
 

Bonus Gift Checklist 
✓ Include the gift information on the sales webpage. 

✓ Create a bonus download funnel. 

✓ Easy for people to access (all on one page and fewer clicks). 

 

✓ Attractive enough but not overly done. 

✓ Offers real value or looks like it has value. 

✓ Prospects can see the value. 

✓ It can create motivation in them for an instant buying decision. 

✓ You have enough bonus gifts. 

✓ One or two bonus gifts are truly exceptional. 

✓ Are the bonuses new gifts? Have they ever been used before? 

✓ A benefit-oriented description for the bonus gift. 

✓ For many gifts, help prospects understand what they are getting. 

✓ Easy to deliver (Makes sure the access link is working properly.) 

✓ Are you happy with the bonus gift(s)? 

✓ Are you proud of offering it/them? 

 



Things to avoid 

Ｘ Using only the same old gifts 

Ｘ Irrelevant to the audience 

Ｘ Unattractive, no value 

Ｘ Inappropriate or offensive 

Ｘ Not enough or too many 

Ｘ Disorganized 

 
Important reminder 
Whether fiction or nonfiction, logistics and preparation are the same. 

- Decide the date to launch. 
- Create a benefit-oriented and irresistible offer that attracts your readers/audience. 
- Sales copy must be appealing, captivating, benefit-oriented, and effective! 
- Promote through email and social media. 
- The offer must be time sensitive. Aim for one day. 
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Session 3: Copywriting for Promotional Purposes 
 
Copywriting is the words that sell your books and other offerings. (Don’t mix with “copyright.”) 
 

What Is Copy? 
- In direct-response marketing, the words you use to prompt people to take action. 
- OXYGEN that breathes LIFE into your book sales and business. 
- “Copywriting” can apply to pretty much any aspects of your marketing and promotion. 

 
Where is copy used? 

- Sales pages/letters, VSL (video sales letter) 
- Introductory script for videos 
- Emails, autoresponders 
- Social media posts, opt-in pages, ads 
- Book back cover 
- Slog articles, brochures, case histories 
- Stick letters (mails), postcards 

 
Starting point of copywriting 
Always think about your audience—the ideal individual who would buy your book—and get 
into that person’s mind. 

o What is this person like? (persona, interest) 
o Why does the person buy this book? (the needs) 
o What attracts/leads them to buy your book? 

 
Think about positive aspects 
Essentially, everything you think and feel about your book 

- Features, benefits, motivations, problem solving, healing, learning, new discovery, etc. 
- Who is it for or not for? Why this? Why you, me, and now? Everything! 

 

How to Use Copy for the Best-Seller Campaign 
- For emails that contain a link(s) directing buyers to the Special Offer Page, aka. Sales 

Page. 
- Sales Page = Offer Page. This is where you promote the link(s) to AMAZON.COM. 
- In all social media posts to guide to the sales page 

Give yourself plenty of time. 



The more you understand how to write and apply your copy, the better it gets for promoting, 
not just for a book but for anything! 

- Have your copy/sales page ready two weeks in advance of the launch. 
- If you don’t want to do copywriting, you can hire an expert. 

 
Get inspiration from other people’s copies. 
The purpose of copy is to get people to take action. What inspires you will likely inspire 
others. Check on others’… 

- Sales pages, emails, ads, social media posts, etc. 
 
Create an email for your special offer campaign. 

- Subject line: designated to grab attention 
- Use short paragraphs 
- Enticing, captivating, and inviting 
- Insert the link to the sales page MULTIPLE times. 
- Call to action 
- CUSTOMIZE the email for your partners, supporters, affiliates, etc., and forward it to 

them to use. 
 

Email Example – Launch of The Millionaire Author 
 

 



The email directs prospects to a special offer webpage (sales page). 

 
Domain name forwarding 
You can have the domain name of your book (but it’s not a must) and forward it to your main 
site. (You can use a subdomain as in the example below.) 
e.g., The registered domain name http://millionaireauthorbook.com was forwarded to 
http://peggymccoll.com/the-millionaire-author-offer. 

 

Valuable Components for Bestseller Promotion Copy 
Copy is the most critical part of a campaign. All of the copy should be effective. 
 
Crucial points 

1. A strong, compelling headline 
2. Immediately focus on the benefit to the reader. 
3. If you make a promise to the reader, you must fulfill it. 
4. Back up everything you said with specific proof (if applicable). 

