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The Indie AuthorHello ALLi members!

Orna Ross  
ALLi director

Welcome to the July issue of TIA. 

We hope your writing and publishing are proceed-
ing well and prospering, in spite of the unpredicta-
ble nature of our lives at present. 

There’s a common misconception among 
non-writers that children’s books are ‘easier’. 
Easier to write, easier to sell. Any children’s author 
knows how untrue that is. And any self-publishing 
children’s author knows they have an even tougher 
time with marketing than adult authors. One author 
who has managed this with superb success is Karen 
Inglis, ALLi children’s book adviser. In our cover 
feature, she explains how it all came from building 
her reputation locally—and how you can do this too. 
See page 7.

As we pass the solstice and the weather pivots to 
warmer or colder, our readers’ tastes change. The 
trade publishing world has traditionally adapted 
its output to these seasonal shifts. Although indie 
authors have a different set of economics, it’s still 
worth publishing with an eye on the seasons. In 
our feature on page 20, we examine how the indie 
author can capitalise on seasonal peaks.

We humans have our own seasons too. Life can 
derail our plans, or our circumstances may add 
to the challenges of publishing. But still we battle 
through. In our feature on page 24, we celebrate the 
members who have published despite a spectrum 
of personal obstacles, from disability, poverty and 
dyslexia to the demands of parenthood. 

Many authors build their careers on series. But not 
every series can—or should—continue for ever. How 
do you know when to finally type ‘The End’? Series 
authors share their wisdom on page 30.

Have you seen our ALLi Twitterchats? Every 
Wednesday you get the chance to quiz a guest 
expert and host Tim Lewis live on Twitter, about a 
vital aspect of author business and life. See recent 
highlights on page 35.

Twitterchats are one of the many ways ALLi is 
reaching out to members. How could you reach 
out to readers? This issue, we’re featuring excerpts 
from two ALLi books that will help you do that. On 
page 36, we explain how to start a podcast. On 
page 40 we discuss how to find the readers who will 
be your staunchest fans and superfans. 

All this alongside our regular features—the news 
roundup from Dan Holloway (page 5), a taster of 
the fact-packed posts we ran on the ALLi Self-Pub-
lishing Advice blog (page 18), and last but not least, 
our member interviews. We know it all starts with 
you, the creative person who took this path to 
publish your work, and nobody knows this better 
than our multimedia manager Howard Lovy, who 
every week celebrates our members’ originality 
and talent in his Inspirational Indie Authors podcast 
(page 16). 

If we’re missing something you’d love us to have in 
your member magazine, we’re eager to know. As 
always, suggestions or comments are welcome at 
info@allianceindependentauthors.org.

Thank you for reading and for being an ALLi 
member. 

Till next time, happy writing and publishing!

http://amazon.com/kdpjumpstart
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The Indie Author

Each week on the ALLi blog, our news-
hound Dan Holloway brings us the 
latest trends and stories of interest to 
indie authors. Here’s his roundup of the 
most significant recent stories over the 
past quarter

This is not a column specifically about Jeff 
Bezos, but there’s no escaping the influence 
he’s had on all our lives. So just as I couldn’t 
avoid mentioning his stepping aside letter last 
month, this month I have to start with the fact 
that someone just paid $28m to fly into space 
with him on one of the Blue Origin missions 
he’s leaving Amazon to devote his time to. 
My first thought was that as far as lobbying 
opportunities go, I’ve seen things that are 
worse value—just think of the issues you could 
raise about KDP if you had him as a captive 
audience for the duration of a flight.

Much of the important news this month has 
been about what many people consider the 
drier aspects of the writing life, such as copyright 
law and legal disputes. I would urge people to 
look back over my weekly column for an es-
sential guide to the European Union’s copyright 
directive, but I want to take this opportunity to 
talk about a couple of broader issues.

The event from the last few months that’s 
most likely to influence all our futures is the 
partnership between Spotify and Storytel. It 
represents the moment when even the most 
contrarian of commentators can no longer 
deny the importance of streaming for how 
people choose to consume books. Storytel 
has grown rapidly in recent years and now has 
1.6 million subscribers. Unlike Amazon, it has 
pursued local markets, and now has platforms 
in 25 countries. Spotify is, of course, much 
much larger than Storytel, and has 158 million 
subscribers.

When announcing the partnership, Spotify 
stated: “It is Spotify’s goal to be the singular 
platform for all audio: music, podcasts, live 
conversations, and now via this partnership, 
audiobooks.” There is no doubt that Spotify 
sees itself as the future of audiobooks.

There are some key take-homes from this 
development. First, subscription is here to 
stay. And while Spotify will not, yet, be pushing 
Storytel to all its users, the trajectory is clear. 
This means that as indie authors we have an 
opportunity to get on the subscription ship 
early. But we also have a responsibility to learn 
what’s coming down the line and prepare. We 
can’t ignore the fact that consumers increas-
ingly expect their culture in subscription 
streams. And they expect those subscriptions 
in an all-you-can-eat format. We can’t pretend 
that won’t have an impact on the rate of 
royalties. And we need to have a plan for that.

Second, Amazon is not necessarily the future 
of audiobooks. Audible has been slow in 
rolling out to different markets, and slow in 
introducing all-you-can-eat subscriptions. And 
it has, of course, had some very high-profile 
problems. So while we might imagine Amazon 
will automatically emerge as the biggest 
player in the market once the dust has settled, 
that’s far from certain. Again, we need to think 
and prepare fully.

I’ll conclude with something that has been an 
anomaly in the bookselling world for a long 
time. It’s one of the things no one really talks 
about. But it’s always there under the surface, 
bubbling away and creating inconsistencies 
and hypocrisies in people’s lines of reasoning, 
resentments between authors and readers, 
antagonisms to booksellers that can’t be 
shared in decent company. 

It is, of course, the fact that authors make no 

July 2021 
self-publishing  
news
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royalties on the sales of second-hand books. 

The advent of blockchain technology has 
modified that somewhat. It is now possible 
to write royalties for every subsequent sale 
into the smart contract with which a book is 
published. But while the publishing industry 
has always, thanks to returns and pulping, had 
issues on the eco front, blockchain technology 
threatens to take those issues to a whole other 
level. But how might authors be rewarded 
when books are sold through second-hand 
stores? That’s always been a problem.

Until now. AuthorSHARE is a new scheme in 
the UK set up by William Pryor of Bookbarn 
International in partnership with World of 
Books Group. In the first year, a £200,000 fund 
will be administered by the Authors’ Licensing 
and Collecting Society (ALCS). This is the 
group that distributes royalties to authors from 
library lending. Sales figures from participating 
stores and groups will go to ALCS, which will 
distribute up to £1,000 to authors in two chunks 
each year. The scheme has the support of the 
Society of Authors (SoA) and undistributed 
funds will go into SoA’s contingency fund for 
authors. This seems like an excellent scheme, 
and I am happy to confirm, with thanks to 
ALLi’s Margaret Skea, that the contingency 
fund is open to indie authors who have been 
affected by the pandemic.

One of the new technologies built on the 

blockchain is the non-fungible token (NFT)—a 
special traceable edition of a work in electron-
ic form, the equivalent of numbered limited 
editions in print. One problem with the NFT 
technology is its environmental impact, but 
BooksGoSocial has addressed this by using 
Wax as its blockchain platform. This means 
indies can create NFTs that are certified 
carbon neutral. And BooksGoSocial has just 
celebrated its first $100 NFT sale with Caitlin 
Lynagh’s science fiction title Quantum Mes-
senger. Huge congratulations to Caitlin, and to 
BooksGoSocial for at least partly proving the 
concept. For more about the potential of NFTs 
and BooksGoSocial's initiative, see Roz Morris's 
feature on page 11. 

Dan Holloway writes poetry, non-fiction, thrillers 
and literary fiction. Find out more at  rogue-
inter-robang.com and tweet him at   
@agnieszkasshoes

If you have a story you think 
would suit our news column,  
write to Dan directly:  
news@allianceindependent 
authors.org

mailto:news@allianceindependentauthors.org
mailto:news@allianceindependentauthors.org
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Marketing and selling our books is a chal-
lenge at the best of times, but children’s 
books present their own difficulties. ALLi 
member Karen Inglis is something of a 
superstar in indie children’s publishing. 
Her time travel adventure The Secret 
Lake has sold over 300,000 print copies 
in the English language, has been 
translated into eight languages and has 
been on bestseller lists in the UK, US and 
Canada since 2018. And that’s just one of 
her titles. She’s also ALLi’s children’s book 
adviser and the author of two guides for 
writers. Here, she gives tips for building a 
successful author brand   

This autumn it will be 10 years since I self-pub-
lished my first title The Secret Lake. I still have 
my first ever royalty cheque for $37 as I had no 
way of cashing it in those days and Amazon 
didn’t pay electronically.

By the end of 2017 I had sold around 7,000 
copies, mostly at face-to-face events—school 
visits, local fairs and Waterstones signings. It 
was a lot of hard work and determination. 
Then Amazon ads opened up for the UK—and 
the UK sales really took off. The Secret Lake 
has now sold over 300,000 English language 
print copies, over 8,000 paid audiobooks and 
nearly 20,000 paid-for e-books. The e-book 
has never been free—it was just too much hard 
work and too precious. I’ve sold rights to seven 
countries and I managed the translation into 
German where it’s become a bestseller.

I’ve since released four other books, The 
Christmas Tree Wish, The Tell-Me Tree, Walter 
Brown and the Magician’s Hat  and Eeek the 
Runaway Alien. All have sold in their thousands 
except one that is around 900 copies.

Although advertising really helped, and US 

sales took off once the reviews built up in the 
UK, I still feel it all happened because I built 
my brand locally first, over several years. I’d 
strongly recommend that to any indie author. 
Start locally, and build your confidence and 
reputation.

You might have to adapt these recommenda-
tions for pandemic restrictions, but they should 
still be possible. If you can’t visit a bookshop, 
school or library in person, make contact by 
email, snail mail or even a hand-delivered 
letter.

Approach local libraries
Ask your local library if they run story time 
sessions for children. If so, offer to host a free 
event there. This is a great way to test the 
water with live events and, since you won’t be 
charging, you won’t feel pressurised.

Bear in mind that libraries may need a couple 
of months’ notice to set an event up, so ask for 
a meeting with them, plant the idea and go 
from there.

My first ever event was at our library in Barnes 
(the London ‘village’ where I live). I was terrified 
that no one would turn up—or hordes of 
people would. In fact, it worked out perfectly. 
It was me, my younger sister, who took photos, 
seven children, seven adults and a few of the 
library staff. The librarian even put up flags and 
provided tea, orange juice and biscuits.

To publicise the event I created A4 and A5 
flyers that I put up at the library and distributed 
at local schools. This is easy to do using the 
website Canva.com and a colour printer. After 
the event I shared my sister’s photos on my 
blog and Twitter account. These days I’d also 
share them on my Facebook and Instagram 
pages, and add suitable hashtags to catch the 
attention of wider audiences.

How to sell  
children's books

The Indie Author
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Approach local bookshops
Many local bookshops will support local au-
thors if the quality of your book is professional 
and it’s a good fit for their clientele. Although 
they will be able to order your book online 
via the Ingram feed, most will prefer to take a 
small amount of stock on consignment (sale or 
return) to see how sales go.

I recommend visiting the bookshop in person 
to get a feel for the place—and perhaps buy 
a book and chat with the staff to find out who 
looks after the buying side. Take along a copy 
of your book and a title information sheet that 
includes a link to your website. Again, Canva 
has good designs. Don’t necessarily expect 
to use these right away. If the shop is busy, the 
last thing staff will want is an unexpected sales 
pitch from an author they’ve never heard of.

If the buyer isn’t there, ask when the quietest 
time might be to pop back for a chat. At this 
point you could mention your book and leave 
your title information sheet. If the buyer is 
there, play it by ear. If everything is busy you 
could leave the information sheet or a copy of 
the book and offer to drop back at a later date.

So what is a title information 
sheet?
This is an A4 sheet, or similar size, designed to 
introduce and sell your book to book buyers. 
The key components should be:

• Book cover image.

• Other images from inside the book, if room.

• ISBN and page count.

• Publisher name and publication date.

• RRP.

• Target age range and topic/genre.

• Synopsis/blurb.

• Any testimonials.

• Author details.

• Contact details: website, email, phone.

Also include one or both of the following:

• Whether the book is available locally on 
consignment and on what discount—40% or 
whatever you decide.

• Whether the book is available to order from 
wholesalers.

Support your bookshop with 
local marketing–checklist
If the bookshop agrees to take your title, go 
out of your way to make sales a success.

• Offer to host a story time and signing session 
if they have a suitable space.

• Support them by putting up flyers locally to 
let parents and children know that signed 
copies of your book are available at the shop. 
I did this when first starting out, making use 
of notice boards in coffee shops and local 
newsagents in areas popular with young 
families. Again, I used Canva for design.

• Offer to provide a ‘shelf talker’ about your 
book—these are the mini book blurb and 
review labels encased in plastic that you see 
hanging off the shelves in many bookshops. 
I’ve done this with all of my books locally, and 
with Waterstones in the early days. Check 
the dimensions the shop would prefer, then 
create using Canva.

• If you send press releases or articles to local 
publications or websites, make a point that 
signed copies of your book are available 
at XYZ bookshop. Also state this on any 
other marketing material you produce. This 
includes the ‘Where to buy my books’ page 
on your author website.

• Offer to visit the shop to sign books for 
personalised orders—provide a flyer for their 
till that promotes this offer, and spread the 
word via your social media accounts.

• Offer to work with the bookshop on local 
school events. You charge a fee to the school 
for your time, and the 
book sales are organised 
and pass through the 
bookshop.

Contact local 
schools
Local schools offer the 
perfect opportunity to 
connect with young read-
ers, sell your books and 
raise the profile of your 
author brand through 
word of mouth.

That’s the good news. 
The less good news is 

The Indie Author



www.allianceindependentauthors.org   |   @indieauthorall  |  9       

The Indie Author
that you must be prepared to put in a lot of 
hard work to get a foot (or a book) inside their 
doors.

Schools are incredibly busy places. They are 
dealing with educational trips, exams, inspec-
tions, sports days and other events, so organ-
ising a visit from an unknown author isn’t likely 
to be a top priority for them, unless you strike 
lucky. This is why it can take a lot of time to get 
a meaningful response about a potential visit. 
And many schools will have authors booked 
months ahead of time.

But don’t give up. If you plan ahead and are 
professional and methodical, you will get there.

I can’t tell you how many hours I spent in the 
early days trying to find the correct contact 
names, tailoring emails and following up 
when I didn’t hear back only to be told the 
teacher wasn’t available or that they’d get 
back to me (but they didn’t), or to discover the 
person I had been told to contact had left. It 
can be very disheartening, but I’ve come to 
realise that the school and the staff are just 
horrendously busy. Emails can be overlooked 
or forgotten about. I was convinced some 
schools were actively avoiding me, but they 
turned out to be delightful when I finally visited 
them. This was often a year or two after the first 
time I contacted them.

To this day there are local schools that I’ve not 
managed to get into, despite several rounds 
of conversations and emails. I no longer take 
this personally. I put it down to their being 
super-busy—or simply booked up with more 
well-known authors. But I will try them again at 
some stage.

Schools you attended yourself
If it’s feasible logistically, why not also contact 
the school you went to as a child? You are 
likely to find it easier to book a visit here than 
at many other schools. When I contacted my 
old primary school they were thrilled, and I 
spent a day telling classes about my first three 
books.

Next on my to-do list is to try to arrange visits 
to other schools in the area. This is feasible as 
my relatives still live there, which means I can 
stay overnight and so avoid a potential cost for 
the school.

Contacting schools–checklist
• Get the name of the literacy co-ordinator or 

school librarian from the school’s website or 
office.

• Tailor each email, referring to the school 
by name and to the pupils by gender if the 
context is appropriate—for example, if your 
book is loved by girls and you’re targeting an 
all-girls school, you might mention this.

• Mention any local connections. This might be 
the story, or local bookshops that stock your 
book, or the fact that you were a pupil at the 
school.

• Include thumbnails of your book cover in the 
body of your email or in the sign-off to make 
the message stand out more.

