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Positioning and Audience

Targeting



Who is the audience for this |



Questions for audience t:

- What is this publication al
- Why is it important?

- Does it contribute something new
the existing literature:

- What distinguishes it from its (
competition?

—

- Who is the authc
- Who is the intended audi

- What aspects can be turned into sell]
promotional opportuniti



Important questions tc
before planning media ca

- How does the intended audience lear
content?
- Are you trying to reach end users, |

intermediaries (i.e. booksellers, w!
associations), or both-

- What is the scope of the intended aud
domestic, international, reqional

- Are you trying to reach general r
specialized audience?



Outreach and Engagement



Engagement Collaboration




Outreach and engaageme
about your audier

- Outreach may involve one-way corr

- Community engagement—inte
collaboration with a community of |
involves reciprocity, considerabl
communicatiol

- Both require understanding of th
community or audience’s

- You need to consider what messages
resources may be needed to interact
and collaborate with the intended ¢
audience



Scheduling Promotiona

Activities

Flickr: The CSB



Scheduling a release date ¢
complicated

- Organizational imperatives msz
scheduling decisions [ emphasiz
priorities

- Local/world events can accelerate
the timing of the book’s re!

- Author delays can be unexpect
crippling



Setting a pUin(‘:awa
establishes a set ¢

- Helps to keep the editing, desi
orinting/electronic process on

- IF it's a commercialized product: gives
retailers, distributors, sales reps, and
clearidea of when the book will b

- Provides the media with a target dat
reviews and other cove

. Gives authors a clearidea of

- Establishes a clear starting point for 1!
campaign (especially event sc

I\



Budgeting Promotional Activities

Flickr: ChangeOrder



Potential Marketinag an
Promotion Expenses

. Staff time

. Seasonal trade catalogs and

subject cataloas

. Graphic design (locos
promotional materials
posters, postcards)

. Website maintenance

. Social media manaagement

(i.e. tool subscriptions’

- Author travel (conference
appearances, interviews'

. Staff travel (conferences

events)

. Market research
. Publication launch event

costs

- Mailings, such as boo!

galleys, press releases, fact
sheets

. Direct mail
. Print and web advertisir
. Conference exhibits



D

Marketing Logistics:

. Different organizations vary conside
they budget for and track promotic
. Key titles should have their own budget |
of the majority of titles may be p
marketing bud
. Determine what expenses you expec
to cover and vice ve
. Some authors may be willing to pay
promotional events, or even to hi
- The author’s organization may als
contribute promotional f

£~



Social
Media and
Social
Networkina



Guidelines for effecti
media campai

* Set goals in advance—be as specifi

* Add value to audience—strive for hig!

* Don’t spread yourself too thin—diff

achieve different ¢

e Listen to the conversation—become
audience’s social media !

* Be discoverable through hashtags, |

* Create an ongoina f

* Measure for ROI, collecting analyti
improvement and better decisi



\ A

My adventures as
Playfair: Social Media C

* Playfair: Cross-over scholarly/trade t
printing in clot!

* Published by George Mason Universi
start-up, 2-3 books p

* No advertising bud
* Review mailing (100 advance gall
* Author low profile—no media

*In-person events, including at Int
Museum, as long as no visual med



Goals for Twitter Cam
Tweet as William Pl:

Y

* Raise awareness of the book—leadinag, |
increased sale

*Reach “influencers”—those with a lar
followers that would “contribute to the
and spread the word about the |

e At least 200 followers within =
* Tweet ~2 times per week for 1

* Strive for and measure "engagement”
engagements, retweets, il



Implementing the Twitte

* Launched campaign timed to book revi
Street Journal (confirmed for Jar

* Author provided a chronology of e
Playfair’s life and historical events

* Targeted specialists, scholars
“infographics” or “data visualization”
is already known by

e— |

* Researched platform for Williar
appropriate hashtags; identified =
with 15K-30K followers, who had me
in earlier post






Playfair campaign anal
what worked and wha

* 249 followers by May 2018; several have
of their own; several journalists; also d
specialists

* 122 tweets as Playfair: 2 received
“impressions” (times users saw the twe
more than 1K impressi

* 89,505 total impressions; average impr
734 and the media

* 6tweets have more than 100 “"engagernr
have interacted with the tweet, clicki
hashtag, link, retweeting or likin

* 2,089 total engagements; average 17 pe
is 2 per tweef



* Please contact

iohr

e Twitter: (@

* Library Publishi
https://drive.google.com/drive/folders/aXB-
9YRDHWoHhmHB75jVHljomPLmMBL1c8

* See Unit 6: Marl!
and Engaaer