 
Headlines, sub-headlines, bullets 

- Grab attention with a heading and subheading 
- Be IMPACTFUL and USEFUL to the readers. 
- Stir a sense of URGENCY. 
- Inject the idea that the primary benefit is somehow UNIQUE. 
- Do all the above in your tailored way—an ULTRA-SPECIFIC way—about your book. 

 
Your offer is an incentive to buy now. 
Make your offer IRRESISTIBLE! 

- Highlight the benefits. 
- Bonuses/special offers included with purchase 

Freebies accessible immediately (because they are all downloadable) 
- Create excitement, enjoyment, and fun for the day for buyers! 

“Buy Today and Receive…” “For ONLY a short time period.” 
“YOU also get…” 

http://millionaireauthorbook.com/
http://peggymccoll.com/the-millionaire-author-offer


Emotional appeal elements 
- Show strong confidence 
- Captivating / Compelling / Engaging / Inviting / Intriguing / Clear / Confident / Truthful / 

Trustworthy / Convincing / Appealing / Moving / Relevant / Benefit-Oriented / Attractive / 
Persuasive 

 
“Every element of copy has one purpose—to get the first sentence read, and the purpose of 
the first sentence is to get the second sentence read.” ~ Joe Sugarman 
 
(*This concept is the same for both emails and books.) 
 
Long vs. short copy rules on a sales page 

- Stick to short sentences and paragraphs for easier reading. 
- Long copy, if written properly and effectively, outsells short copy by a large margin. 
- Either way, include only what is necessary! 

 

 
 
Great words used in copywriting 
Discover / Amazingly / Simple / Astonishing / Automatically / Electrifying / Easy-to-Use / 
Cash-in / Super / Fascinating / First / Mouth-watering / Satisfying / Secrets / Shocking / Tactic 
/ Time-sensitive / Ultimate / Legendary / Fantastic / Free / Booming / Breakthrough / Invest 
 
Pain-and-Pleasure tactic 
You can include a story (not always necessary; a story can be used in any other sections). 
1. Pain of NOT following through 

- If I hadn’t followed through in my life… 
- What could happen to you if… 
- This deal is available now (if you don’t act now, you’ll miss out on this special offer). 

 
2. Pleasure of Following Through 

- Because I followed through… now my life is… 
- What does it mean to you when you do…? 
- What would be worth to you to…? 
- Following through today, you get these bonuses PLUS the benefit of the book. 

 
The devil is in the details. 

- One small word can make a big difference. 
e.g., Change “A $5 fee” to “A small $5 fee.” 

*This increases sales by 23.5% (saying the exact number is more believable). 



Clear Call-to-Action (the language) 
Give a sense of urgency & easy instructions. 

“Go here now!” 
“Buy your copy!” 
“Invest in…” 
“Take action immediately!” 
“Go buy here and come back to get your bonus!” 

With very visible buy buttons inserted in a few places. 
 
Objections handled 
Think and address all the objections a prospect may have when looking at your book. 

- Investment justification (if needed) 
- Disclaimer (if needed) 

e.g., “Am I too old for this?” 
        “Who is this unknown author?” 
        “Does the author have experience? 
        “Do I need specific knowledge/education for this?” 
        “Am I enough to read and understand this book?” 
        “If I don’t know how.” 
 
Social Proof 

- Testimonials/Endorsements 
- “Other experts said…” 
- “814 have already signed up.” 
- “393 have bought their copy.” 

 
Visually appealing 

- Use colors, images, colored font, quotations, and bolding. 
IMPORTANT: No links other than for buying the books and getting bonuses. (You don’t 
want to send people somewhere away from making sales.) 

 

Questions to Help Write Copy 
Think about how you can benefit readers. 
o What is this all about? 
o Who is this author? 
o Is this urgent? 
o What is the problem? 
o Why hasn’t it been solved? 
o Do I need to do something today? 
o How am I rewarded for doing it? 
o What’s in it for me? 
o What is possible? 
o What is different now? 
o Who else benefits? 
o What else should I do right now? 

 

Videos on a Sales Page & Social Media Posts 
Video 
The process is the same as writing copy before recording. 

- Follow a predetermined script. 
- Keep the video short. 
- Be VERY cautious on how you do. It can help or hinder your page. 