• Briefly outline the age groups your books 
are suitable for and the suggested format of 
your visit. Will you offer readings with a Q&A, a 
workshop or both?

• Attach an overview PDF about your titles. This 
is similar to your title information sheet. Write 
one page per book and include a blurb, a 
thumbnail of the cover, a couple of interior 
illustrations if relevant, age range and a 
notable review or testimonial.

• Attach a document titled ‘Visit format’, 
describing how you will run your sessions and 
session length.

• Don’t mention fees until you have personally 
spoken with your contact—unless you’re able 
to offer a free visit.

Over time, you’ll need to update these PDFs as 
you sell more books and get more reviews. For 
example, The Secret Lake was considered for 
adaptation by Children’s BBC TV a few years 
ago, so I now include that in a section I call 
‘Interesting to know’.

Local press, magazines or  
community websites
Local newspapers, magazines and community 
websites are always on the lookout for timely 
and engaging stories, so don’t be shy if you 
have an angle to promote your book. You have 
nothing to lose except for the time it takes to 
find the contact and draft your press release. 
If your pitch comes to nothing, you’ve at least 
had practice at writing a press release and 
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made contacts that might be useful in the 
future.

In your pitch, include an engaging image as 
well as your own headshot with a short bio. I 
pitched our local village magazine with a story 
about my most recent title The Tell-Me Tree, 
and included a pic of my visit to a bookshop. 
The magazine published a short article that 
went to several thousand households. Of 
course, I was sure to mention that the book is 
available to order from the local bookshop as 
well as online.  

Approach playgroups and other 
parent groups
If you have a picture book, you could 
approach local playgroups or other parent 
gatherings and offer a free talk and the chance 
to buy signed books. Or you could offer to 
host an event at a parent’s home. If you do this, 
you’ll slowly start to spread news about your 
brand.

Local events and fairs
Look out for school fairs, charity fêtes and 
other local events where you could take a 
table and sell your books. The cost of table 
hire is likely to be low and even if you only sell 
enough books to break even, you’ll be raising 
your profile. And if you make a loss, you’ve still 
raised your author profile and had a fun day.

One fair I attended led to a whole-of-school 
visit after a parent bought The Secret Lake 
for her daughter who took it into school and 
mentioned that I was local. 

Added benefits of local 
marketing 
Never underestimate the value of local mar-
keting. In my case it has led to:

• Invitations to judge poetry competitions at 
two local schools—which in each case led 
to paid whole-of-school visits later on and 
many book sales.

• Requests to run self-publishing training at the 
Barnes Children’s Literature Festival.

• A photo op with a famous sports journalist 
holding Eeek! The Runaway Alien—which was 
great for social media.

• A request to run a free after-school author 
talk to help raise funds for a local primary 
school’s library, which led to a huge number 
of book sales since the parents (who hold the 
purse strings) were in attendance.

Always start local
Although I now have good sales internationally, 
I still start locally with every new title, using 
these strategies alongside wider ones. And 
don’t forget how far your local brand can 
spread—there are countless photo and content 
opportunities for social media marketing use.

 Karen Inglis is ALLi’s children’s book adviser. She 
writes picture books, chapter books and short 
middle-grade novels for ages three to 11 and has 
presented on children’s self-publishing around the 
UK. Find out more about Karen on her website, 
and tweet her as @KarenInglis. This article is 
adapted from Karen’s book How to Self-publish 
and Market a Children’s Book published as 
Karen P Inglis.

 

ALLi organization 
partner: The  
Society for 
Children’s Book 
Writers and  
Illustrators (SCBWI)
ALLi is proud to have SCBWI as 
its first organization partner 
member.

SCBWI is one of the largest organizations 
for writers and illustrators in the world. 

Members work in the fields of children’s 
literature, magazines, film, television and 
multimedia and are becoming increasingly 
interested in self-publishing.

Membership of SCBWI offers many benefits 
including a yearly publication The Essential 
Guide to Publishing for Children, a book award, 
promotional opportunities including book 
birthday celebrations, a member bookstore 
and a school visit “speakers’ bureau”.

For more information, contact Laurie Miller 
at lauriemiller@scbwi.org

http://selfpublishingadventures.com/
http://selfpublishingadventures.com/
https://twitter.com/kareninglis
https://twitter.com/kareninglis
https://selfpublishingadventures.com/how-to-self-publish-and-market-a-childrens-book/
https://selfpublishingadventures.com/how-to-self-publish-and-market-a-childrens-book/
https://selfpublishingadventures.com/how-to-self-publish-and-market-a-childrens-book/
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How authors can  
use non-fungible 
tokens (NFTs) to 
deepen relationships 
with readers and earn  
more money
Depending on your point of view, NFTs 
are the new shiny, must-do thing or 
the new flash in the pan. But what are 
they and are they worth authors’ serious 
attention? Roz Morris, who writes literary 
fiction, takes a look 

According to ALLi director Orna Ross, direct 
selling and non-fungible tokens (NFTs) are an 
opportunity for author-publishers to deepen 
relationships with readers and break the 
stranglehold of book pricing where books are 
sold too cheaply, given the amount of time 
and skill they take to create. NFTs allow creative 
people to charge premium prices for original 
works and works with a personal touch—and 
consumers are paying for this special connec-
tion. We’re already seeing this in the art world 
and now it's crossing to books.

I publish literary fiction and we all know what 
that means for marketing: we have a harder 
time reaching readers. Poets and memoirists 
also know this. Digital marketing is great, but it 
works best when you can narrowly define your 
reader and your niche, as genre authors do. 
But our work is generally defined by not fitting 
easily into niches.  

NFTs cut across the category and keyword 
classification of online selling. Could they be a 
way to make a virtue out of our individuality? 

Wait! I sense panic in the room. Let’s take a 
calming breath and a few definitions. 

What are NFTs?
More to the point, what is fungible? Fungible 
is a legal term for goods that are replaceable 
or  interchangeable. So non-fungible items are 
unique, and the 'token' part provides evidence 
of that. NFTs are a way to sell digital files with a 
unique fingerprint. 

One of the great flaws of digital files is that 
they’re so easily copyable. But NFTs carry 
an identifier, registered through blockchain 
technology. An NFT is not just A file. It’s THE file, 
made by a particular person. 

An example everyone’s quoting at the 
moment is the original file of the first ever 
tweet. Here’s another example I like—Tim Bern-
ers-Lee recently sold the document where he 
wrote the original source code for the internet. 
It’s probably not the only copy of the internet 
source code, but it’s the file he wrote, on his 
own computer, and that can be proved. 

Right now, these NFTs are making headlines 
because they’re selling for millions of dollars, 
and that’s because of the notoriety of their 
creators or the product. But the essential 
nature of an NFT is that it is an item that has 
value because it is unique. A signed Picasso is 
an NFT, in meatworld. So is an original printed 
manuscript or a signed book. NFTs are the 
digital version of these collectables. They are 
digital collectables.

The Indie Author
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Genre authors show the way
Genre authors are already leaping on the 
possibilities. On the self-publishing and book 
promotion platform BooksGoSocial, authors 
are selling NFT editions of their books with 
hand-painted cover art, pictures that inspired 
the story and exclusive interviews. And they’re 
going beyond traditional static media. As 
well as pictures, they’re including animations, 
videos and audiobooks.

NFTs allow you to create one-offs or limited 
editions. What if you had several options for 
your cover? If your designer agrees, you could 
release an NFT version of the book with the 
alternate cover. This was one of the ideas 
discussed in a recent Creative Penn podcast 
with ALLi business adviser Joanna Penn and 
short fiction author and editor John Fox, who is 
an evangelist for NFTs. Listen to it here.  

There are opportunities here for all stripes of 
author, and for once that includes the authors 
who are awkward to pigeonhole. NFTs are 
all about the individual touch, about special, 
limited-edition work that will be valued by 
people who enjoy our unique style. 

The polymath author
Many authors are not just authors. We’re also 
musicians, artists or cover designers. Or all of 
these. Would our readers like to see us use our 
other talents to enhance our books? Your true 
fans want you—and your polymath soul is all of 
you. 

What can you charge?
Obviously you won’t be charging silly millions, 
but a rare or unique work should command a 
premium price. What should that be? 

On BooksGoSocial, authors are asking $29 to 
$100—and the $100 offering has just sold out 
(as mentioned by Dan Holloway in his news 
column, page 5).

Laurence O’Bryan, founder of BooksGoSocial, 
believes NFTs are an important step for author 
livelihoods. “Authors can charge more for NFT 
e-books than the very low e-book pricing that 
Amazon encourages. This pricing has inspired 
a race to the bottom, with authors competing 
with each other at 99c. Also, this pricing has 
produced the constant pressure to write 
more, either through long series or fast release 
schedules.”

Important-you get income if 
the item is resold
Here’s a business reason for having NFTs in 
your portfolio. A holder of an NFT can resell it, 
and each time, a proportion of the sale price 
goes back to you through the digital log of 
ownership. Imagine receiving a royalty when-
ever a copy of your book is sold secondhand. 
That’s never been possible before.

How do you make NFTs?
Processes are changing all the time. I had a 
quick look at an NFT creation platform called 
OpenSea, and the steps are not dissimilar 
to setting up on any online sales platform— 
create an account, upload details and files, 
fine-tune your profile. This link goes to a 
walkthrough. 

OpenSea caters for all kinds of creators, but 
one NFT platform specifically for authors is 
available on BooksGoSocial, which is an ALLi 
partner member. (See the box, right.) 

What does it cost?
There are blockchain transaction costs, 
known in the jargon as “gas fees” and “minting 
fees”. These seem to vary enormously at the 
moment because the market is young and 
volatile. John Fox estimates the cost at be-
tween $10 and $100, depending on when you 
do it. His article here is worth reading. 

The Indie Author

https://www.thecreativepenn.com/2021/06/11/nfts-for-authors-publishing/
https://opensea.io/blog/digital-art/the-beginners-guide-to-creating-selling-digital-art-nfts/
https://opensea.io/blog/digital-art/the-beginners-guide-to-creating-selling-digital-art-nfts/
https://thejohnfox.com/2021/04/9-ways-writers-can-use-nfts/
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Blockchain, NFTs. So new! Will 
they last?
We’ve all seen bubbles. Investors are currently 
speculating on portfolios of NFTs that are 
valued at millions of dollars. Creators are trying 
out the market, seeing what they can get away 
with selling. Some of it will be tat. That’s to be 
expected.

The better we know our readers, the better 
we can judge what is worth making. I’ve just 
published a novel about rock musicians, which 
drew on my teen years writing songs. Songs 
stirred in my mind as I wrote the prose. Now, 
readers tell me ‘I wish I could see or hear this 
band.’ I guess they are indicating what I might 
make as an NFT. Indeed, fantasy author Caitlin 
Lynagh has already done this with the NFT she 
created of her novel Quantum Messenger—she 

included the lyrics to a song written by a char-
acter in the book, and a link to a performance 
by an electropop band.

This is the value for creators: a new way for 
authors to make content that is meaningful 
and special to our readers—and perhaps also 
a new income stream, because we can always 
keep a piece of it. The possibilities are many.

Roz Morris writes literary fiction, craft  
books for writers (the Nail Your Novel series) and 
narrative non-fiction. She has just released her third 
novel, Ever Rest. She teaches writing masterclasses 
for The Guardian and is also an editor. Find out 
more at rozmorris.org and tweet her on 
 @Roz_Morris

How authors can create NFTs 
with BooksGoSocial

Q&A with Laurence O’Bryan, author 
and founder of BooksGoSocial
Roz How do authors create NFTs on Books-
GoSocial (BGS)?

Laurence BGS is creating a series of NFT drops 
in 2021 testing price points, ease of delivery 
and if there is demand from authors. Our first 
drop was of 14 books and took place on 24 
June. See them here. No author was charged 
to produce these. Some of these NFTs are sell-
ing. One, at $100, has sold out, which we believe 
is a record price for an e-book anywhere in the 
English speaking world. 

Roz Can an author create an NFT on BGS if 
they’re not already a member? 

Laurence Yes, authors can submit without 
paying. We must be selective in order to 
get a cross-section of genres and provide 
opportunities for the most creative special 
edition e-books. We can include MOBI, ePub 
(if DRM is needed), extra text files, audio and 
moving covers (GIF or MOV) and even creative 
book trailers.

Amazon has mostly restricted authors to just 
text, but many authors these days have visuals 
and audio files to accompany their books. With 

our NFT e-book special editions, authors can 
exploit the full potential that the digital world 
provides. 

Roz Could an author sign up just to use the 
NFT service?

Laurence Yes, any author can sign up. Use this 
link. We are styling this as a competition. Our 
next NFT ebook drop will be in August.

Roz What are the costs to create an NFT?

Laurence BGS is paying all fees which will 
be deducted as costs. These costs (gas/NFT 
minting fees mainly) are 5 percent of the sale 
price. That means 90 percent of the remainder 
will go to the author as royalties. That’s a 90 
percent net royalty rate to authors.

Roz If BGS ceased to operate (sorry, I have to 
ask this!), what would happen to the record of 
the NFT? How could authors keep track of new 
sales of the NFT?

Laurence The NFT contracts are stored on the 
Wax currency system. Details of Wax are here. 
Wax is the NFT system used by William Shatner, 
Marvel and Atari and is soon to be the NFT 
system for eBay. If BGS goes out of business 
the contracts will remain on Wax. But BGS has 
been in business since 2014 and does not rely 
on this NFT service to exist.

http://rozmorris.org
http://www.twitter.com/roz_morris
https://booksgosocial.com/nfts/
https://forms.gle/Yt68TPmokVbdYbv77
https://forms.gle/Yt68TPmokVbdYbv77
https://booksgosocial.com/2021/06/17/our-carbon-neutral-nfts-more-information-2/
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No matter what your interest or expe-
rience level, ALLi has a podcast to help 
you expand your self-publishing toolbox. 
Here are some highlights from this past 
quarter

Advanced Self-Publishing  
Podcast with Orna Ross and 
Joanna Penn

Top tips, tools and trends for running a 
successful author business with ALLi director 
Orna Ross and ALLi business adviser Joanna 
Penn, plus analysis of the latest self-publishing 
news. This salon is for those who know how to 
self-publish and want to expand their income 
and influence.

Find all the Advanced Self-Publishing podcasts 
here: allianceindependentauthors.org/
advanced-salon/

Recent highlight:
Debunking myths about self-publishing 
and indie authors: We explore the top 10 
myths about self-publishing and indie authors. 
Some people think all self-publishers are 
amateurs, that we can’t get our books into 
bookstores, that we never use trade publishers, 
that we can’t win prizes. And what about the 

myths we might believe ourselves, one of 
which is: “authors can’t make money.”

selfpublishingadvice.org/
myths-about-self-publishing/

Members’ Q&A with Orna Ross 
and Michael La Ronn

Answers to members’ current self-publishing 
queries, with ALLi director Orna Ross and ALLi 
partner liaison and US ambassador Michael La 
Ronn. All are welcome to listen and learn, but 
only ALLi members can submit questions.

Find all the Members’ Q&A podcasts here.

allianceindependentauthors.org/
membersqa/

Recent highlight:
What’s the best way to keep in touch with 
my readers?

Do editors charge different rates for 
non-native English speakers?

Does Barnes & Noble Press allow full control 
of copyright?

selfpublishingadvice.org/
keep-in-touch-with-readers/

Direct to your ears: 
the full list of AskALLi  
podcasts

http://allianceindependentauthors.org/advanced-salon/
http://allianceindependentauthors.org/advanced-salon/
https://selfpublishingadvice.org/myths-about-self-publishing/
https://selfpublishingadvice.org/myths-about-self-publishing/
https://www.allianceindependentauthors.org/membersqa/
https://www.allianceindependentauthors.org/membersqa/


The Indie Author

www.allianceindependentauthors.org   |   @indieauthorall  |  15       

The Indie Author
Foundational Self-Publishing 
with Orna Ross and Dan Parsons

Each episode, ALLi director Orna Ross and 
ALLi's Production Manager Dan Parsons dis-
cuss a theme that’s important to indie authors 
at all levels. 

