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Introduction

You have a book — or you are close to having one. What happens next?

Most publishing advice starts with the mechanics: get an editor, pick a trim size, upload to Amazon.

That is not wrong, but it is incomplete. A book that is produced well but positioned badly will struggle.

A book with great distribution but no platform behind it will sit quietly on a shelf.

This guide walks you through the full picture — not just how to produce a book, but how to think about

the decisions that determine whether your book finds its readers and keeps working for you long after

launch week.

It is built around four strategic questions every author needs to answer, followed by the practical steps

that bring those answers to life.

The Four Questions

Before you spend a dollar on production, you need clarity on four things. Think of these as the

foundation your entire publishing strategy sits on.

1. Positioning — Who is this book for, and what does it do for them?

2. Platform — How will readers discover your book exists?

3. Practice — How will you keep the conversation going after launch?

4. Profitability — What does success look like, and how do the numbers work?
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1. Positioning — Who Is This Book For?

This is the question most authors skip, and it is the one that matters most.

Positioning is not about what your book is about. It is about who it is for and what it does for them.

A memoir about growing up in rural Montana could be positioned as a literary coming-of-age story for

book club readers. It could also be positioned as a resilience narrative for leadership audiences.

Same book, completely different readers, different marketing, different distribution strategy.

What positioning answers:

• Who is the specific person who will benefit most from reading this book?

• What does that person get from it — even if what they get is simply a great story?

• What genre or category does the book sit in, and what are readers in that category expecting?

• How does this book relate to what you already do — your career, your practice, your platform?

Why it matters for everything else: Your cover design, your book description, your pricing, your

distribution channels, and your marketing language all flow from positioning. If you do not know who

the book is for, every other decision becomes a guess.

The most common mistake: Trying to reach everyone. "Anyone who likes a good story" is not a

position. The more specific your reader, the easier every other decision becomes.
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2. Platform — How Will Readers Find You?

Platform is how people discover your book exists. It is not the same thing as social media, though

social media might be part of it.

For some authors, platform means a professional practice with an existing client base. For others, it is

a speaking career, a newsletter, a podcast, or a community they already belong to. For debut fiction

authors, it might mean building relationships with book bloggers, librarians, and independent

bookstores.

What platform answers:

• Where do your ideal readers already spend their time?

• What existing relationships, audiences, or communities can you reach?

• What does your author presence look like online — website, newsletter, social channels?

• Do you have a way for readers to find you directly, not just through a retailer?

Why it matters: A book without a platform behind it relies entirely on algorithms and luck. A book with

even a modest platform — a newsletter with 500 engaged subscribers, a speaking calendar with 10

events a year, a professional practice with clients who trust your expertise — has something to build

on.

The thing most authors get wrong: Thinking they need to be on every platform. You do not. You

need to be where your readers are, consistently, in a way you can sustain.
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3. Practice — How Will You Keep the
Conversation Going?

Practice is about consistency. It is how you keep getting the word out about your book — not just

during launch week, but for months and years afterward.

This looks different depending on your publishing path — and both paths have real strengths.

If you are independently published, you control the timeline. You can promote your book at an

industry conference two years after publication, run a holiday campaign, or bundle it with a course.

Nobody is going to tell you the marketing window has closed.

If you are traditionally published, your publisher brings resources you do not have on your own —

distribution relationships, media contacts, a sales team calling on bookstores. A good publisher is a

genuine partner, especially if you are building a long-term writing career. But even with a publisher

behind you, the ongoing work of connecting with readers still falls largely on you.

Either way, practice matters.

What practice answers:

• What does your ongoing marketing rhythm look like — weekly, monthly, quarterly?

• What channels will you use consistently: email, social media, speaking, partnerships, media?

• What is your message, and how does it connect to your positioning?

• How will you sustain this without burning out?

Why it matters: Most book sales do not happen in launch week. They happen over months and

years of steady, authentic visibility. The authors who sell well over time are not the ones who do the

biggest launch — they are the ones who keep showing up.

The real question is not indie versus traditional — it is what fits your goals. If you are a solo

entrepreneur using a book to build your practice and you want full control of the process, independent

publishing is often the right call. If you are building a creative and writing career and want a partner

with industry reach, a traditional publisher can be exactly the right fit. Many authors do both across

different books.
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4. Profitability — What Does Success Look
Like for You?

Not every book is written to make money. But if you want your book to be financially sustainable — or

genuinely profitable — you need to think about this before you start spending.

Profitability is about effective use of your time and resources. It is about understanding the math of

publishing: what things cost, what margins look like across different formats and channels, and where

the real revenue opportunities are.

What profitability answers:

• What formats will you publish in — paperback, hardcover, ebook, audiobook — and why?

• What will production cost, and what is a realistic timeline for recouping that investment?

• What is your pricing strategy across formats and channels?