 



Social media copy 
- Multiple choices: images, texts, videos (You decide.) 
- Compelling and intriguing content that makes viewers want to share. 

 

Abide by the Law 
Check online the ”trade commission” in your country, which subjects international trade and 
consumer protection, to ensure you are on the right foot. 
 
Overall Tips 

- Follow the suggestions for effective copywriting. 
- Include bonuses/incentives for taking immediate action. 
- Ensure your sales page is visually appealing. 
- Have only links for buying the book and getting the bonuses. 
- Be creative. 

Table of Contents 

 

Session 4: Getting Others Onboard for Support 
 
Old saying: “You do it by yourself, but you are not alone.” 

        “If you don’t ask, you don’t get.” 
 
The internet now has over 6 billion people online. There is no limit to reaching your 
prospects, and you can easily reach them, only if you believe it! 
 
Facts about getting supporters 

- People want to help other people. 
- You have to ask—no ask, no gain. 
- This is an important part of your campaign. 
- It is so easy to connect. 
- You can establish a relationship in a matter of a few minutes. 
- You will likely create friendships that will last a lifetime. 
- A time investment will be involved. 
- You will never exhaust your potential reach. 

 

Set Your Partner Objectives and the Power of Numbers 
Your mindset: get out of your old thinking. 

- Thinking “I don’t know anyone” will not serve you. 
- We are all connected, allowing you to reach far and wide. 
- This WILL work for you. 
- If you don’t ask, you never get it (period)! 
- Get on with the work! 

 
The Law of Averages: The more you ask, the more good responses you get. 

- Outcome goal = X partners/sponsors 
- Make an affirmation, 

“This week, I will easily get a dozen partners on board!” 
- Contact many potential partners. 
- Keep in mind you can get “no” for the answer. 
- If you get rejection, simply move on to the NEXT. 
- They may need a bit more information before saying, “Yes.” 
- When you’ve got partners, ask them, “Who else?” 

 
 



What to look for in partners 
- Already have “reach” to your audience 
- Have followers on social media 
- Recognized individuals in your industry 
- Have an email list (not necessarily large but quality.) 
- Quality over quantity 

List owners have a solid relationship with their subscribers regardless of their list size. 
 
What to tell/ask and how people can support you 

- You are releasing a book and need help. 
- Someone to help you spread the word on your campaign date. 
- Provide them with the copy to send emails and post on social media. 
- Interview you and share it with their followers. 
- Have you to speak at their event 
- Share some of your content 

 
Why would they help you? 

- Because you asked. 
- Because they are kind. 
- Because they want to help you spread the word. 
- Because maybe they are an author too. 
- Because they love your book. 
- Because they love your offer. 
- Doesn’t matter what else the reasons are. 

 
What is in it for them? 

- Nothing sometimes, except the opportunity to help/contribute to your campaign 
- Exposure, if you would list them as a supporter/partner 
- You could give them something (one of your services or online courses, a copy of your 

book, etc.). 

 

Project Management 
1. Be organized. 
2. Make a list of people you want to reach out to. 
3. Mark down if you reached out to them. 
4. Record what they responded with. 
5. Create an “Onboard” list of who will be helping you. 
6. Make sure to follow up with them in a timely manner. 

 
All the initiatives are designed to 

- Promote your book on your campaign date. 
- Put more focus on your campaign date, and the better it will go for you. 

 
Timeline and process 

1. You can start reaching out to people as early as 90 days prior to your campaign. 

2. Stay in touch with your partner and remind them. 
3. Send them the copy about a week before and tell them exactly when to use it to 

promote your offer. 
4. Confirm their participation. 
5. Remind them again. 
6. Check if they sent/promoted and thank them. 
7. Thank them again afterward. 

 
A lot of effort is involved. 



- Be willing to do the work. 
- The greater the results you desire, the greater the effort. 
- It will definitely lead you in the right direction. 
- It will be rewarding. 
- You can reach people by email or social media, even if you don’t know them. 
- You’ll also make friends. 

 
Unique strategy to get partners’ attention 
Get creative in how to catch people’s attention. 

- People follow when attracted to excitement/events and who else is involved. 
- Uplift them anyhow, sharing the excitement of your book launch. 

o Typical method: via email and social media 
o Snail mail or courier to send small gifts/packages 

e.g., El Newmark sent dozens of cookies. 
 