Find all the Foundational Self-Publishing 
podcasts here.

allianceindependentauthors.org/
fiction-nonfiction-podcast/

Recent highlight:
Bare bones publishing for beginner indie 
authors: The absolute basics of book pub-
lishing and promotion. In an ideal world you 
should hire a professional editor, cover design-
er and marketing assistant, but when starting 
out, most indie authors find both time and 
money are in short supply. So what’s essential, 
and what can you skip for now?

selfpublishingadvice.org/
bare-bones-publishing/

Poetry with Orna Ross and 
guest poet

Each month, ALLi director Orna Ross talks to a 
guest poet, discussing how to prosper through 
self-publishing and building a community of 
poetry lovers.

Find all the poetry podcasts here. 

allianceindependentauthors.org/
self-publish-poetry-podcast/

Recent highlight:
Launching a second poetry collection, with 
Orna Ross and Emma Blas: Poet Emma 
Blas tells Orna the lessons she learned from 
publishing two collections of poetry, including 
recruiting an ARC group, doing a blog tour and 
setting up a newsletter. They also discuss book 
formats and sales channels. Inevitably, some 
things worked, others didn’t—but most of all, 
Emma talks about the importance of trusting 
the ebb and flow of creativity.

selfpublishingadvice.org/
second-poetry-collection/

Series now concluded.Our #AskALLi advice sessions are 
broadcast first as video livestreams each 
Monday, on Facebook, YouTube and in 
the ALLi member forum. The podcast is 
released on the ALLi blog each Friday at 
1pm, with full transcript and shownotes.

Catch the latest episodes at: 
Self-PublishingAdvice.org/category/
podcast-video/

Want the new episodes as soon as they 
come out? Subscribe in your favorite 
podcast player to download new 
episodes automatically. Or sign up here 
for an email whenever new episodes go 
live allianceindependentauthors.org/
askalli-podcast/

https://www.allianceindependentauthors.org/fiction-nonfiction-podcast/
https://www.allianceindependentauthors.org/fiction-nonfiction-podcast/
https://www.allianceindependentauthors.org/self-publish-poetry-podcast/
https://www.allianceindependentauthors.org/self-publish-poetry-podcast/


16  |  www.allianceindependentauthors.org  |  @indieauthoralli

The Indie Author

Self-Publishing News podcast: 
Dan Holloway and Howard Lovy

ALLi news editor Dan Holloway and multime-
dia manager Howard Lovy bring you the latest 
in indie publishing news and commentary.

Find all the Self-Publishing News podcasts 
here.

allianceindependentauthors.org/
self-publishing-news/

Recent highlight:
Storytel hooks up with Spotify for  
audiobooks: Howard and Dan talk about the 
audiobook partnership between Storytel and 
Spotify, which should give Amazon’s Audible a 
run for its money. They also discuss new ways 
authors can connect with fans.

selfpublishingadvice.org/storytel/

 

Tune in to our weekly podcast interviews 
with ALLi author and authorpreneur 
members who are publishing their own 
books, their own way. Here these innova-
tive authors explore the motivations and 
inspirations with Howard Lovy, ALLi’s 
multimedia manager. Here are a few 
highlights of recent interviews

Benedict Brown
Benedict Brown selfpub-
lishingadvice.org/ben-
edict-brown/ is a crime 
fiction author who started 
out writing for children. He 
loved the creative freedom that came with 
writing books for kids. He found out the hard 
way that it’s a very competitive market for 

traditionally published authors. That’s when he 
discovered self-publishing and turned to a life 
of crime … well, crime fiction. 

Benedict tries to surprise readers even within 
the confines of what is expected in the genre.

“What makes my books individual is that the 
characters are fleshed out and funny,” he 
says. “They’re warm characters or despicable 
characters, depending on their role, and I 
don’t read other people’s books and try to 
copy them. I try to be original within a genre in 
which it is very difficult to be original.”

Mirinda Kossoff
Mirinda Kossoff self-
publishingadvice.org/
mirinda-kossoff/ grew up 
in the small town of Danville, 

Tell us your  
backstory:  
Inspirational Indie  
Authors podcast

https://www.allianceindependentauthors.org/self-publishing-news/
https://www.allianceindependentauthors.org/self-publishing-news/
https://selfpublishingadvice.org/benedict-brown/
https://selfpublishingadvice.org/benedict-brown/
https://selfpublishingadvice.org/benedict-brown/
https://selfpublishingadvice.org/benedict-brown/
https://selfpublishingadvice.org/mirinda-kossoff/
https://selfpublishingadvice.org/mirinda-kossoff/
https://selfpublishingadvice.org/mirinda-kossoff/
https://selfpublishingadvice.org/mirinda-kossoff/
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Virginia. And all she ever thought about during 
her childhood was how to get out of Danville 
and begin a life of adventure and travel. She 
did that, until her father’s suicide brought her 
full circle, back to Virginia, to rediscover her 
father, who had converted from Judaism to fit 
in with Southern culture. She not only learned 
about her dad’s demons, but discovered many 
truths about herself, too, when she wrote The 
Rope of Life.

“I was finally able to put the pieces of the 
puzzle together, for the most part,” she says. “I 
felt a sense of relief at finishing the book, and 
when it was so well-received. It’s been a balm 
for my soul.”

Ankur Mahajan
Ankur Mahajan selfpublishingadvice.org/
ankur-mahajan/ turned his childhood desire 
to travel into a career helping people who 
live in war zones such as Afghanistan. Along 
the way, he learned the rich 
subtleties of foreign cultures. 
In Life Beyond Bullets, Ankur 
wanted to give readers a 
sense of what it’s like to live 
in these beautiful places, 
especially in peacetime.

“I wanted to showcase 
the cultural aspects of everyday life in these 
countries,” he says. “What’s it like to be there? 
Also, if you’re going to work there, what steps 
should you take to integrate into the culture?”

Julie Gray
Julie Gray selfpublishingadvice.org/
author-interview-julie-gray/ was fleeing 
grief after the death of a family member. She 
left California and ended up in Israel, where she 
found a new chapter in her 
life and an unlikely friend in a 
survivor of the Holocaust. She 
decided to take a chance 
and write his story as an 
extension of her own. The 
result is The True Adventures 
of Gidon Lev, and a docu-
mentary is now being produced about her. 

Julie says somebody had to write this 
book, given the dwindling population of 
Holocaust survivors, but nevertheless she felt 

overwhelmed by the topic. But finally she 
decided it was a story that only she could tell.

“All the big narratives about the Holocaust 
have been written,’’ she says, ‘‘but they haven’t 
been written like this—a book about writing a 
book, a book about a person 30 years younger 
than a Holocaust survivor, who’s worried about 
writing a book about a Holocaust survivor. I 
went with it, did what I knew how to do.”

Tom Evans
Tom Evans selfpublishingadvice.org/
author-interview-tom-evans/ is a former 
BBC sound engineer who discovered that 
he could do much more than manipulate 
music and vocals. His aim 
was to reverse-engineer 
the brain and figure out 
how to tap into creativity 
itself. Now he has an indie 
publishing career that covers 
everything from hypno-
therapy to metaphysics to 
fiction about the end of the world. And all with 
a cosmic soundtrack.

Lynda Hilburn
Lynda Hilburn selfpublishingadvice.org/
author-interview-lynda-hilburn/ is a 
psychotherapist by day and a paranormal 
fiction author by night. Lynda 
overcame a rough childhood 
and spent a brief period 
as a musician before she 
found her voice as an author. 
Traditionally published at 
first, Lynda discovered that 
true freedom through pub-
lishing her own stories her own way.

Find the Inspirational Indie 
Authors podcast here.

Howard Lovy is multimedia manager of ALLi. He 
is also a journalist, book editor, podcaster and 
memoirist, with credits in Publishers Weekly and 
Longreads, and has been an executive editor of 
Foreword Reviews. Find his website here and 
tweet him at @Howard_Lovy

https://selfpublishingadvice.org/ankur-mahajan/
https://selfpublishingadvice.org/ankur-mahajan/
https://selfpublishingadvice.org/ankur-mahajan/
https://selfpublishingadvice.org/author-interview-julie-gray/
https://selfpublishingadvice.org/author-interview-julie-gray/
https://selfpublishingadvice.org/author-interview-julie-gray/
https://selfpublishingadvice.org/author-interview-tom-evans/
https://selfpublishingadvice.org/author-interview-tom-evans/
https://selfpublishingadvice.org/author-interview-tom-evans/
https://selfpublishingadvice.org/author-interview-lynda-hilburn/
https://selfpublishingadvice.org/author-interview-lynda-hilburn/
https://selfpublishingadvice.org/author-interview-lynda-hilburn/
https://www.allianceindependentauthors.org/inspirational-indie-authors/
https://www.allianceindependentauthors.org/inspirational-indie-authors/
http://howardlovy.com/
http://howardlovy.com/
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On the ALLi blog this year, we’ve been 
continuing our series of ultimate guides 
of tips, strategies and real-life case stud-
ies to help you navigate every level of 
your author business. ALLi blog manager 
Sacha Black gives a taster

Publishing wide: alternative 
book sales outlets for authors 
ALLi always advises authors to publish and 
distribute their books as widely as possible. 
Previously we’ve covered the wide mindset; 
now, in this post, we delve into some of the less 
common sales outlets that are worth explor-
ing. Read about them here. 

Remember, your author website is the best 
place to sell your book. When you sell directly 
through your website, you keep 100 percent  
of the profits after processing fees. If you 
already have an audience on your website— 
for example, if you run a blog that gets good 
traffic—then selling directly on your site is a 
natural next step.

The ultimate guide to network-
ing for indie authors
Networking and meeting other authors and 
industry experts has always been vital, and the 
recent shift to digital events has brought new 
possibilities for growing your author business. 
This post helps you brush up your networking 
skills and prepare for seeing people, peers and 
colleagues—both on screen and in person. 
Read it here.

AI for indie authors: a call for 
comments
Are you concerned about the implications of 
AI—artificial and augmented intelligence–for 
writers and publishers? Or are you excited by 
the potential? Either way, if you’re an inde-
pendent author or self-publishing service, ALLi 
wants to hear your ideas, insights, thoughts 
and recommendations. There’s still time to 
comment—find the post here.

Helping you do  
your thing: the 
Self-Publishing  
Advice blog 

https://selfpublishingadvice.org/alternative-book-sales-outlets/
https://selfpublishingadvice.org/alternative-book-sales-outlets/
https://selfpublishingadvice.org/networking-for-indie-authors-2/
https://selfpublishingadvice.org/networking-for-indie-authors-2/
https://selfpublishingadvice.org/ai-for-indie-authors-call-for-comments/
https://selfpublishingadvice.org/ai-for-indie-authors-call-for-comments/
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How library distribution works 
for indie authors
We all know the value of having our books 
in a library—we can find more readers, in a 
segment of readership we don’t always reach. 
We can also earn additional income from 
library sales and borrows in some territories. 
But how do we get our books into a library and 
how does the distribution system work? Find 
out here.

Thank you
To the dozens of members who have given 
us quotes, case studies and examples—you 
help us make these guides as comprehensive 
as possible. Thanks this quarter to the ALLi 
members and partners who regularly contrib-
ute to posts, in particular, Crave Books, Daniel 
Parsons, Debbie Young, Angeline Trevena, Jack 
Lench, Rachel McLean and Debbie Young.

If there’s a topic you’d like us to cover in an ulti-
mate guide, email ALLi’s blog manager Sacha 
Black  sacha@allianceindependentauthors.org.

Sacha Black writes writing-craft books and young 
adult fantasy novels. She edits the Self-Publishing 
Advice Center blog and manages the Self-Pub-
lishing Advice conference. Find her at her website 
sachablack.co.uk and on Twitter @sacha_black

 

https://selfpublishingadvice.org/how-library-distribution-works-for-indie-authors/
https://selfpublishingadvice.org/how-library-distribution-works-for-indie-authors/
http://sachablack.co.uk
http://cravebooks.com
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Traditional publishing is organized 
around seasons, which you’ll have seen in 
the bestseller charts and the marketing 
activities of bookstores. Should indie 
authors also follow these seasons? Are 
there any aspects we could do in a 
different way, as our business model is 
more nimble? This is the ultimate guide 
to seasonal publishing for indie authors

In trade publishing, a book is assigned to a 
season: Christmas, spring or fall. The in-house 
sales team considers all the books for a season 
and selects some for bigger budgets and 
preferential positioning. The sales reps take 
that season’s catalog to the bookstores. Of 
course, trade publishing revolves around print 
runs, which compete for shelf time. Most of the 
books are destined to be sent back when they 
don’t sell during the time allocated to them in 
that season.

By contrast, digital publishing—e-book and 
print on demand—seems seasonless and 
according to US Publishers’ Weekly, “digital 
catalogues, the 24/7 news cycle, and new rep 
roles threaten to make traditional publishing 
seasons outdated.”

Indie authors are much more nimble and, 
by publishing direct to readers on online 
platforms, escape the constraints of these 
publishing seasons.

But seasonal publishing still has a meaning 
for indie authors, because certain books sell 
better than others at certain times of the year. 

Seasonal reading
We asked ALLi members how the seasons 
affect their reading habits.

Historical fiction author Ayşe Osmanoğlu says: 
“I read far more in the summer, particularly 
when I’m on holiday and lazing by a pool.” 

Cozy mystery author Debbie Young says: “I 
read a lot all year round, and am more likely to 
read books in season (or at least I am unlikely 
to read Christmassy books midsummer), 
although I don’t seek them out according to 
what season we’re in.”

Travel and lifestyle author Lorraine Turnbull 
says: “Reading tends to be autumnal and 
winter, in front of the woodburner or in bed.”

Memoirist and fantasy author Jean Gill says: “I’d 
never read a book with ‘Christmas’ in the title 
except during the Christmas period. My fa-
vourite winter reads are big fantasy adventures 
with treks across snow.”

These are common patterns. Fireside reads in 
autumn, beach reads in summer and special 
editions for Christmas. For northern hemi-
sphere authors, June to August are the months 
for summer beach reads. In the southern 
hemisphere, your readers are on the beach 
from December through February. And what 
counts as a beach book? Typically, it’s thrillers 
and “lighter” reads.

December in both hemispheres brings a 
frenzy of cozy Christmas titles, romance novels 
themed on Christmas, and kids’ stories involv-
ing Santa, reindeer and elves.

Beach bestsellers  
and fireside reads:  
seasonal publishing  
for indie authors-  
the ultimate guide

https://www.publishersweekly.com/pw/by-topic/industry-news/bookselling/article/58454-the-changing-seasons.html
https://www.publishersweekly.com/pw/by-topic/industry-news/bookselling/article/58454-the-changing-seasons.html
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And it’s worth thinking beyond those who 
celebrate Christmas. There are many seasons 
and holidays across the globe that can provide 
opportunities for you to publish—Ramadan, 
Diwali, Hanukkah, Chinese New Year, Easter, 
Summer and Winter Solstice, Beltane, Samhain, 
Yule, Eid, Rosh Hashanah, Holi.

Options throughout the year 
There are also opportunities in the typical 
rhythms of life. January is well known for New 
Year’s resolutions, a time when people pick 
up or restart hobbies, look for fitness or other 
health-related activities or try to accomplish 
something new. This is a boom time for 
non-fiction books, especially niche hobbies or 
self-help topics. If those are your areas, try to 
publish in January or ensure your books are 
out by January.

February often brings a boost to romance 
authors, with Valentine’s day. But consider a 
Valentine’s push if you’re a poet publishing 
love-themed books or a nonfiction author 
specialising in relationships.

October is a good time for horror books and 
anthologies, to capitalise on Halloween.

Also, consider national days. These are 
available for all kinds of niche topics—Science 
Fiction Day, Introvert Day, Mental Health 

awareness, International Women’s Day, World 
Book Day, Black History Month. If Pride Month 
is applicable for your work, you’re in luck—there 
are several throughout the world, according to 
your country. If appropriate, you could team 
up with local businesses or national organiza-
tions to boost each other’s activities. 

And you don’t have to limit yourself to es-
tablished celebrations. Debbie Young makes 
strategic use of each month: “I purposely set 
my books in different seasons as I have two 
series (one complete, one part done) that run 
the course of a calendar year, and differenti-
ating between the seasons adds interest and 
colour and atmosphere. It also means I have 
one in each series that is topical to promote at 
any particular time of year.”