• Are there revenue paths beyond book sales — speaking, consulting, courses, licensing?

• Does selling direct to readers (rather than only through retailers) make sense for you?

Why it matters: A $25 paperback sold on Amazon nets the author roughly $4–6. That same book

sold directly from the author's website might net $15–18. The format choices, printing decisions, and

distribution channels you pick determine whether your book is a cost center or an asset.

What most authors do not realize: The book itself may not be where the money is. For many

nonfiction authors, the book is a credibility tool that drives speaking fees, consulting clients, or course

enrollments. Understanding this changes how you invest in production and marketing.



6 paperbacksandpixels.com

Bringing It to Life

The four questions above are your strategy. Everything below is execution — and every decision here

should connect back to your answers above.

Production

Production is where your manuscript becomes a book. This includes:

Branding and design

• Cover design that signals the right genre and audience (this is a positioning decision)

• Interior layout and typography appropriate for your format and reader expectations

• Author branding — your visual identity across your book, website, and marketing materials

Editorial

• The level of editing your manuscript needs: developmental, line editing, copyediting,

proofreading

• Each serves a different purpose, and not every book needs all four

Formats

• Paperback, hardcover, ebook, and audiobook each serve different readers and different revenue

models

• Your format choices are profitability decisions: hardcover has higher margins but smaller

audiences; ebook has low production costs but lower perceived value for nonfiction

• Print-on-demand versus offset printing changes your cost structure and inventory risk

Metadata

• Title, subtitle, book description, keywords, and category selections

• This is invisible to most authors, but it is how readers find your book in online searches and how

bookstores and libraries decide whether to stock it

• Getting metadata right is a positioning task — it connects your book to the readers who are

looking for it
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Distribution

Distribution is how your book gets from production to the places readers can buy it. If you have a

traditional publisher, they handle most of this — but it is still worth understanding how it works so you

can be a better partner in the process. If you are publishing independently, these are decisions you

will make directly.

Online retail

• Amazon (KDP for ebook, KDP Print or IngramSpark for paperback/hardcover)

• Barnes & Noble, Apple Books, Kobo, and other online retailers

• Your own website (direct-to-consumer sales)

Brick and mortar

• Independent bookstores — most order through Ingram, so your book needs to be listed there

with a standard trade discount and returnability terms

• Chain bookstores — harder to get into, typically require a distributor relationship or significant

demand

• Non-bookstore retail — gift shops, museum stores, specialty retailers relevant to your topic

Institutional

• Libraries — order through Baker & Taylor, Ingram, or direct

• Academic and educational markets — if your book is relevant to coursework or professional

development

Direct-to-consumer

• Selling from your own website means you keep the full margin and own the customer

relationship

• You handle fulfillment (or use a print-on-demand fulfillment service)

• This is a platform and profitability decision: not every author needs a storefront, but those who

have an engaged audience often benefit from one

The key distribution decision: If you are publishing independently, one of your biggest choices is

wide distribution (available everywhere) versus exclusive (Amazon-only). This is a strategy choice

that depends on your positioning, your audience, and your goals. If you are working with a traditional

publisher, distribution is largely handled for you — but understanding the landscape helps you

advocate for your book within the partnership.
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Partnerships

Books do not sell in a vacuum. The authors who do well almost always have relationships — with

bookstores, organizations, other authors, media, and industry professionals.

Bookstore relationships

• Independent bookstores are often willing to host events, stock local authors, and hand-sell

books they believe in

• Building these relationships takes time and genuine engagement — it is a practice, not a

transaction

Organizations and communities

• Professional associations, alumni networks, industry groups, nonprofits, and conferences

• If your book is relevant to a community, that community can become a distribution channel: bulk

orders, speaking invitations, recommended reading lists

Media and reviewers

• Book bloggers, podcasters, trade publications, and local media

• Reviews and features build credibility and drive discovery

Other authors

• Cross-promotion, joint events, anthology contributions, blurbs and endorsements

• The author community is more collaborative than competitive — especially in indie publishing

Industry professionals

• Editors, agents, book coaches, publicists, and speaking bureaus can all be referral sources

• If your book is professionally produced and well-positioned, these professionals are more likely

to recommend it
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What to Do Next

You do not need to have all of this figured out before you start. But you do need to start thinking about

it.

Here are the questions that matter most right now:

1. Can you describe your ideal reader in one sentence? If not, start with positioning.

2. Do you have a way for readers to find you and stay in touch? If not, start with platform.

3. Do you know what your book will cost to produce and what your margin looks like? If not,

start with profitability.

4. Do you have a plan for what happens after launch week? If not, start thinking about practice.

Publishing a book is a project. Marketing a book is an ongoing practice. The authors who succeed

treat both with intention.

This guide is published by Paperbacks & Pixels — a concierge publishing agency for authors who mean

business.
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