Recipes for success 
The “right” winning attitude: 

- Persistence 
- Loving energy, warmth, and kindness 
- Confidence and positive expectancy 
- Detachment from negative response 
- Lots of action! 
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Session 5: Book Launch & Marketing Funnel Success Model 
 

How to Market Your Book to a Bestseller 
The core bestseller strategy involves the proven marketing technique that works! 
This model works for all types of books, fiction and non-fiction. 
But you must inject your own creativity! 
 
1. You can start the process of preparing your campaign while working on your book. 
2. You can schedule your best-seller campaign once you KNOW your book will be done. 
3. Do not expect to launch your book effectively without following the important steps 

below. 
 
Mental game/discipline 

- Imagine/visualize your desired end result in advance. 
- Put yourself right into the feeling that your wish has already been fulfilled. 
- Create, see, feel, and live that vision every single day. 

 
Important steps 
1. Build your email list and continue to focus on this throughout the process. 
2. Choose your launch date.  

*For the NY Times Best Seller, a full one-week launch. 
*Tuesday is the best day of the week to launch on Amazon. 

3. Reach out to others for support to help you promote. 
4. Create special bonuses to give away. 
5. Create an exceptional offer/sales page and write copy to promote. 
6. Test every link—download page, autoresponders, etc. 

 
~ Simple Online Book Launch Campaign ~ 



Design your funnel to guide all kinds of traffic/people to… 
➢ Your book’s special offer sales page 
➢ Purchase on Amazon 
➢ Back to your page for the thank-you bonus download 
➢ (Optional: follow-up funnel with additional offers) 

 
[Example] 

 
 

 



 
 

 
 
7. When your book is uploaded and published through KDP (Kindle Direct Publishing), it 

takes 24 to 72 hours for your book to go live on the Amazon site. For the algorithm to 
fully index your title, it can take up to 7 to 10 days, depending on the book’s quality. 
 
*You can add people’s testimonials in the editorial review section yourself or ask others 
to write reviews afterward. (Include humor in email communication.) 
 

8. Watch your book rise on the charts of your best-seller list! 
 



[Amazon Royalty Calculator] 
Now it’s payday! Check out how much you get after Amazon’s fees are deducted. 

 



Session 6: After Your Best-Seller Launch/Campaign 
 
Now that you are a best-selling author 

- Claim your best-seller status. 
On your website, social media, email signature, bio, new cover of the existing book, 
cover of the next book, etc. 

- You have the freedom to decide what’s next. (Choose well.) 
 
After the campaign is over 

- Promotions can and should continue. 
- You can relaunch another campaign—a best-seller or promotional—at any time. 

 
Your momentum: passing the threshold 

- When your books are everywhere and sold all over the world. 
- People love your book. 
- They recommend it to their friends. 
- Your book is high on the best-seller charts and has visibility. 
- You may receive requests from foreign rights publishers. 

 
Set new goals 

- Feel your success is natural and absolutely guaranteed. 
- The laws of the universe work, so use them! 

Table of Contents 
 

 

Module 4: Your New York Times Best Seller 
 

Session 1: The New York Times Best Seller Strategy 
 
Achieving the New York Times Best Seller is a worthy goal. Making the committed decision 
to be one is a good starting point as an author. 
 
*Remember the law of the universe: once you make the decision, it is already done.☺ 
 

How to Get Your Book on the New York Times Best Seller List 
How The New York Times analyzes data 
The NY Times tracks and tabulates the weekly unit sales of all titles reported from thousands 
of retailers, aka buying agencies—independent bookstores, major chains, online merchants, 
and wholesalers—nationwide in the USA. 
 
Reminder: When you are pursuing the New York Times Best Seller, all books must be 
shipped in the United States and purchased through buying agency retailers. 
e.g., Amazon.com, Barns & Noble, BAM/Books-A-Million, Apple Books, Indiebound, etc. 
 
*They count the number of books sold & shipped (or ready to be shipped) in the week (from 
Sunday to Saturday). 
 
Planning and executing the NY Times campaign launch 
It works the same for fiction, nonfiction, traditional publishers, or self-publishing. 