Seasonal creative energy flow
So that’s the seasonal peaks to consider for 
your publishing. What about your own creative 
seasons?

Many ALLi members who are parents find they 
predominantly write during term times when 
their children are at school.

Ayşe Osmanoğlu says: “I can only write in term 
time. Having five children makes it impossible 
to find any quiet writing time during the school 
and university holidays. I also find it far easier 
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to write when the weather is dull and grey, so I 
definitely write less during the summer.”

Debbie Young has a similar routine: “While my 
daughter has been at school, I’ve written more 
in term-time when I have more time to myself 
at home during the day, and I’ve tended to 
take the school holidays off to be with her 
and to let my creative batteries recharge. 
However, as she has just left school and begun 
a pre-university gap year, I’m going to have 
to recalibrate my schedule to make sure I get 
plenty of writing done without missing out on 
quality time with her before she flies the nest.” 

But school terms aren’t the only times our 
creative energy fluctuates. Some writers like 
to hibernate more in winter, and report that 
being indoors gives them the opportunity to 
write. For others, being indoors is a time for rest 
and recuperation. They find the words come 
more easily in the summer when their energy 
is higher.

Crafts book author Angie Scarr says: “I write 
more in the summer. When I’m a bit sleepless 
my mind switches to creative mode pretty 

easily and I get a lot of sleepless nights in 
summer so I write a lot in the early hours of the 
morning. It’s not always good work but there 
are flashes of inspiration worth collecting. One 
day those ramblings will be published.”

Chick-lit and fantasy novelist Kristina Adams 
says: “I write more in the winter because I 
hide indoors and there’s something about the 
heat that makes me less productive. It’s not 
something I planned, just a pattern I’ve no-
ticed. It works well, though, because my genre 
is most popular in the spring and summer. It 
will be interesting to see how this changes as I 
change genres.”

Seasonal marketing 
considerations
Following seasonal trends can bring head-
aches for marketing. Typically, the price of 
cost-per-click adverts increases because 
everyone, including traditional publishers, is 
trying to push their books. But there are plenty 
of other things we can do to boost sales and 
readership.
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• copyediting and substantive editing
• cover design
• page design and typesetting
• proofreading

• eBook formatting
• author website design
• project management
• book launch plan
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Preparation
Can you do a review drive before your intensive 
sale period to improve the amount of social 
proof you have? When was the last time you 
asked on social media and in your newsletter 
for reviews?

If you want to book newsletter ad spots like 
BookBub, have you applied? Some newslet-
ters must be booked up to three months in 
advance.

Have you considered bundling some of your 
books into a set to sell? If so, what work would 
you need to do, such as formatting the set.

What about working with a group of authors 
to create an anthology of existing or new work, 
based on a theme for an upcoming season? If 
so, how long do you need to write, revise, have 
it professionally edited and designed to ensure 
you hit the perfect launch date?  

Consider promotion. Have you researched 
relevant hashtags? Have you bought seasonal 
imagery for use in adverts?

Also, think local. Are there local events or busi-
nesses who will be running seasonal events that 
coincide with your promotion or something 
connected to your book? Could you reach out 
and connect with them to work together?

Could you run live digital events to promote 
your book where you take questions or play 
seasonal games with your audience?  Also, why 
not instal a shop on your website?

Make good use of scheduling services. Sched-
ule up your social media images. Write your 
mailing list emails in advance. Then, on the busy 
days, you’re free to interact with your audience 
as they comment and reply. And if you’re 
running a discount, don’t forget to schedule 
it in advance on the stores that allow this and 
discount it in time on the stores that don’t. 

As with all aspects of your author business, 
put your readers’ tastes and inclinations at the 
heart of your publishing decisions, where you 
can. Depending on your genre, you might 
get a sales boost by organizing your pub-
lishing schedule around seasonal trends and 
inclinations.  

http://1106design.com
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The last year has been exhausting and 
difficult for many of us. Some ALLi mem-
bers have overcome significant personal 
difficulties to keep writing and publishing. 
Here, they share their stories

Publishing through poverty
Angeline Trevena writes contemporary fantasy 
and soft sci-fi with a feminist dystopian edge. 
She also writes worldbuilding guides for authors, 
co-hosts a podcast and manages events. Find 
out more on her website here.

I grew up working class. I was one of the 
poor kids. Hand-me-down clothes and sec-
ond-hand shoes. Poverty as recognized by the 
UK government, and recognized by the other 
kids at school.

When I decided to try self-publishing, I began 
with a budget of zero. I knew I had to boot-
strap this, so I called in every favour I could. A 
writer I knew from social media taught me to 
hand-code an e-book using Sigil. My brother, 
a graphic designer, created the cover for a 
ridiculously low fee. My beta readers were 
picked from friends, family members, and my 
online network of fellow writers. I couldn’t even 
dream of affording an editor.

When people tell you that every book 
absolutely must be professionally edited, that 
advice, however good, comes from a place of 
privilege. I didn’t have a few hundred-to-thou-
sand spare pounds to pour into this. I was 
wondering how to keep the electricity on and 
food on the table.

And this is how I continued in my publishing 
career. I read and watched everything I could 
about self-editing, but still, every time it 
came up, I felt less than. People argued that 
no book should ever be published without 

a professional edit. Promos on BookFunnel 
demanded proof of professional editing. I’ve 
seen writers without editors shamed, ridiculed, 
and belittled online. It’s the kind of thing that 
can stop someone writing altogether.

We live in amazing times. Anyone can publish 
a book. For so long, published and recorded 
voices have been policed. And voices have 
been silenced based on gender, race, sexuality, 
socio-economics. Marginalized voices have 
been silenced throughout all of history, and 
lost.

But those voices don’t need to be lost any 
more. I don’t want anyone to let their demo-
graphics stop them from publishing. I want 
those voices. I want that legacy to finally exist. 
To be recorded and preserved.

You can bootstrap your publishing business. 
And you can make a success of it. You just 
have to find the workarounds. Mine were:

• Find critique partners. Work closely with 
other writers at each stage of your book. 
Help each other to improve.

• Call in favours. People always say not to use 
friends and family as beta readers, figuring 
them to be people that will be nice to save 
our feelings. But if you have friends and 
family members who will be brutally honest 
(I’m sure we all do), then use them.

• Do a skills swap. If you need help with a 
particular part of publishing, think about 
what you can do in return. 

• Ask for advice. There are lots of people 
publishing with a small or non-existent 
budget. When you’ve learned how to feed 
yourself for a week on just £2.50, you can 
come up with clever ways to side-step 
publishing costs. Ask for recommendations, 
and alternative ways of doing things.

Self-publishing through 
personal struggles

http://angelinetrevena.co.uk/
http://angelinetrevena.co.uk/
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• Attend free webinars and challenges. A lot 
of the things I’ve learned by watching free 
webinars. They all have a sales pitch, but 
the information you can get without part-
ing with any money can be really helpful.

• Start small, scale up slowly. “Do what you 
can, with what you’ve got, where you are.” A 
quote from Squire Bill Widener, referenced 
by Theodore Roosevelt. This quote is my 
mantra. If you wait for the perfect time, or 
that magic money-pot, you’ll never publish, 
and your voice will be lost.

Most importantly, don’t give up. You never 
know what’s around the corner. I couldn’t have 
imagined the places my writing would take 
me, or the things it would bring me, but it has.

Publishing with dyslexia
Jack Lench writes novel-length thrillers and 
short stories as a hobby. In his working life he 
has managed a 200-acre farm in Saudi Arabia 
and travelled the world as an engineer. He’s also 
lived in Italy and run diverse businesses, from 

selling Persian rugs at antiques fairs to running 
an exhibition and event company. He now 
spends his working life behind the wheel of a 
van crossing Europe as a courier and driver. Find 
out more on his website.

I look back on my school years with unease 
and sadness. I hated English lessons. The 
English teacher didn’t like me either. He said 
I never checked my work for spelling and 
grammar mistakes so he called me ‘lazy’ and a 
‘dullard’. I was none of those things and was, in 
fact, dyslexic.

I wanted to be the same as the other kids 
but I wasn’t. I could not recognize the right 
spelling of words and was classified as an 
‘underachiever’ in English. I loved history and 
was good at maths but the education system 
left me ill-equipped for any career where 
qualifications mattered. Later, though, my skills 
as an engineer were recognized and I had the 
opportunity to travel around the world.

My dyslexia will never go away. What I 
have learned is to adapt my life around it. 
I think when a person has a disability, they 

A reliable source of professional editorial help

Search our free online directory 
of editorial talent. Our members:

•  are skilled and experienced
•  cover all subjects and genres
• abide by our professional standards

�              @The_CIEP |  �        @EditProof |  �        Linkedin.com/company/the-ciep ciep.uk

http://www.jacklench.com/
http://www.jacklench.com/
http://ciep.uk
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over-compensate in other ways to avoid 
being labelled as different. I have always 
been self-employed, always paddled my own 
canoe and been relatively successful in the 
businesses I have run. I can’t spell but that 
does not mean I am without either intelligence 
or imagination.

I started writing because I was lucky enough 
to meet someone who loved the stories I 
had in my head and believed in me. She was 
encouraging and incredibly supportive to the 
point that she changed her own career from 
being an English teacher and retrained as a  
freelance editor. She edits and proofreads my 
books. Without her, I would not have written or 
self-published any books.

It is so important to encourage writers of any 
age, whatever their challenges. As a teenager, 
I read avidly and was inspired by classics 
like Moby Dick, The Old Man and the Sea and 
Dombey and Son. Parents should read to 
children to inspire them to become interested 
in stories, and teachers should encourage 
children to believe in their imaginations 
instead of being dismissive, as mine was.

There are so many resources now available 
to support people with learning difficulties. 
Social media have proved invaluable for 
promoting the resources and events available 
while spreading the word that there is help 
available for empowering people to reach 
their full potential. If something has affected 
your confidence to write, don’t let it stop you. I 
have self-published two of my books and have 
another five in the pipeline. Your imagination is 
your gift. 

Publishing as a parent
Rachel McLean writes thrillers and crime novels, 
including the bestselling DI Zoe Finch series set 
in her home city of Birmingham. She has two 
sons and three cats and became a full-time 
writer in January 2021. Find out more about 
Rachel on her website and instagram.

Trying to write while parenting has been a 
struggle for me. I finished my first book when 
I was pregnant with my older son. I tried to 
use maternity leave to edit the book but was 

overwhelmed by looking after a baby.

The book ended up going into a drawer for 
three years. I then joined a local writing group 
and was inspired to start again – and then 
found out I was pregnant with boy number 
two. I had terrible morning sickness and 
fatigue so had to stop writing again.

I eventually started writing again when I met 
a fellow local writer (fantasy author Heide 
Goody) through our kids, when my oldest was 
13. I think if it hadn’t been for her encourage-
ment and the impetus of rejoining the writing 
group (which she was a member of) I would 
have given up at many points.

I’ve had to write late at night, early in the 
morning, sitting in the car while the kids were 
doing activities. I’ve even lied to my family and 
told them I was going shopping so I could sit in 
a coffee shop and write.

My career started to take off in lockdown 
but writing with a full house was even harder 
so I wrote my first crime book sitting in our 
campervan on the front drive. Even so, my 
youngest would come out of the house and 
ask for food—even though he had to walk past 
his dad to do so.

My next release was written while home 
schooling my son in January and it’s been the 
hardest of all the books I’ve written. I gave up 
trying to write in the day and instead wrote in 
the evening, as I did when they were small. I’m 
looking forward to schools returning so I can 
get back to my writing routine and enjoy the 
fact that I’m now a full-time writer.

Publishing through disability
Debbie Young is the author of two series of 
cozy mystery novels, each with a title shortlisted 
for The UK Selfies Awards. She also writes short 
stories, guidebooks for authors. articles for 
writing magazines and blogs, and humorous 
columns for local magazines in the Cotswolds, 
where she founded and directs the Hawkesbury 
Upton Literature Festival. Find out more on her 
website and Facebook.

I have rheumatoid arthritis that affects my 
hands most of all, but also can make me very 

“You cannot change what you are, only what you do.”  
Philip Pullman

https://rachelmclean.com/
https://rachelmclean.com/
https://www.instagram.com/rachelmcwrites/
https://www.instagram.com/rachelmcwrites/
http://www.authordebbieyoung.com/
http://www.authordebbieyoung.com/
https://www.facebook.com/AuthorDebbieYoung
https://www.facebook.com/AuthorDebbieYoung
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tired. Exhaustion and stress are both triggers, 
and I don’t think I could now hold down a 
nine-to-five office job (or more often eight 
to six or longer) as I did for 30 years, until I 
decided to focus on writing.

Writing brings its own stresses. I hate the ups 
and downs of sales. But at least as an indie 
author, working from home, I can plan my own 
hours around my energy levels and physical 
ability without worrying about dealing with 
human resources or management issues.

Thanks to ALLi, and in particular to the advice 
on the ALLi Facebook forum, I’ve learned to 
dictate my stories when I’m unable to type, 
using Dragon, and to acquire better hardware 
to ease the strain on my hands and wrists. I 
have a curved ergonomic keyboard, a vertical 
mouse, a gel-filled wrist rest and elbow rest 
attachments for my chair. My first choice, when 
my hands and wrists are okay, is to write by 
hand, although I’m also a fast touch-typist, but 
this is not always possible.

This flexible way of working means I feel less 
pressure and less stress than if I was having to 
report to someone else. My only worry is the 
pressure I put on myself to get more books 
out, to publish faster, and to keep that sales 
graph on an upward trajectory.

Publishing through mental 
illness
Dan Holloway writes poetry, thrillers, literary 
fiction and non-fiction about creativity and 
being different ( Our Dreams Make Different 
Shapes). He is a member of the Money and 
Mental Health Policy Institute’s Advisory Board, 
was a speaker at the 2017 Oxford Disability 
Lecture, and was shortlisted in two categories 
for the first Vice Chancellor’s Diversity Awards 
at Oxford University. He has been campaigning 
about mental health and mental illness for a 
decade and a half. He is also ALLi’s news editor. 
Find out more at  rogueinterrobang.com 
and tweet him at  @agnieszkasshoes

I am bipolar, dyspraxic and have ADHD. I write 
a lot about my experience of mental illness 
and neurodivergence in performance poetry 
and non-fiction and also discuss it in my role 
as an activist and consultant on issues of 
accessibility. I base a lot of my fiction on my 
experience of mental illness—the characters' 
lives bear similarities to mine. There is a famil-
iarity to writing like this. A feeling of honesty, 
transparency, authenticity and, yes, comfort.

And that is, I feel, what we think about most 
when we consider people who are mentally ill 
who also write. But like all areas that are slightly 
mythologised and given to tropes, the reality 
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is more of a mundane struggle to be under-
stood that is made worse by the tropes. Yes, I 
am bipolar. Yes, I have been Creative Thinking 
World Champion three times. No, the two 
are not linked. The link between genius and 
madness is a myth. Definitely not a positive. It 
is a fetish. Like most disabled people, I don’t 
want to be your inspiration—you can read why 
here. I also don’t want to be the object of your 
fascination. 

What I want to talk about is that mundanity, 
that disappointment. Because if there are 
other writers like me, they want to know they 
are not alone.

One of the most soul-destroying but familiar 
experiences when you are disabled is to find a 
community where you seem to fit, where you 
are embraced with assurances that “this is a 
place for outliers and outsiders—only to find, in 
every encounter you have, that it is not. 

There are times when the writing community 
has felt like that. Before I talk about the won-
derful spaces I’ve found, I want to talk about 
the times I have felt that writing was not a 
world where I belonged.

Most of the time it comes back to well-meant 
generalisation. If you look at advice on being 
a successful writer, some key themes emerge. 
The one that’s most fundamental is consisten-
cy. Make time to write every day. Write-pub-
lish-repeat. Just keep going. Be consistent.

I wrote an article on why appeals to consist-
ency are damaging—and so often so reflective 
of privilege that whatever they are aimed at, 
whether that’s writing or fitness, or any kind 
of self-improvement, if we were to take them 
seriously many of us would conclude there’s a 
whole world of achievement and enjoyment 
that’s not for us.

