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Marketing Tips for Independent Authors

Independent authors don’t lose because they “can’t market.” They lose because they market
without a system: unclear positioning, inconsistent visibility, and no repeatable way to turn
interest into sales. This white paper outlines practical, low-fluff marketing tips that help indie
authors build discoverability, earn trust, and sell more books—with no need for a huge budget.

1) Start with positioning (before you post anything)

Marketing works faster when readers instantly understand what your book is.
e Define your genre + promise in one sentence (tone, stakes, vibe).
o Identify one primary reader (age range, interests, comparable titles).
e Choose 3 comp titles to guide your blurb, keywords, and ad targeting.

Tip: If you can’t describe your book in 10 seconds, your audience can’t buy it in 2 clicks.

2) Package for conversion: cover + blurb + sample
Your best marketing channel is the product page.
o Cover: must match genre expectations at thumbnail size.
¢ Blurb: lead with the hook, then the conflict, then the stakes.
e Look Inside/sample: tighten the first 1-3 pages; remove slow setup.

Quick win: Rewrite your first two blurb sentences until they’re impossible to ignore.

3) Build a simple funnel (so attention doesn’t leak)
Attention is expensive—capture it.
o Create a reader freebie (bonus chapter, short story, checklist, classroom printable).

o Use a single landing page with one call-to-action: “Get the freebie.”



e Send a welcome sequence (3—5 emails) that introduces you and your books.

Rule: Social media rents attention; email keeps it.

4) Choose 1-2 primary channels and commit
Most indie authors spread too thin. Pick based on your strengths:
o Facebook: groups, events, community posts, live video
o Instagram: reels, stories, visuals, behind-the-scenes
o TikTok: discovery + rapid testing of hooks
o LinkedIn: nonfiction, educators, business/creative services
e In-person: schools, libraries, markets, signings

Tip: Consistency beats intensity. Two strong posts weekly for 6 months beats 20 posts in one
week. PLEASE DON’T OVER-POST AND ONLY POST ABOUT YOURSELF

5) Create content that sells without feeling like a used car salesperson.
Use a 3-bucket content system:
e Value: tips, how-tos, resources, “what I learned”
e Story: inspiration, behind-the-scenes, origin stories, reader moments
e Offer: book features, reviews, bundles, events, limited promos

Simple ratio: 60% value, 30% story, 10% direct offer.

6) Make reviews a process (not a wish)

Reviews are social proof and ad fuel.
e Build a small ARC/review team (10-50 readers) or use NetGalley to build it for you.
e Ask clearly: where to review, by when, and what helps (honest review, no incentives).
o Use services strategically (e.g., reviewer platforms) if budget allows.

Quick win: Add a gentle review request in the back matter with a direct link.

7) Collaborate to borrow trust and reach

Indie marketing accelerates through partnerships.



o Newsletter swaps with similar authors
e Anthologies or multi-author promos

e Podcast/blog guest spots

e Joint live events (online or local)

Tip: Match audiences, not follower counts.

8) Run promotions with purpose

Discounts work best when they’re part of a plan. Use promos to:
e Launch a series (Book 1 promo)
o Spike visibility before ads
e Reactivate a backlist

Avoid: constant discounting that trains readers to wait.

9) Use ads only after your page converts
Ads amplify what’s already working. Before spending:
e Ensure cover/blurb match the genre
o Have at least a few reviews (when possible)
o Know your goal: visibility, list growth, or direct sales

Tip: Start small, test one variable at a time (hook, audience, creative).

10) Track the few metrics that matter
You don’t need a dashboard—just clarity.
o Conversion rate: product page views — purchases
o Email growth: new subscribers per week
o Engagement: saves/shares/comments (not just likes)
e ROI: ad spend — revenue (or cost per subscriber)
Weekly habit: note what content drove the most saves/shares and make more of that.
11) Build long-term assets (the compounding advantage)

Short-term posts disappear; assets keep working.



e A “Start Here” page on your website

o Evergreen blog posts (especially for nonfiction/children’s resources)
e A reader magnet + email sequence

e A consistent author bio and media kit

Tip: One evergreen asset per month beats daily random posting. An evergreen asset is a piece
of marketing content that stays useful and relevant for a long time (months or years), so it can
keep bringing in readers, subscribers, or sales without needing constant updates.

Conclusion

Indie author marketing becomes manageable when you focus on fundamentals: clear positioning,
conversion-ready packaging, consistent visibility, and a simple funnel that turns attention into
readers. Start with one channel, one offer, and one repeatable content system—then build from
there.

Quick-start checklist (do this first)
1. Write your one-sentence positioning statement.
2. Audit cover + first two blurb lines.
3. Create a freebie and landing page.
4. Post 2x/week using the 3-bucket system.
5. Start a small ARC/review process for your next release.

*A funnel is the step-by-step path that takes someone from discovering you to buying your
book (and sticking around).

The 3 simple stages

1. Top of funnel (Awareness): people find you
e Reels/posts, Facebook groups, school visits, podcasts, ads, blog posts

2. Middle of funnel (Trust + Interest): they get to know you
o Freebie/reader magnet, email newsletter, behind-the-scenes content, reviews,

“Start here” page

3. Bottom of funnel (Purchase): they buy (or take the next action)

e Book sales page/Amazon link, preorder, bundle offer, event signup

(This is the sole opinion of the author and not meant to be solicitation or advertisement for
goods and services. It is for informational purposes only.)