- Plan and execute 6 to 9 months in advance. 
- Be fully committed and prepared to do the work—fun work! 

o Concentrated book sales require lots of effort. 
o Massive action = massive results 



- Choose a ONE-WEEK campaign period. 
- Focus on growing your email list and your followers. 
- Set a goal to sell 10,000 books in the USA in one week AND ensure all the books are 

ready to be shipped the SAME week. 
- Concentrate all your promotions to make book sales/shipping happen during that one 

week. 
*If with Amazon.com (or other online retailers), preorders can be placed before the time, 
and the books must be shipped during the launch week (within the USA). 

- 3 weeks after your campaign, your book will show up on the New York Times Best 
Seller list. 

 
*See your result in advance! 
Write down the affirmation: 
“Now that I am a New York Times best-selling author. (How I feel …)” 

 
Growing your email list and online followers 
This is absolutely paramount for you to get the maximum result. But in this case, you need to 
focus on growing the number of subscribers and followers in the USA.  

- People on your email list and connected to you on social media are the “warmest” 
audience to reach. 

- They will likely buy your book. 
- They will likely buy multiple copies of your book. 
- Ask them to share with their contacts (and they will because they are connected to you). 

 

Multi-Book Purchase Options 
Instead of selling one book, you can sell multiple books at once. This method creates 
tremendous opportunities to grow the number of your book sales. 
 
Sell books in bundles 
Opportunities are everywhere. Think in large numbers. 
e.g., 25 people buying your package—25 people x 100 books = 2,500 book sales. 

- While giving a discounted price, calculate your hard costs of printing the books so as not 
to lose money. 

- Can do before and after your campaign 
- Online and offline 

• Buy 1 book. You get _______. 

• Buy 10 books. You get ________. 

• Buy 50 books. You get ________. 
 
Bonus gift offer (refer to Creating your bonus gift offer 

- When people buy one book, they get bonuses. 
- When people buy more than one book, they receive exponential value. 

* Keep it something that doesn’t cost you to produce. 
e.g., course, program, private consultation, etc. But avoid including a type of offer, like a 
one-on-one coaching session, that takes too much of your time. 

 

Taking Pre-Orders of Your Books 
There are a few options for how to do it. All that matters is that the books get “shipped” 
during the NY Times Best Sellers campaign week.  
 

- You can start taking orders six months before the launch. 
- When you get pre-sales, make a bundle offer so your customers can receive something 

of value while waiting for their books. 



Option 1: Use Amazon pre-order (and other online retailers) 
You can set the release date with Amazon and other sites you use, so all the pre-ordered 
books will be shipped from the launch date to be counted in the NY Times campaign week. 
 
~ Have your customers place the order online ~ 
Through your special offer page, send the buyers to Amazon.com to pre-order the book. (Let 
them know the launch date.) 

1. Create a special offer page (examples: refer to Special offer page) 
2. Set the link to Amazon.com to buy the book (and other sites if you have them set up). 
3. Arrange the release date for the books NOT to be shipped until your launch week. 
4. Buyers place their orders at the online retailer (which reports to The New York Times). 
5. Give them bonuses, and they receive the book later. 

 
*Keep in mind 

- Pre-orders on Amazon impact the Amazon Best Seller ranking without being shipped. 
- The New York Times counts books sold through their buying agencies and shipped (or 

ready to be shipped) in that one week. 
 
Option 2: Take pre-orders from your website 
YOU take pre-orders and payments/credit card information through your website and order 
books on Amazon or through a buying agent bookstore. 
 
*CONS: If the orders come from countries other than the USA, they won’t count for the NY 
Times Best Seller, and shipping fees cost more. 
 
Two ways to take pre-orders 
1. Take pre-orders and payments and use your credit card to place the book orders. 
2. Collect pre-orders and credit card information (w/o payment) and use the customers’ 

credit cards for ordering. 
 
Set up a sales page on your website 
You create an e-commerce page, which includes 

- Compelling offer (just like your other sales pages) 
- “Order Now” button 
- Payment method/information form 

o Use PayPal, Stripe, Square, etc. (Website builders usually have options for set-up.) 
o You may create a shopping cart. 
o Don’t forget the mailing address section (or email address for eBooks). 

 
Timing and placing orders 
Order on Amazon.com: 

1. Track all the sales and be ready to place the orders. 
o Know how many orders. 
o Determine how much time it would take to input every order. 

2. Start ordering at the very beginning of the campaign week (if the release date is not set 
with Amazon) to ensure the deliveries go out in that week. 
o You may get a team or partners to help you input orders. 
o Use your credit card if you’ve already taken the payments. 
o Use the customers’ credit card information if you collected orders without payment. 