That’s a lot of tell, I know. You want me to show. 
Whenever I speak to neurodivergent readers 
and we end up talking about writing and craft, 
one of the first things they say is they don’t 
understand the obsession with “show don’t tell.” 
But that’s an aside—something else you get a 
lot of from me. ADHD loves asides.

Most of my talks are made up of asides. As 
an audience member, asides have always 
appealed to me, for reasons that only became 
clear as I understood who I am. The way 
plotting-by-asides works is more like creating 
a detailed picture than a traditional narrative. It 
works in layers. People who use computers for 
graphic design will be very familiar with this. If 
you add each filter, each colour one by one, it’s 
only at the end, when you step back, that you 
see the picture. As you go, you really have very 
little idea. You just absorb what’s coming into 
your senses and trust the artist, and at the end 
that trust is repaid with something beautiful. 
To me that feels like such a natural way of 
telling stories, conveying information. And it 
allows you really to think about what you are 
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taking in. A linear narrative is counterintuitive 
for those of us who do not think in lines, and it 
shuts off possibilities. It presents information 
with clear instructions on how to understand 
it, taking away the role of pondering, of me-
andering thought and playful exploration that 
is the most enjoyable part of encountering 
information.

There was a period from the mid 1990s when 
this method of storytelling became almost 
mainstream. I first encountered it in Krzysztof 
Kieślowski’s Three Colours trilogy, but it was also 
in many of the iconic films of the era. Magnolia, 
Short Cuts and Sliding Doors surfaced it in the 
mainstream. It was epitomised in Run, Lola, Run. 
It was also a technique used by many of our 
finest TV writers including Jimmy McGovern 
and Kay Mellor. Each would come at a story 
from different angles, take different paths 
into the woods, then find the same trees from 
different paths and show us a story in its full 
dimensions. And it was there as well in the 
written and spoken word, in the poems of Kate 
Tempest or Marlon James’s Booker-winning 
novel A Brief History of Seven Killings. That was 
the point when mainstream coverage of the 
arts started using the word “polyphony.”

Now we’re stepping away from this kind of 
narrative. I think the reason is connected 
with something I report on elsewhere in this 
magazine—subscription serialisation and AI 
algorithms that predict success. These both 
favor the hero’s journey model of storytelling. 
Where Jimmy McGovern, or the writers of The 
Wire, would be given a budget for a whole 
series and could write the same story each 
episode, adding something new each time, 
there now isn’t the space to breathe in that 
way. For those of us whose minds grind against 
linear narrative, the tide is receding.

Or maybe that kind of work has moved else-
where and found a new home in hypertext. 
Projects like Cicada 3301 and the creepypasta 
internet horror narratives have shown there is 
still a place for layering, for what I would call a 
Cubist narrative style.

If this were a TED talk I would pepper it with 
anecdotes. Maybe you would like to know 
how it feels to enter a chat forum and find 
everyone welcoming you with one text and 
showing they don’t understand you with 
another? Maybe you would like to know how 
it feels to see the slots you used to fill at gigs 

given to others because you’ve been too sick 
to stay top of the organiser’s mind for the past 
two years while they have had the health to be 
consistent? Maybe you would like me to put 
my arm around you and whisper words in your 
ear that take you with me into the dark corner 
where I am sitting with only an empty page 
and utter loneliness for company?

That’s the closest I can come to explaining 
how it feels every day to be me in a commu-
nity I love that doesn’t quite understand me. 
Isolation does not stem from being alone. It 
stems from being surrounded by people who 
do not quite understand.

But the indie world is such a broad landscape 
that there are spaces even for someone like 
me. The first place I have felt creatively not 
alone was internet writing forums. A group of 
us who each did very different things came 
together and by the end of the Noughties 
were gigging in meatspace under the banner 
Year Zero Writers. For a few glorious years we 
made poetry, zines, novels and mayhem at 
festivals, fringes, bookshops, theatres, muse-
ums and cafes around the UK.

And that, finally, brings us back to layers. The 
indie writing community has many layers. 
And our space within each layer will look 
different. At its broadest, the community is 
one where many parts of me will feel isolated 
and disappointed if I look for the things many 
people find there. But if I look in different ways, 
I will find those parts of people working for the 
same things I am.

The key to finding space as a disabled writer 
is to learn what is not there and be confident 
in accepting it’s not there, and enjoying what 
is. I don’t write the same way you do. What 
works for many does not work for me, and 
that’s okay. It doesn’t make me a lesser writer. 
And from communities in return, what makes 
them accessible to us is an awareness and 
acknowledgement of what is not there as 
much as what is. The humility not to generalise 
when giving advice, the humility to say I don’t 
understand you but it’s great to have you here 
anyway. And then we can each gain some-
thing from each other.

For more on inclusion in publishing, see  
inclusivepublishing.org/ from the  
DAISY Consortium

https://inclusivepublishing.org
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Authors, publishers and readers love 
series. Authors love them because each 
new book is easier to write because the 
world is known. Publishers love them 
because a series is much easier and 
more profitable to market and sell than 
a standalone. And readers love them 
because each new book feels like a 
homecoming.

So as an indie author and publisher, how 
do you know when to end a successful 
series and move on? Debbie Young, 
who has just completed her seven-book 
Sophie Sayers Village Mystery series, 
shares her own tips and those of other 
ALLi author members who are series 
writers

If you create a successful series, will you be 
forever in its thrall? Sir Arthur Conan Doyle 
certainly thought so: “If in 100 years I am only 
known as the man who invented Sherlock 
Holmes, then I will have considered my life a 
failure.”

But ending a series is a tough decision, 
especially when it’s selling well, with a healthy 
read-through. I always intended my Sophie 
Sayers mysteries to end at book seven, but 
writing the last book was an emotional time. So 
I asked other ALLis who had completed series 
whether they felt the same.

Jane Steen, author of the four-book House 
of Closed Doors historical mysteries series, 
says: “I often feel that authors are forced by 
their publishers to keep writing books in series 
they’re tired of. It’s easy cash, but I far prefer 
closed-end series as a reader. If I feel like the 
author is just writing more books because 
their publisher is waving dollar signs at them, I 

usually stop reading the series.”

Memoir and historical fantasy author Jean 
Gill agrees: “I was really annoyed with George 
R R Martin’s never-ending series, so I made 
a conscious decision with my Song at Dawn 
historical novels that it would be a quartet. I 
told my readers it would be four books, so I 
stuck to that.”

Indie authors call the shots on 
series length
Fortunately, as indie authors, we get to choose 
how long our series should be. If we don’t want 
to stop, we don’t have to. “I have no plan to stop 
writing my Thomas Berrington historical series, 
and I envisage at least 20 more,” says David 
Penny.

Cozy mysteries author Dawn Brookes agrees: 
“With book eight just released and book nine 
in the pipeline, I’ve not finished my series yet, 
because I’m still enjoying writing it. When either 
my MC or I tire of it, I’ll end it and I will probably 
cry.”

How do you know when to end a 
series?
Usually it becomes clear when a series as 
run its course. Kassandra Lamb, who writes 
cozy animal mysteries, explains: “When the 
characters have overcome their initial flaws 
and neuroses and there’s not much room for 
them to grow or change, then it’s time to wind 
things down.”

If your series is more episodic, with static 
characters and different adventures each time, 
you might come to a point where you run out 
of ideas for new escapades.

The length of a series is often hard to predict. 
Indeed it’s not uncommon for standalones 

Finishing a  
book series



The Indie Author

www.allianceindependentauthors.org   |   @indieauthorall  |  31       

The Indie Author
to turn into series, as historical fiction author 
Clare Flynn describes: “I have now three series 
and never set out for any of them to be that. I 
thought I’d written standalones with a slightly 
open ending, to leave the reader to wonder 
what might come next. But I discovered most 
readers don’t want to wonder, they want to 
know. So I wrote another and another.”

Alternate history author Alison Morton started 
out planning to write one novel and ended up 
writing six, plus two novellas. Now she’s started 
a new series of contemporary thrillers. 

She says: “I planned one book, but had far 
too much story, so went back and wrote the 
‘origin’ book, Inceptio. I already had the first 
draft of the second, Perfiditas, completed. 
I then wanted to take the characters to a 
concluding point that would complete the arc. 
All the books were dips into the continuum of 
the characters’ lives. Aurelia was going to be 
a single companion book to the trilogy, a sort 
of prequel, then I had too much story for that, 
which resulted in two more books, Insurrectio 
and Retalio. So that was two complete trilogies. 
Then everybody seemed to be writing 
novellas so I gave it a go and slipped Carina in 
between Inceptio and Perfiditas. Then I thought 
I’d better balance out Aurelia’s trilogy with a 
novella, which resulted in Nexus. Thank the 
gods for spreadsheets to keep the overall arc 
straight.”

Not ready to finish your series?
Sometimes authors intend to finish a series and 
have second thoughts. Helena Halme gave her 
Nordic Heart romance trilogy a reprieve and 
extended it to five books: “After completing 
those, I felt bereft. The series has quite a dramatic 
last book, and several readers asked for more, 
so I decided to give the characters a happier 
ending with a seasonal novella, The Christmas 
Heart.”

Crime novelist JJ Marsh originally had a smaller 
series in mind for her Beatrice Stubbs books. “I’d 
planned six, but started to find my audience 
towards the sixth book, so I changed my mind 
and wrote another six. Books one to six were 
based on the main character’s arc, but then 
other characters grew arcs, and I found I had a 
rainbow.”

YA fantasy author Serene Conneeley says: “I 
was a little sad to say goodbye to the main 

character in my Mists trilogy, but also happy 
that I’d left them in a happier place than where 
they started. Then my hubby said he was sure 
her best friend Rhiannon had a story and a 
reason for some of her actions, so I said I’d 
write him a ‘little’ Rhiannon book—which turned 
into its own trilogy (Into the Storm) of even 
longer books. Since then I’ve been writing 
some standalone novels which I’ve really 
enjoyed. It’s nice to complete a whole story arc 
in one book and also to be in a new world.”

Standing firm
One thing is clear. When you have decided to 
end your series, you need to prepare for a sense 
of bereavement.

Writing the seventh in a seven-book series, 
historical crime author Susan Grossey says: “I 
am wondering whether my uncharacteristi-
cally slow progress is due in part to reluctance 
to let go. My husband has suggested that I 
can do spin-off series—young Plank, Wilson 
goes his own way, etc—but I am sad at the 
prospect of saying farewell to a series that has 
occupied my mind for a decade. And what 
will I do with all my research on the period? 
This is where I find my cunning plan, which is 
to do another series, set in the same era, but 
located in Cambridge, my hometown, where 
on-the-spot research is cheaper and easier in 
Covid times.”

 “I feel something akin to post-partum 
depression or maybe empty nest syndrome,” 
says family saga author Elizabeth Bell. “After 
completing an epic four-part series of more 
than half a million words, I’m not ready to lose 
characters that have been with me since I was 
14 years old, but their arcs are complete, so I 
know I’ll be rereading my own books.”

“It’s very much a feeling of loss,” says urban 
fantasy author AD Starrling, who has completed 
four series under two pen names and is now 
working on two more. “It’s akin to saying good-
bye to a family you’ve become close to and 
whose successes and failures you’ve participated 
in at first hand. It takes a while for that feeling 
to go away, so I normally start plotting my next 
project within a week of finishing a series, to get 
my head out of that empty space and into one 
of creativity again.”

Dystopian thriller author Eliza Green concurs: 
“Coming to the end of two series this year is 
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hard, because I love the characters, but they’ve 
stopped speaking to me. It’s better to get your-
self into a new headspace and get excited about 
something new. It lessens the blow.”

Make way for new opportunities
On a more positive note, ending a series allows 
the author to embrace fresh challenges. Even the 
creators of the most successful series characters 
of all time—arguably Sherlock Holmes, Hercule 
Poirot and Miss Marple—found time and space 
to write about other worlds. Conan Doyle (as 
we saw at the start of this article) wrote other 
fiction, non-fiction and poetry that he hoped 
would be remembered. Agatha Christie wrote 
six novels about “crimes of the heart” under 
the pen-name Mary Westmacott. As Conan 
Doyle and Christie were well aware, we do not 
exist only to serve our readers—or to pay our 
mortgages and household bills—but also to 
grow as writers.

Historical romance author Kay Seeley 
describes her own experience: “I usually 
feel sad when I finish a book and leave my 
characters behind, but finishing this series, the 
sadness is tinged with relief that I’ve done it 
and anticipation knowing I can do something 
different now. I did love my characters, but 
their story has been told. Time now to move 
on to pastures new.”

Nicola Horton, writing as Nicola Kelsall, will not 
be entirely sad to finish writing the fourth of 
her Diary of a Stressed-Out Mother series. She 
says, “There’s always a nagging feeling that you 
have to make the next one as good or better, 
which is a bit stressful. You also have to watch 
that the stories don’t become tired or repeti-
tive.” She’s started work on a new standalone 
novel to keep her fresh.

Thriller author AA Abbott was positively re-
lieved to write the last of her Trail series about 
a vodka heiress, because finally she would 
have time to write the dark psychological 
thriller that she’d been wanting to write for a 
long time. “I breathed a sigh of relief,” she says.

Family saga author Tiara King also embraced 
ending her series as the start of something 
new. “I was ecstatically happy to end my adult 
fiction family saga. When I knew I was wrap-
ping it up, a weight lifted from my shoulders, 
and ideas for new standalones hit me like a 
10-tonne brick. Now I’m ready for new novels.”

Chick-lit romance author Kristina Adams was 
also ready to move on, although she says “it 
felt very anticlimactic. My What Happens in 
series was nine years in the making, so to say 
goodbye to those characters felt strange.”

Gain confidence from  
completing a series
Another benefit of completing a series is the 
confidence that comes with having achieved 
your goal and the motivation to build on your 
success with new books and series.

Mystery author CJ Booth says: “Looking back 
after having started a new series, I realised that 
the final book in my Park Trilogy, Angel Park, was 
some of my best writing ever, especially the 
ending. I use that achievement as a benchmark 
to try to surpass as I soldier on. I am four books 
into the second series and know how the eighth 
and final will end. Confidence came from suc-
cessfully bringing the first series to a close.”

Always leave them wanting 
more
Of course, it’s possible to leave the door open 
and return to a series if you wish to, and suspense 
author Diane Capri suggests that you avoid 
labelling a series as complete, even if you think it 
is. “I have three series that feel done to me, and I 
have no plans to write more books in them. But I 
have never announced that they are finished, just 
in case I want to write more at some point.”

Keep a series fresh by 
diversifying
If you find yourself flagging mid-series, diversify-
ing into other projects can help keep your series 
fresh and stop you getting bored. (And if you’re 
bored with your book, your readers will be too.)

“Sometimes you need a break from the same 
characters,” says David Penny. “So now I have 
started a new series to get a break. By juggling 
two or more series, each one will stay fresh. There 
might even be more side projects to come.”

That approach works for me too. Much as I 
love the characters in my Sophie Sayers Village 
Mystery series, I was feeling a little stale after 
publishing book five, so I allowed myself to write 
a new project that had been in my mind for 
some time, the St Bride’s School series. And a 
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third series came along—after the sixth Sophie 
Sayers book I began a series of related novellas, 
the Tales from Wendlebury Barrow. The down-
side? I now have three series each crying out for 
its next book, and now I feel like a juggler.

Captializing on completed 
series
If the first book of a planned series has been well 
received, it’s worth completing the series as fast 
as you can without compromising on quality. “It 
definitely helps with sales as some people refuse 

to buy any books until the series is complete,” 
advises Serene Coneeley.

Capitalise on the intellectual property that you 
have in your completed series by producing it in 
every format you can think. Besides the obvious 
paperback, e-book and audio, consider hard-
cover, large print and special commemorative 
editions. All of these will help you generate extra 
revenue even if you never write another word.

One of the most cost-effective things I’ve done 
in my self-publishing career is to issue two three-
book box sets of the e-books of the first six in my 
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Sophie Sayers series, on the recommendation 
of JJ Marsh, who has found great success with 
collections (as Amazon would like us now to call 
them) of her 12 Beatrice Stubbs thrillers. Priced 
right, boxsets help readers who come late to 
your series to catch up at a slightly reduced 
price. They also appeal to a particular subset 
of readers who love boxsets so much that they 
buy them in preference to single books. It’s the 
bookish equivalent of binge-viewing a series on 
Netflix.

An established series with a good sales record 
and great reviews will also be an attractive 
proposition for rights sales: translations, film, TV 
and even merchandise. (Find more advice on this 
in ALLi’s guidebook How Authors Sell Publishing 
Rights: ALLi's Guide to Working With Publishers, 
Producers and Others.)

Spin-offs for extra income
Spin-offs are also a great idea. “You can always 
write some short stories or novellas about the 
characters if you want to revisit them,” suggests 
Jane Steen.  “Take a secondary character and 
write a back story or even a serial.”

“I will allow myself to write a novella if I am 
missing the characters from a series too much,” 
says Kassandra Lamb.

My Tales from Wendlebury Barrow novelettes are 
20-25 percent the length of a novel and a way 
to keep my characters alive, as well as using up 
some story ideas that are not sufficiently complex 
for a novel. I’m also planning a Christmas special 
collection of short stories and a novel about a 
Sophie Sayers Village Mystery character who is so 
minor that she’s dead before the first novel begins. 
Big tip: as you might have gathered, you don’t 
have to write your stories in chronological order: 
think prequels as well as sequels.

Another further income stream might come 
from creating a series companion or reader 
guide—a directory of all the characters and 
settings for die-hard fans. Alison Morton did 
this with her Official Roma Nova Reading Guide. 
Alternatively, you could use such guides as 
mailing list magnets.

Carrying series readers with 
you
If you’re nervous of losing your established 
readership from your completed series, try 

introducing some crossover between your old 
series and your new. I set my St Bride’s series 
just down the road from Sophie Sayers’s home 
village of Wendlebury Barrow. It is mentioned 
it in my mailing list magnet, which is a Sophie 
Sayers novelette, and its protagonist, Gemma 
Lamb, befriends Sophie and meets her in each St 
Bride’s adventure.

Clearly that’s more difficult if your subsequent 
series are in a different genre, but you may find 
another way of linking them. Mystery author Sara 
Rosett took an interesting approach by creating 
a new series for the village setting she wrote 
about in a contemporary cozy mystery series, 
and she set it in the 1920s.

Happy ever after?
And now it’s time for a confession. Because of 
reader demand, I’m now planning an eighth 
novel in my seven-book Sophie Sayers series. 
With two other series and some standalones 
under way, book eight will have to wait its turn, 
but neither Sophie nor I have run out of steam 
just yet. Thanks to historical fiction author Daryl 
Potter for reminding me of when the late, great 
Douglas Adams announced “the fifth book in 
the increasingly inaccurately named Hitchhiker’s 
Guide to the Galaxy Trilogy.” If you’ve also found 
you can’t stop once you get going, it looks like 
we’re in good company.

See also CT Lee’s post on the 
best timing for publishing 
and launching a series, in-
cluding the pros and cons of 
different approaches, here 

Debbie Young is the author of two series of cozy 
mystery novels, each with a book shortlisted 
for The UK Selfies Awards. She also writes short 
stories, guidebooks for authors, articles for writing 
magazines and blogs, and humorous columns for 
magazines that serve the local community in the 
Cotswolds, where she founded and directs the 
Hawkesbury Upton Literature Festival. Find out 
more about Debbie on her website  
authordebbieyoung.com and  
Twitter @DebbieYoungBN.  
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a guest expert in a key matter of self-pub-
lishing. At the controls is social media and 
self-publishing expert Tim Lewis, who you can 
tweet on @StonehamPress.

The Twitterchats are a great way to connect 
with more people in the self-publishing com-
munity, learn new strategies, and of course, 
solve your most pressing problems.

In recent chats we asked:

How has the Covid crisis affected 
author-publishers?

What are the boring but important things 
that authors forget to do?

How do you get book reviews?

How do you get an effective book cover 
design?

How do you write an author biography that 
will help sell your books?

How do you write a family memoir?

We go live on Wednesdays, at 8pm UK time, 
3pm EST and noon PST. To join, go to Twitter 
and follow the hashtag #IndieAuthorChat. Or 
catch up later on the ALLi blog.  Here’s the full 
backlist.

 

ALLi Twitterchats-every 
week, answering your  
questions live on Twitter
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Podcasting is popular and becoming 
more so. Many authors are taking up 
the mic and putting their voices out 
in the world, finding readers, building 
their platform and their confidence. The 
AskALLi team has just launched a book 
on podcasting for indie authors (see the 
link at the end of this article). Here’s an 
excerpt on how to get started

Podcasting is a term we’ve gradually seen 
emerge in the last decade. Podcasts tend 
to be speech-based: interviews, talk shows, 
lectures, novels or anything you want to pro-
duce in audio format. Listeners can download 
when they want and consume it on demand. 
They usually subscribe, then receive episodes 
automatically on their device through podcast 
players like iTunes, Stitcher, Spotify and 
Overcast. Or they might download individual 
episodes.

A few years ago, listening to a podcast was 
a niche activity, but as mobile technology 
has evolved, more people than ever are now 
listening to podcasts on every possible topic.

The Podcast Insights website estimates that 
there are two million unique shows, together 
encompassing 48 million episodes today. The 
UK's communications regulator Ofcom tells us 
that one person in eight in the UK now listens 
to at least one podcast episode each week. 
The US stats show a similar picture.

Many authors have jumped into the podcast 
space. Learning from their peers, they are 
using this valuable platform to engage their 
community and draw attention to their brands 
and their books.

What should go in your 
podcast?
Author podcasts are as varied as the authors 
who create them. Each has a different hosting 
style, format, audience demographic and 
creator objective. The form is still evolving so 
innovation is rife, from naming conventions, 
to artwork to merchandising. The only limit to 
what you can do with a podcast is your own 
imagination.

That said, there are things you can do to give 
your ideas a better chance of thriving. First, 
you’ll need a name and some logo artwork, so 
consider:

• Why are you starting a podcast?

• What will be the tone and subject matter?

If you aren’t sure how to answer these ques-
tions, free writing can help. Sit down with a pen 
and paper and write a stream of conscious-
ness about these questions. This often provides 
clarity, bringing your real thoughts and desires 
to the forefront in a way that can guide your 
actions.

Once you’ve answered the whys and whats, 
identify your podcasting goals. Consider the 
purpose of your podcast and what outcome 
you want it to deliver.

Here are some common goals in podcasting 
to give you ideas:

• To generate book sales.

• To establish yourself as an expert in your 
niche.

• To share an important message.

• To connect with a particular group of 
readers.

If you have more than one goal, look for a 

Podcasting as  
an indie author
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podcast concept that unifies them. If you 
establish this at the start, you won’t have to 
pivot after you’ve built an established brand.

Choose a theme
When you’ve settled on the audience you 
want to target and the goals you want to 
achieve, it’s time to move from a general 
concept to a specific niche—an idea around 
which you will orbit to build your defined 
audience over time. Examples include:

• Producing scripted literary roleplaying 
games.

• Teaching listeners how to become a digital 
nomad.

• Mindset for professional athletes.

Your theme can be broad or narrow but you 
must be passionate about whatever you 
choose. It should be something you’re excited 
to research and discuss on a regular basis, 
and for a long time, because sticking to your 
theme will keep your ideal audience engaged 
with your content.

Once you have an idea of what to podcast 
about, it’s time for market research. Search 
your show’s topic on Spotify or Apple Pod-
casts. Listen to episodes of similar shows to see 
what they do well and think of ways you could 
improve on them.

Are there many podcasts with a similar theme 
or topic to yours? If there are, that might not 
be a bad thing. It might prove there is demand. 
But consider what’s different about your show 

that will help it stand out from the rest.

If you still can’t tell whether your ideas will 
strike a chord, do some keyword analysis. 
Essentially, this is finding out what people are 
searching for. For example, if you’re looking 
to create a podcast about popular TV shows, 
type the names of those shows into Google 
Trends and compare their search traffic, look-
ing for TV shows that get searched a lot but 
aren’t currently being covered by podcasts. 
Alternatively, you could visit answerthepublic.
com and type in your topic. You’ll receive a list 
of popularly searched questions on your given 
topic.

Ideally you want to find ideas that are:

• Popular enough to attract organic traffic.

• Not so competitive that your podcast gets 
buried by established offerings.

It’s okay to pick a theme that’s popular as long 
as you can offer a unique take, and one that 
will  grab attention.

Also, be sure that your theme has longevity— 
that it will stay interesting for you and generate 
enough long-term content for a steady stream 
of ideas.

What notes are you already curating or col-
lecting? What do people ask you about all the 
time? On what subjects do you have special 
insights or expertise? All of these questions can 
help you pick an effective theme.

A word of warning, though, if you are a multi–
genre writer. Like readers, podcasting listeners 
can be choosy. Many have strong genre and 
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topical preferences. If you try to cover too 
many ideas, you’ll alienate potential listeners. 
The best strategy is to find a theme that will 
encapsulate your identity and appeal to as 
many listeners as possible without diluting your 
brand.

If some of your ideas don’t have an overlap-
ping audience, it’s best to choose just one and 
podcast only about that if you want to capture 
a defined audience. That’s a proven way to 
form a cohesive brand and gather superfans. 
If you really want to appeal to two distinct 
audiences, you could keep them separate 
and create a second podcast once you’ve 
gained experience and can handle the extra 
workload.

Podcasting as an indie author: 
ALLi team experiences
The ALLi team has several experienced pod-
casters. Here’s their advice.

Howard Lovy, ALLi multimedia 
manager
A journalist for more than 30 years, focusing 
primarily on science, technology and inno-
vation, Howard has always gravitated toward 
independent thinkers. Now, as an independent 
editor, podcast producer for ALLi and host 
of ALLi’s Inspirational Indie Authors podcast , 
Howard helps self-publishing authors find their 
voice.

Why do you podcast?
My podcast gives me a great excuse to meet 
interesting indie authors from around the 
world and all walks of life.

Give a tip to help authors podcast 
better.
Invest $100 or so in a good, professional-quality 
microphone. It will be worth it.

What one mistake should authors 
avoid when podcasting?
Doing the entire thing ad-lib is a mistake. Script 
out at least a portion of your podcast. You’ll 
sound more professional.

Michael LaRonn, member Q&A 
podcast co-host and outreach 
manager
Michael La Ronn is the author of over 30 
science fiction & fantasy novels and author 
self-help books. To date, he has published over 
1.5 million words of fiction and nonfiction while 
raising a family and working a full-time job in 
the insurance industry.

Why do you podcast?
I podcast because it’s talk therapy. Talking 
about publishing on a regular basis helps me 
solve my own problems. Plus, I get to help 
people.
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Give a tip to help authors podcast 
better.
Invest in a good USB microphone—you can 
never go wrong with a Blue Yeti. 

What one mistake should authors 
avoid when podcasting?
Don’t mess around with sound effects if you 
don’t know what you’re doing. I once heard a 
new podcaster use a noise gate incorrectly—
every time they stopped speaking, it sounded 
like they were getting murdered because their 
voice dropped off suddenly. It was unlistena-
ble. It’s better to have no audio manipulation 
than bad manipulation. If you don’t know what 
you’re doing, ask a more experienced pod-
caster to show you how to do things properly, 
or invest in an audio editing course.

Sacha Black, ALLi blog manager
Sacha edits the advice blog and manages the 
Self-Publishing Advice Conference. Sacha also 
writes nonfiction writing craft books and young 
adult fantasy novels. She also hosts her own 
Rebel Author Podcast.

Why do you podcast?
So many reasons. Podcasting is fun. But also it’s 
a chance to network and meet other authors 
and professionals in the industry and I always 
learn from them. And it’s a chance to give 
back to the community by providing a re-
source that’s useful and full of tips each week.

Give a tip to help authors podcast 
better.
The most important change I made was to 
create a spreadsheet to organise the podcast. 
I replicate it each week and each cell contains 
a regular slot on the show. It means I never 
forget a segment and don’t have the pressure 
of having to remember it all each week.

What one mistake should authors 
avoid when podcasting?
The biggest mistake I made was trying to 
include everything in the podcast. It was 
too complicated and time consuming. So I 
stripped it back. That boosted my motivation 
and made me want to continue. It’s important 
to keep the fun in the podcasting.

Orna Ross, Director of ALLi
Orna is the director of ALLi, a creative coach, 
novelist and poet.

Why do you podcast?
I find out what I’m thinking!  And as speaking 
is so much easier than writing, I get lots of 
repurposable content for books and other 
publications

Give a tip to help authors podcast 
better.
To get more listeners, choose an SEO-friendly 
title or subtitle, have a podcast homepage on 
a relevant website, with show notes and ideally 
a transcript, and make sure you add your 
podcast to as many directories as possible.

What one mistake should authors 
avoid when podcasting?
Getting caught in tech. Unless you are an 
editing expert, outsource anything that’s 
time-consuming so you can focus on the 
content.

 

ALLi members can download a free e-book 
copy of Podcasting for Authors by logging 
into the Member Zone. Other formats are 
available to members and non-members in 
ALLi’s Bookshop 

https://sachablack.co.uk/
https://www.ornaross.com/
https://selfpublishingadvice.org/books/podcasting-for-authors/
https://selfpublishingadvice.org/bookshop/
https://selfpublishingadvice.org/bookshop/
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We all need to find readers, but once 
we identify where they are, how do we 
capture them? More than that, can we 
turn some of them into superfans? ALLi 
director Orna Ross explains everything 
you need to know about the reader 
journey 
As an author-publisher, you sell books to 
readers by attracting them through a funnel. At 
the widest end of the funnel are those who’ve 
heard about you and your book and like the 
sound of it. At the narrowest end are those 
who buy and read every book you publish and 
tell other readers about them.

We’ll talk more later about the reader funnel, 
but briefly, your aim is to pull as many readers 
as possible through that funnel, deepening 
their connection to you in ever more reward-
ing ways.

The reader journey
Conventional business draws maps of custom-
er journeys to understand the steps a custom-
er takes from not knowing a brand to buying 
and recommending. The customer journey 
concept is important in book marketing and 
sales too, enabling authors and publishers to 
identify the right content to send at the right 
time. In publishing, it’s known as the reader 
journey.

The reader journey varies, depending on 
whether the reader is discovering and buying 
through a physical environment or online, but 
otherwise it’s remarkably consistent across 
formats and territories.

It has five steps: discovery, deliberation, invest-
ment, reading, endorsement.

1 Discovery
This is when the reader becomes aware of you 
or your book. Before this, you’re a nobody to 
them. Now, something’s caught their attention. 
Maybe they read a review, saw your book in 
their “also-boughts” on Amazon (the books 
that Amazon highlights under the heading 
“people who bought this book also bought 
these”). Perhaps they noticed your cover while 
scrolling on social media, found you on a shelf 
beside their favourite author while browsing 
in a bookstore, spotted you on a search in 
Google. There are many ways that a reader 
can discover your work.

The more ways you can get yourself in front of 
them, the better—so start thinking about how 
you can increase these touchpoints with the 
right readers for your books. How do you make 
your book more discoverable?

2 Deliberation
After discovery comes deliberation. The reader 
is thinking: Shall I buy this book or not? You 
may pull them across the line on first sighting. 
More commonly, they go away and come 
back again. Marketing theory suggests it can 
take up to eight encounters before a potential 
customer feels they know, like and trust you 
enough to buy.

You can increase the likelihood of a purchase 
or newsletter sign-up by the quality of your 
copywriting in book descriptions and in your 
marketing material and images, audio and 
video. Make the book come alive for them.

3 Investment
This is the heart of the reader journey, the first 
investment—usually the first book sale, or a 
free book download in exchange for an email 

The reader journey:  
fans, true fans  
and superfans
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address. Whatever you are offering, make it 
valuable, compelling and irresistible.

4 Reading
After that comes reading. Yes, that’s a sep-
arate step in the journey. People buy books 
and don’t read them. It’s thought that one 
purchased book in two goes unread. In some 
genres, it’s many more. And that doesn’t 
account for books that are bought as gifts, 
which often gather dust.

This is another reason to have a newsletter—to 
remind your readers about you and your 
books, to check in with them.

5 Endorsement
The high point of the reader journey, from the 
author’s perspective, is endorsement—the 
reader shares their love of your books and your 
author brand with other readers.