 
Bookstore option: 

1. Order books in advance before your campaign launch. 
2. Ask the stores to ship the books during your campaign week. 

 



Option 3: Take manual pre-orders with a physical form in person 
When you have events and social gatherings, etc., you can collect orders.  
Create order forms and bring them with you! 
 
At live events and speaking engagements 
Every time you get an opportunity to be in front of a room and people, TAKE ORDERS. 

- Networking events (e.g., breakfast networking) 
- Meet-ups of any kind 
- Look for the opportunities to be a speaker. 

o Instead of taking a speaking fee, have the organizer order a bundle of books. 
 
Create a package offer (not only a book bundle) 

~ Package example ~ 

• 100 books (Tell people what they can do with the books.) 
o A gift to friends and family 
o Promotion or bonus offer to clients and business relations 
o Donation in good faith to create connection and visibility in communities, etc. 

• Series of webinars 

• Consulting/coaching 

• Downloadable bonuses 

• Mention the value, e.g., It’s worth $1,999. 
- You take payment for the whole package. 
- Process the book orders in the same method as Option 2 – Timing and placing orders. 

 
Order form 
Include all the information necessary for book delivery. (*Ask to print clearly.) 

- Name 
- Mailing address: street, city, prov/state, pc/zip (should be USA in this case) 
- Email address and phone number  
- Payment information (credit card number) 

 
(Example) 

 
 
Option 4: Presell books with other offers 
Get creative and come up with different solutions to sell your books. 

- Create a special event or launch a class/course/program. 
- Make it a package with live calls, interview recordings, podcasts, etc. 
- Sell the package including a book or books. 

 
Timing and placing book orders: the same as Option 2 



On Your Best Seller Campaign Week 
Have your special offer go “live”! 

- Email your subscribers and other contacts. 
- Post sales pages on social media. 
- Have your partners email the copy you provided. 
- Books get ordered through the direct “live” links to retailors on your special offer page. 

 

Best Seller Ranking – Tracking Results 
The NY Times will report the Best Seller list three weeks after your book has made the list. 

- The NY Times Best Seller list is found on the related websites and Amazon.com. 
- Amazon.com and BN.com update their bestseller rankings every hour. 
- Do a screenshot of the page where your ranking is listed. 

 
Tremendous benefits of doing the campaign 

- Sell lots of books 
- Repeat the proven formula for other campaigns. 
- Get on the list AND stay there, so you sell more books. 
- Get on other bestseller lists. 
- If self-published, you can get picked up by publishers or literary agents. 
- Get an advance for your next book from the publisher. 
- Sell foreign rights. 
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Book Launch Event Example 
Peggy’s book launch event 
For 1,000 people at a hotel ballroom  
Generated over $30,000 – expenses $11,000 
She got several sponsors and sold her programs, bundle offers, and the booths for others to 
present their businesses. 
Mercedes-Benz was exhibited as a sponsor at one of her other events. 
 

 



 
 

 



 



 
 

[Website design example] 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

[Lead generator example] 
 



 
 

 

Tips from Q&A 
 

✓ Amazon allows free eBook giveaways. 

 

✓ You don’t own your social media page, but you own your website. Put good focus on your 

website to grow your email list.  
 

✓ Before you get exposure, make sure all your products are ready: book, email sequence, 

other offerings, and so on. 
 

✓ You have to send multiple emails to remind people of the book purchase with an incentive. 

 

✓ Square is a good payment system option for lower-amount transactions. 

 

✓ Ask people who had viewed your book before launching to put their review on Amazon on 

the launch day.  
 

✓ Upsell, side sell, down sell: 50% off on top of the original purchase may be appropriate.  

 

✓ Authors’ world is not competitive; everyone is very supportive.  

 

✓ There are many NY Times Best Seller categories (look them up on Amazon.com). 

 

✓ Fiverr / Elance: freelancer resources for illustration, logo, cover design, etc. 

 

✓ Cold ads can do well if the offer is under $500 (midpoint $250). e.g., Facebook ads 

 

✓ Amazon Royalty Calculator: to find out how much you make per book through KDP. 

    e.g., paperbacks up to 30% or over and eBooks up to 55%, depending on how you price. 
 

✓Sending email subscribers to your social media is a good thing to do. 
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