Every step an opportunity
Each step on the reader journey—discovery, 
deliberation, investment, reading, endorse-
ment—represents a touchpoint, an opportunity 
for connection and good interaction. And 
each is intricately connected with your author 
platform.

It’s your author platform that will enable you 
to reach readers, so they can discover your 
books. And your platform is strengthened by 
every reader you gain and every marketing 
effort you make to reach them.

ACCESS marketing and the 
reader journey
ACCESS marketing is an acronym for a step-
by-step process that draws the reader along 
the discovery pathway. ACCESS stands for 
attracting, captivating, connecting, engaging, 
subscribing and satisfying. Bringing readers 
through this process is a mutually rewarding 
creative experience, one that makes it easy 
to sell your books and other products and 
services, without ever feeling sleazy or salesy.

The most salient feature of the method is 
in the name: your reader gives you access. 
Access to their contact details, and their per-
mission to contact them. They also give you 

access to their attention and their engage-
ment as you build a relationship.

The contact is most generally in the form of an 
email address, which has long been authors’ 
most important marketing, promotion and 
sales tool, although some authors use social 
media or text messaging.

ACCESS marketing is a sequence of actions 
that takes your readers from discovering you 
or your writing to engaging with you and 
subscribing to your email list. From there, 
you continue to satisfy their need for enter-
tainment, knowledge or inspiration. ACCESS 
marketing encourages us to be creators, not 
hustlers, in our social and email marketing 
activities.

Here’s a breakdown of the steps:

• Attract—attract readers to your list through 
social media, blogging, advertising or some 
other method.

• Captivate—keep the interest of those who 
have followed or liked your offerings and 
attract newcomers by regularly posting 
captivating content.

• Connect—have an easily accessible mail 
address where a reader or follower can 
connect with you. Regularly invite email 
contact.

• Engage—make your channel meaningful 
by starting and nurturing conversations. 
Ask questions. If you write fiction, you 
could invite input into characters and plot 
turns. If you write nonfiction, post ideas 
and quandaries for discussion. If you write 
poetry, discuss points such as word choices 
and formats.

• Subscribe—invite your followers to sub-
scribe by offering them a “lead magnet” or 
“reader magnet”. (More on this below.)

• Satisfy—make your emails delightful 
and send them regularly, on a defined 
schedule.

Selling books to this group then becomes easy, 
and there’s nothing salesy about it. It’s just a 
matter of sending an email or other message 
to readers who already know, like and trust you 
and your work.

ACCESS marketing was the subject of a recent 
#AskALLi podcast—listen here.

https://selfpublishingadvice.org/access-marketing/
https://selfpublishingadvice.org/access-marketing/
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Like all book marketing, the aim of ACCESS 
marketing is to turn browsers into readers, 
and readers into true fans, or maybe even 
superfans.

Let’s consider those latter steps.

Creating true fans
In 2008 Kevin Kelly, technologist, author, 
founder of Wired magazine and commentator 
on the digital age, wrote an influential article 
about the value of a creator having 1,000 true 
fans.

Kelly posed an alternative to the star system 
for authors and other creators. Instead of trying 
to blast your books out to as many readers as 
possible, you aimed to please just 1,000 who 
were true fans.

He defined this as a fan who “will buy anything 
you produce”, also known as superfans. If you 
have roughly 1,000 true fans and you get your 
pricing right, you can make a living. If they 
each spend $100 a year on your products 
or services, that would give you a gross of 
$100,000 a year and, if your expenses are not 
high, will give you a reliable and sustainable 
basic income.

The key word is “roughly”. The number of fans 
and the revenue benchmark of $100 per fan 
per year isn’t meant to be a prescription. It’s 
about setting a different framework for how 
we think about earnings as a creator.

Instead, says Kelly, “of trying to reach the 
narrow and unlikely peaks of platinum best-
seller hits, blockbuster, and celebrity status, 
you can aim for direct connection with 1,000 
true fans. On your way, no matter how many 
fans you actually succeed in gaining, you’ll be 
surrounded not by faddish infatuation, but by 
genuine and true appreciation. It’s a much 
saner destiny to hope for. And you are much 
more likely to actually arrive there.”

Kelly describes a pattern of concentric circles 
with the keenest fans at the center, a wider 
circle of regular readers around them, then a 
wider circle of mildly engaged readers who 
may have read one of your books or bought 
something else from you. Around those one-
off readers is the still wider circle of readers 
who have heard of you but not yet dipped in. 
Finally, there is the biggest circle: those in your 
niche who don’t yet know you or your books.

You cultivate an audience through advertising, 
social media or some other method. You then 
convert some of those users to subscribers 
who receive your free content. Some of those 
become patrons and buyers of higher-value 
products, such as premium print books, extra 
content, exclusive access or direct interaction 
with the author. Authors can segment their 
followers and offer tailored products and 
services to the different levels of fan at varying 
price points.

I discussed this with ALLi business adviser 
Joanna Penn on the Advanced Self-Publishing 
AskALLi podcast. Joanna Penn also referred to 
this concept of overlapping circles.

“I have two very clear brands, Joanna 
Penn–The Creative Penn–and JF Penn, and I 
definitely have people under my Joanna Penn 
brand who are amazing, and buy everything 
and are my patrons—all my books, all my 
courses, all my audiobooks and they listen 
to the podcast. I don’t think I have many 
people like that under JF Penn, because I 
have so many different series, which appeal 
to different readers. Similarly, I am a true fan 
of Kristine Kathryn Rusch—for her nonfiction, 
as Kris Rusch. I’ve read a couple of her novels, 
but she writes under all these different names 
and all these different genres and I’ve read 
some of them, but certainly not all. Whereas, 
with her non-fiction, I buy it all, I’m a patron, I 
fly to America to see her speak. It’s the same 
with you, Orna. I’ve read all your nonfiction but 
I haven’t read all your poetry.

"This is what I would say to authors who write 
in multiple genres or series: understand that 
you can have different concentric circles, each 
built around pockets of true fans.”

Listen to that podcast episode here.

Beyond the 1,000 fans theory
In 2020, with Kevin Kelly’s blessing, Li Jin, 
founder and managing partner at Atelier, an 
early-stage venture capital firm that funds the 
“passion economy”, updated the 1,000 true 
fans theory. Jin argued that the rise in social 
media use, the impact of influencers and 
the availability of new paid creator tools like 
Patreon, Podium and Substack, has shifted 
the threshold for success. Today, creators can 
effectively make more money from fewer fans.

https://kk.org/thetechnium/1000-true-fans/
https://kk.org/thetechnium/1000-true-fans/
https://kk.org/thetechnium/1000-true-fans/
https://www.thecreativepenn.com/
https://jfpenn.com/
https://jfpenn.com/
https://selfpublishingadvice.org/true-fans-podcast
https://selfpublishingadvice.org/true-fans-podcast
https://atelierventures.co/
https://atelierventures.co/
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Not 1,000 fans paying $100 a year, but 100 fans 
paying $1,000 a year.

Like Kelly, Jin points out that the revenue 
benchmarks of $1,000 or $100 per fan per 
year aren’t meant to be an exact prescription. 
Also, that the 100 true fans and 1,000 true fans 
models aren’t mutually exclusive. It’s up to the 
creator to work out the model that best suits 
their offering and their fans.

To authors thinking solely about the traditional 
bookselling business, the idea that 100 fans 
could provide a living might sound unlikely, 
even fanciful. But these recent creator plat-
forms show that the buyers are there.

Patreon, which describes itself as a “member-
ship platform that makes it easy for creators 
to get paid”, said in a recent podcast that 
the average amount pledged by patrons to 
creators has increased 22 percent over the 
past two years. And since 2017, the share of 
new patrons paying more than $100 per month 
to creators—or $1,200 per year—has grown 21 
percent.

At time of writing, Podia, which hosts and 
sells online courses, memberships and digital 
downloads, says the number of creators 

earning more than $1,000 monthly on its 
platform is growing at 20 percent a month, 
while the average number of customers per 
creator is growing at a rate of 10 percent.

Substack, the subscription newsletter platform, 
has accumulated more than 250,000 paying 
subscribers at time of writing, with its top 10 
writers collectively bringing in $7m a year, 
according to Forbes magazine.

What do these options cost the author? 
Substack takes a 10 percent cut of earnings. It 
uses the payment channel Stripe, which takes 
another 3 percent. The author pockets the rest. 
Podia charges authors a monthly membership 
and the author keeps all income. Charges at 
Patreon vary depending on when you joined 
and the level of service, but they average 
around 8 percent of your payment as pay-
ment fees and platform fees, plus a currency 
charge where applicable.

But these are not the only income oppor-
tunities. Substack offers grants for writers, 
ranging from $3,000 to $100,000 which, like 
book advances from publishers, can buy you 
time to do the work of building content and a 
readership.

Photo
 cred

it: Shuttersto
ck

https://a16z.com/2020/04/17/passion-economy-pod/
https://a16z.com/2020/04/17/passion-economy-pod/
https://li-jin.co/2020/02/19/100-true-fans/
https://li-jin.co/2020/02/19/100-true-fans/
https://www.forbes.com/sites/falonfatemi/2021/01/20/the-rise-of-substack-and-whats-behind-it
https://www.forbes.com/sites/falonfatemi/2021/01/20/the-rise-of-substack-and-whats-behind-it
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Creating superfans
While a true fan is a reader who will buy 
everything you produce, a superfan is a reader 
who goes out and tells others about you and 
your books. These are the readers you take 
further along the reader journey.

Many successful indie author book launches 
rely on a team of fans pushing the book upon 
its release. This has several components.

• Advanced review copy (ARC) team: this is 
a group of readers who receive a copy of 
your book before its launch and leave a 
review the moment you publish.

• Street team: these readers form a subsec-
tion of your ARC readers. They won’t just 
post a review, they are gung-ho about your 
book and want to tell the world. On launch 
day, they are ready with their reviews, they’ll 
turn up to your book party, they’ll post on 
their social media sites, they’ll help push 
sales any way they can.

The direct relationship between creators and 
consumers is where we see the fastest growth 
in the creative industries at the moment.

The undying, long-lasting, true superfan is a 
very precious relationship to an author.

It’s important to note, though, that it’s a rare 
fan—true or super—who remains with you 
forever and a day. Most will be around for a 
while, then they’ll move on. We all do it—and 
that’s just as it should be. You meet a book 
when you need it, and you identify closely with 
a particular author for a while, then you shift or 
transform and they are no longer so relevant.

From an author’s point of view, this means 
you are constantly marketing, aiming to reach 
more readers all the time, aiming to call back 
those who have read and enjoyed your work 
before.

Creating a reader funnel
As we’ve already discussed, the reader jour-
neys through a funnel. At the widest end are 
browsers in the earliest stages of the reader 
journey: discovery and deliberation. They’ve 
heard about you and your books and like what 
they’ve heard. At the narrowest end are buyers, 
fans and superfans, who are reading and 
endorsing. They buy and read every book you 
publish and tell other readers about them.

A marketing funnel is a numbers game. You 
will draw only a few readers through the whole 
funnel. For example, let’s say 1,000 readers click 
through to your mailing list sign-up page, and 
100 of those actually register. If you’re not an 
experienced advertiser, that might not sound 
like a lot to you, but it would actually be an 
excellent result. Of those, 10 buy your current 
book. Of those, six become true fans, prepared 
to buy anything you bring out in future. And 
two of those become superfans, who con-
stantly tell others to buy your books.

When you start out, it can seem very challeng-
ing to get even a single reader. As you write 
more books, the numbers begin to shift in your 
favor.

What does a reader funnel look 
like?
The wide end of your funnel includes your 
touchpoints with your right readers. Examples 
are a website, a social media platform, a 
podcast interview, another book of yours, an 
article you wrote. It can be anything you’ve 
done, said or put into the world that a potential 
reader might stumble upon or seek out.

Your next task is to try to capture them on 
your mailing list. This is where a good reader 
magnet really helps.

A reader magnet is a free offer of something 
connected to your books—like a short story, a 
digital poetry chapbook, a free how-to book 
–that you give away in exchange for a reader’s 
contact details.

Once you’ve created a reader magnet, you 
can use services like BookFunnel or StoryOr-
igin to seamlessly deliver the goods to your 
reader. If you then connect those platforms 
to your mailing list, they automatically push 
readers onto the correct mailing list, if you 
have more than one. And if you set up an 
autoresponder sequence, your marketing 
funnel is automated, working for you while you 
write your next book.

Once you’ve got access to your reader’s email 
address, converting them to true fandom and 
beyond, if they are receptive, is a process. You 
can do this by letting them get to know, like 
and trust you, which is where a pre-written and 
automated email sequence can be valuable— 
to introduce you and offer them good things. 

http://bookfunnel.com/
http://bookfunnel.com/
http://storyoriginapp.com/
http://storyoriginapp.com/
http://storyoriginapp.com/
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You can also nurture this relationship through a 
social media group that you run, a podcast or 
YouTube channel, more free stories or poems. 
Aim to give them great experiences, online or 
off; content that blows their minds, or makes 
them laugh, or inspires them to be better.

After a time, when you’ve built up trust, you 
encourage them to check out your books, 
other paid-for products and services. You run 
launches and promotions that specifically 
target your list with delights that they’re happy 
to buy and endorse.

You are not alone (though you 
might think you are)
At the beginning, it can feel like you’re 
throwing things out into an echo chamber 
and nobody is listening and you’re talking 
to yourself. But you’re not. From experience, 
there’s usually a lot more engagement going 
on behind the scenes, because people are shy.

But you might need to analyze whether your 
efforts are effective.

How do you know if your reader 
funnel works?
ALLi partner member Written Word Media 
has an excellent post demonstrating how to 
assess the effectiveness of your reader funnel. 
Essentially:

• If you’re finding that you’re not converting 
people to join your mailing list, perhaps 
there’s an issue with what you’re giving 
away or the copy you’re using to attract 
readers.

• If you’re getting people to sign up but they 
are not buying, there could be an issue 
with your email sequencing or the reader 
magnet you’re offering.

Read the full article here.

If your reader funnel isn’t effective, look at the 
five steps—discovery, deliberation, investment, 
reading, endorsement.

For example:

• Do you need more touchpoints where the 
right readers can find you and your books 
in the discovery stage?

• Do you need to increase reader access to 

you at the deliberation stage?

• Do you need to make your book covers, 
descriptions or advertisements more 
enticing at the reader investment stage?

• Do you need to make your books more 
compelling, so more buyers finish your 
books in the reading stage?

• Do you need to give your readers more 
opportunities to engage with, and spread 
the word about your work, in the endorse-
ment stage?

Also, it never hurts to learn from other authors. 
Study what they do, how their reader funnel 
works. Some of their approaches might trans-
late well to your kind of reader.

You can find more about this subject in 
Creative Self-Publishing: ALLi’s Guide to 
Independent Publishing for Authors and 
Poets by Orna Ross. You can download the 
e-book free in the member zone and buy the 
print book on Amazon.

 

https://www.writtenwordmedia.com/how-to-make-an-ebook-marketing-funnel-for-authors/
https://www.writtenwordmedia.com/how-to-make-an-ebook-marketing-funnel-for-authors/
https://selfpublishingadvice.org/books/creative-self-publishing/
https://selfpublishingadvice.org/books/creative-self-publishing/
https://selfpublishingadvice.org/books/creative-self-publishing/
https://selfpublishingadvice.org/books/creative-self-publishing/
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ALLi ambassadors  
and advisers
ALLi is all about fostering excellence 
and ethics in the big wide indie author 
community. We are a broad church, as 
ALLi founder and director Orna Ross likes 
to say, with members on every continent 
and from all walks of life. Our ambassa-
dors help us stay connected and provide 
deep experience and resources

Ambassador program
We are always on the lookout for ambassadors 
who: 

• Are busy, engaged and active both within 
ALLi and the author community.

• Have a solid network of other authors.

• Are online influencers and can help intro-
duce more indies to ALLi.

The role of an ALLi ambassador is to help us 
achieve our goals of fostering excellence and 
ethics in self-publishing by spreading the word 
about ALLi and the benefits of membership, 
for instance, by:

• Sending emails to their networks about 
ALLi blogs, guidebooks, programs and 
membership.

• Reproducing our blogs on their author or 
author services blog with a link back to the 
source.

• Circulating news about our weekly blog 
roundup emails.

• Posting, engaging, sharing evergreen social 
media posts that help to promote ALLi and 
its good work.  

• Leveraging their affiliate link to earn and 
spread the ALLi community. 

Seeking ALLi Ambassadors...
We're currently seeking ambassadors in Canada, the US, 
European Union, Australia and Asia. We also have a request 
from Amazon KDP for ALLi ambassadors to work with  
them in Italy and France. 

To apply, contact ALLi outreach manager  
Michael LaRonn  
michael@allianceindependentauthors.org

mailto:michael@allianceindependent authors.org
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Meet your ALLi 
advisers
ALLi advisers also help us reach and engage 
different author audiences. All are publishing 
and self-publishing experts who offer trusted 
advice to our members. 

Joanna Penn, AI and 
author enterprise 
adviser
Joanna Penn is the New 
York Times and USA 
Today bestselling author 
of the Arkane thriller 
series and the London 
Psychic series under JF Penn, and she also 
writes inspirational non-fiction. Joanna is an 
international speaker and entrepreneur, voted 
as one of The Guardian UK’s Top 100 creative 
professionals 2013. She has published a series 
of guides to help indie authors achieve their 
self-publishing goals, which includes the 
invaluable How to Market a Book. Joanna 
hosts our monthly Advanced Self-publishing 
Salon broadcast and podcast with Orna Ross.

Website: The Creative Penn  
Twitter: @thecreativepenn

Joanna’s top tip:

“Spend time getting to know yourself, your 
goals for your book, your author brand and 
your target audience so you can make 
the right decisions about publishing and 
marketing.”

Mark Coker,  
distribution adviser 
Mark founded the 
distributor Smashwords 
in 2008 to change the 
way books are published, 
marketed and sold.

Smashwords has grown to 
become the leading e-book distributor 
serving indie authors, small presses and literary 
agents. The Wall Street Journal has named 
Mark one of the “Stars of Self-Publishing.” Mark 
is co-author, along with his wife Lesleyann, of 

Boob Tube, a novel that explores the behind-
the-scenes world of daytime television soap 
operas.

It was Mark’s experience trying to get Boob 
Tube published that inspired him to start 
Smashwords. Mark is a long-time angel 
investor and adviser to technology and media 
startups and a contributing columnist for 
the Huffington Post, where he writes about 
e-books and the future of publishing.

Website: Smashwords.com  
Twitter: @markcoker

Mark’s top tip:

“Authors should distribute their books to as 
many retailers as possible.”

Jane Friedman,  
publishing adviser
Jane is a former publish-
ing and media executive 
who now teaches 
e-media full-time at the 
University of Cincinnati. 
She blogs regularly about 
writing and publishing, and has 
spoken on writing, publishing and the future 
of media at more than 200 events since 2001, 
including South by Southwest, BookExpo 
America, and the Association of Writers and 
Writing Programs.

Jane has 20 years of experience in the 
publishing industry, with expertise in digital 
media strategy for authors and publishers. She’s 
the co-founder of The Hot Sheet, an essential 
publishing industry newsletter for authors

Website: janefriedman.com  
Twitter: @janefriedman

Jane’s top tip:

“You’re ready to go indie if you understand 
that it’s like embarking on a new business 
venture.”

The Indie Author

http://www.jfpenn.com/
http://www.jfpenn.com/
https://www.thecreativepenn.com/howtomarketabook/
https://www.thecreativepenn.com/howtomarketabook/
https://www.allianceindependentauthors.org/advanced-salon/
https://www.allianceindependentauthors.org/advanced-salon/
https://www.allianceindependentauthors.org/advanced-salon/
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Jim Kukral, book  
marketing adviser
Jim Kukral has been 
an internet marketing 
professional for 18 years 
and was named by Dun 
& Bradstreet as one of 
“The Most Influential Small 
Business People on Twitter.” Jim also serves as 
a program faculty member for the University 
of San Francisco’s internet marketing program 
where he teaches classes to students around 
the globe on the topics of internet marketing, 
entrepreneurship and social media.

In addition, SmallBizTrends.com chose Jim 
as one of 100 top small business influencers 
online.

Jim is also the founder of AuthorMarketing-
Club.com, a community that provides book 
marketing tools and training for authors.

Website: jimkukral.com   
Twitter: @jimkukral

Jim on ALLi:

“ALLi understands the opportunity for inde-
pendent authors in today’s new publishing 
world.”

Mark McGuinness, 
productivity adviser
Mark is a poet and 
coach for writers 
and other creative 
professionals.

He is the author of Resil-
ience: Facing Down Rejection 
and Criticism on the Road to Success and  
Motivation for Creative People, and a co- 
author of the 99U books Manage Your Day-
to-Day and Maximize Your Potential.

Website: lateralaction.com  
Twitter: @markmcguinness

Mark’s top tip:

“Accept that promoting your work is part of 
the job. And bring your creativity to that part 
as much as to writing your books.”

Karen Inglis, children’s 
adviser
Karen Inglis is the author 
of The Secret Lake (eight 
to 11 years), Eeek! The 
Runaway Alien (seven to 
10 years), Henry Haynes 
and the Great Escape (six 
to eight years) and Ferdinand Fox’s Big 
Sleep (three to five years). Ferdinand Fox’s Big 
Sleep is also available as an interactive book 
app and an enhanced e-book. Since first 
self-publishing in 2011, Karen has sold around 
8,000 books—around a half of those sales are 
print. Her titles are stocked in independent 
bookshops and branches of Waterstones in 
southwest London. She regularly visits schools 
and has appeared as a speaker at a number of 
self-publishing events. If you’re a writer, also see 
her blog at selfpublishingadventures.com

Website: Karen Inglis  
Twitter: @kareninglis

Karen on ALLi

“There’s so much to learn with self-publishing, 
and it’s a process that is naturally empow-
ering. ALLi is the go-to organization for any 
self-publisher.”

Kathryn Goldman, legal 
adviser
Kathryn Goldman is an 
intellectual property 
attorney who focuses her 
practice on the protec-
tion and enforcement of 
copyright and trademark 
rights for businesses and individuals. She 
represents creative professionals, writers, 
artists, photographers and innovative entre-
preneurs. Leaving 30 years in litigation behind 
her, Kathryn now focuses her work on keeping 
creatives out of court so they can create more 
work.

Kathryn runs the Creative Law Center, where 
she teaches creatives and entrepreneurs how 
to protect their work so they can profit from it. 
The resources include copyright and content 
protection, trademark and branding, and 
licensing.
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Kathryn on ALLi

“There has never been a better time for artists 
to prosper from their art. Self-publishing and 
its evolving technologies allow writers to 
make the move from author to entrepreneur. 
But with that move comes the responsibility 
to produce professional work using sound 
business practices.”

Kathryn's top tip:

"The rights in your creative work are like 
rabbits. You get a couple and you learn how 
to handle them, and pretty soon you have a 
dozen. (Hat tip to John Steinbeck.)"

Andy Bromley 
Andy Bromley is the 
marketing manager at 
Ingram Content Group, 
the world’s largest 
distributor of physical 
and digitally published 
content. He has experi-
ence in higher education 
publishing, having previously worked for 
Pearson Education, and academic publishing 
with Cambridge University Press, while also 
having experience in schools and tertiary 
education when working as the resource 
development manager for the exam board 
OCR, part of Cambridge Assessment. Andy is 
interested in publishing that supports learning, 
both professional development and formal 
education.

Andrew on ALLi:

“The best thing about being part of ALLi is its 
unique ability to share intelligence from the 
smartest minds in the industry. There isn’t a 
day that goes by where I do not learn some-
thing new from reading a blogpost, a news 
thread or having a direct conversation with an 
ALLi member.”

Ben Galley, crowdfunding adviser
Ben Galley is an indie author 
and purveyor of dark 
fantasy from rainy old 
England, who isn’t shy 
about admitting that he 
still believes in dragons.

As well as being the author 
of the epic and gritty Emane-
ska series, Ben also works as a self-pub-
lishing consultant, sharing his passion for 
writing and publishing with upcoming authors. 
His book Shelf Help–The Pocket Guide to 
Self-Publishing, can tell you all you need to 
know about self-publishing. Ben is also the 
co-founder and director of indie-only eBook 
store Libiro.com.

Website: bengalley.com | Twitter: @BenGalley

Ben On ALLi

“The best thing about being part of ALLi is the 
close-knit, friendly and helpful community of 
authors.”

Seth Dellon,  
publishing rights 
Seth Dellon is associate 
publisher at Foreword 
Reviews and co-founder 
of the online rights 
platform PubMatch (a 
joint venture between 
Publishers Weekly and 
book promotion company Combined Book 
Exhibit), which he helped develop from a 
simple communication network to a complete 
platform for buying and selling rights.

He holds a degree in creative writing from 
Hofstra University, New York.

Website: Pubmatch  
Twitter: @pubmatchnetwork

Seth on ALLi:

“I like working with ALLi because ALLi puts its 
members first.”
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CJ Lyons, US adviser
New York Times and USA 
Today bestselling author 
of 27 novels, CJ Lyons 
is a former pediatric ER 
doctor—so she has lived 
the life she writes about 
in her thrillers. Winner of 
the International Thriller 
Writers’ coveted Thriller Award, 
CJ has been called a “master within the genre” 
(Pittsburgh Magazine). Her work has been 
praised as “breathtakingly fast-paced” and 
“riveting” (Publishers Weekly). Newsday noted 
“characters with beating hearts and three 
dimensions.”

Learn more about CJ’s thrillers at CJLyons.net 
and everything she knows about becoming 
a bestseller and selling a million books at 
NoRulesJustWRITE.

Website CJLyons.net   
Twitter: @cjlyonswriter

CJ on ALLi:

“ALLi represents the future of publishing, filled 
with forward-thinking, innovative ideas, and 
comradeship.”

David Vandagriff, legal adviser
David Vandagriff is an intel-
lectual property attorney 
who works with contracts; 
negotiating them, writing 
them, analyzing them 
and helping clients 
understand them. He 
has experience, including 
litigation experience, with a 
wide variety of contracts, including contracts 
with some of the largest technology compa-
nies and financial institutions in the world.

Currently, in addition to software licensing 
and general business contracts, David has a 
particular interest in the types of contracts 
authors are asked to sign, including contracts 
with publishers and agents. David blogs about 
book contracts and other topics of interest to 
authors on The Passive Voice.

Website: thepassivevoice.com   
Twitter @passivevoiceblg

David’s top tip:

“Don’t sign anything you haven’t read and 
understood because whenever someone asks 
for your signature, they’re asking you to make 
a legally binding commitment.” 
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10 facts about  
self-publishing

Books are big business The book industry is a huge, influen-
tial and reliable global consumer market, says Mark Williams, 
director of international communications at StreetLib and 
editor-in-chief at The New Publishing Standard (TNPS). In 
2018, the most recent year for which full figures are available, 
675 million print books were sold in the US, 190.9 million print 
books in the UK. The market is valued at AUD$312m in Australia 
and NZ$1.8m in New Zealand. The digital formats of e-books 
and audiobooks generate billions in global revenue each year.

A world of readers Africa has more people online than the 
USA and Canada, combined, more than Latin America, more 
than the European Union. But does anyone read in these 
places? They certainly do, says Mark Williams, as shown by 
public attendance at book fairs. “The Algeria, Iran, Sharjah 
(UAE) and Kolkata (India) International Book Fairs each at-
tracted over 2 million visitors in 2019. The Riyadh (Saudi Arabia), 
Baghdad (Iraq), Buenos Aires (Argentina), Bangkok (Thailand), 
Havana (Cuba), Colombo (Sri Lanka), New Delhi (India), Muscat 
(Oman), Hyderabad (India) and numerous other international 
book fairs each attracted over 1 million visitors in 2019.

Beyond America part 2 Aggregator PublishDrive reports that 
sales in international markets continued to rise from March 
to August 2020 and continued to grow in September. The 
US captured about 30% of PublishDrive’s overall sales in that 
period, while 70% came from global markets.

History and music In September 2020, the bestselling fiction 
category on PublishDrive was historical, especially World War II 
and medieval. The bestselling non-fiction category was music, 
especially the musical instruments subcategory.

We don’t have full data about self-publishing so most of the “facts” you read in trade press 
reports are flawed or even wrong. Trade publishing releases its figures long after the fact. 
Self-publishing platforms like Amazon, Kobo and IngramSpark do not release the data they 
hold about sales. And many more indie sales are invisible because authors are selling directly 
to readers through their own websites or don’t use ISBNs. Despite these omissions, the following 
figures give encouraging snapshots of our vibrant and growing industry.
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Instant gratification Lockdown may have converted more 
readers to e-books for convenience and immediate delivery, 
says Ricci Wolman at Written Word Media, whose latest report 
says an average reader is buying 30% more in e-books than 
they did before the pandemic. “The largest increase in sales 
came in Q2. Although growth in Q3 slowed, overall sales are 
still well-above pre-pandemic levels.”

Female voices While male authors tend to dominate the 
bestseller lists in trade publishing, the opposite is true in 
self-publishing. A study by FicShelf found that women wrote 
39% of the top traditionally published titles, but 67% of the 
top-ranking self-published titles.

Print The global book printing market is anticipated to 
grow by 1% a year to 2024, according to Report Buyer’s book 
printing report.  Within that market, self-publishing is the 
fastest-growing segment, projected to expand by about 17% 
each year.

Nimble businesses As more readers discover and buy 
books online, they are venturing beyond established giant 
retailers. The UK publisher Verso reported a 300% increase 
in direct-to-customer sales during lockdown. Faber’s CEO 
admits “lockdown lessons will outlast the pandemic” so indie 
authors should capitalize on nimble business structures and 
increase global reach, says Mark Williams. “We are participants 
in a digitally driven, global renaissance. Don’t obsess over one 
company and one or two markets.”

Patronage Readers and other consumers of the arts are 
supporting creators while they work. Crowdfunding platform 
Patreon says the average initial pledge amount has increased 
by 22% in the last two years. The number of new patrons who 
pay more than $100 a month to an artist they support has 
grown by 21%.

Self-starters Book publishing will continue to grow, but the 
growth will be in self-publishing, not in trade publishing, says 
industry commentator Mike Shatzkin in a column of October 
2020. As more sales move away from bookstores, as publishers 
merge and no longer bid against each other for new works, 
as setting up a title no longer requires a large risk of capital, 
authors will increasingly find little advantage in a deal with a 
trade publisher. 

We need better data. We need your input. At ALLi, we want to commission a study to fill the 
data-hole in the self-publishing industry. That’s where you come in. We want this work to be 
useful and valuable for our members. We want it to cover the areas and topics you’re most 
interested in.

So tell us, what are your knowledge gaps? What data would you like to see in a report about 
self-publishing?
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www.ingramspark.com

It’s your content. We just 
help you do more with it.
• Stunning print books and

ebooks from one platform

• Distribution to 39,000+ retailers
and libraries worldwide and
20+ major online retailers

• Publisher education through
online courses, a podcast, and
weekly blogs

Publish Like a Pro
with

Exclusive Offer for ALLi Members
Receive FREE title setup and FREE revisions 

when you use the ALLi member promo code 
at the time of setup or when requesting a revision

http://www.ingramspark.com
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World-class advisers
Weekly podcast 

Weekly advice bulletin
Quarterly magazine

Bi-annual online conference
Legal and contract guidance

Translation, TV and film rights guidance
Industry networking and contacts

Watchdog desk
Code of standards

Code of ethics and excellence
Approved services directory

Searchable services database
Member affiliate earnings

Successful Self-Publishing guidebook series
Easily downloadable resources

Lively member forums
Run by authors for authors

Campaigning for indie authors
Member showcase

Member discounts and deals

ALLi authors are everywhere and we  
support independent author-publishing worldwide

www.allianceindependentauthors.org
The Alliance of Independent Authors: a non-profit association for self-publishing writers 
Alliance of Independent Authors, Freeword Centre, 60 Farringdon Rd, London EC1G 2RA

21 benefits of  
ALLi membership

http://www.allianceindependentauthors.org
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