
 

 

 

 

 

 

 





 

 

 

 

 

 
 

The small business owner’s guide to gain-
ing credibility, influence, and profits using 

a simple self-published book. 
 
 

 

N I C O L E   G E B H A R D T 

  



BOOK IT! TURN YOUR BOOK INTO PAYING CUSTOMERS 

iv 

 
 
 
 
Copyright © 2012 by Nicole A. Gebhardt 
All rights reserved.  

Second printing, revised 2013 
Updated 2015 

No part of this book may be used or reproduced in any manner 
whatsoever without prior written consent of the author, except 
as provided by the United States of America copyright law. 

Disclaimer: The Publisher and the Author make no representa-
tions or warranties with respect to the accuracy or completeness 
of the contents of this work and specifically disclaim all warran-
ties, including without limitation warranties of fitness for a par-
ticular purpose. No warranty may be created or extended by 
sales or promotional materials. The advice and strategies con-
tained herein may not be suitable for every situation. This book 
is sold with the understanding that the Author is not engaged in 
rendering legal, accounting or other professional services. If pro-
fessional assistance is required, the services of competent profes-
sional person should be sought. Neither the Publisher nor the 
Author shall be liable for damages arising herefrom. The fact 
that an organization or website is referred to in this work as a 
citation and/or potential source of further information does not 
mean that the Author or the Publisher endorses the information 
and organization or website may provide or recommendations it 
may make. 

ISBN-10: 149375582X   
ISBN-13: 9781493755820 
 



v	  

 

Dedication 

For my mother, who taught me the value of a book.  
 
And for the small business owner with noble goals, a 
teachable spirit, and unwavering determination.  
 
You are remarkable. 





vii	  

 

Contents 

Introduction ...................................................................... 1	  

Marketing by the Book .................................................... 7	  

Give it Away ................................................................... 13	  

Sell it ................................................................................. 19	  

Capture Your Reader Info ............................................ 25	  

Facilitate Referrals .......................................................... 33	  

Make Your Book Release Special ................................ 39	  

Repurpose it .................................................................... 47	  

Book It! Workshop ........................................................ 51	  

About Nicole .................................................................. 52	  





ix 

 

Acknowledgements 

My thanks to the following contributors who helped 
make this book possible: 
 
Troy Bengford 
Carol Coots 
Tressa Heath 
Nina Hershberger 
Charlie Hofheimer 
Alyssa Johnson 
Pastor Mike LaManna 
Alison Martin-Books 
Randi Paris 
Crista Tharp 
Kathie York 





1 

 

Introduction 

Oh dear. I’ve become my mother.  

Give me $20, and I will head to the bookstore. I love 
books now, although I chastised my mother for doing 
the same thing in my teens and twenties. (Thankfully, 
with age comes wisdom.) Today, reading a book is my 
favorite way to relax.  

Mom and I are not alone. Book sales continue to ex-
pand in both print and electronic publishing at an 
amazing pace and the vast majority are non-fiction 
books, (BookStats.org). Americans love to read. 

Books expand the mind, birth ideas and make us feel 
smarter and more confident. They also greatly elevate 
the perceived credibility of the book’s author. That’s 
why writing a book is one of the first marketing ac-
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tions I recommend for any business owner or service 
professional. Out of all the different marketing ve-
hicles available to you, a book offers the greatest 
amount of conscious and subconscious benefits. 
Here’s why: 

Books create a connection.  

Perhaps the greatest benefit of all is the ability to use 
your book to expand your influence and change lives.  

By sharing your experience and your passion with 
others in an authentic “non-salesy” way, you open 
doors for more meaningful relationships. Through 
your writing, you cultivate a way for readers to get to 
know, like, and trust you – and your message. 

Books establish you as an authority. 

A common thread among business owners and pro-
fessionals who have published a book is the instant 
credibility they enjoy as author. 

As soon as people know you’re an authority on a sub-
ject that interests them, they’re interested in what you 
have to say. 

Prospective clients, organizations, partners, and the 
media all want to talk to the “expert”. Having au-
thored a book on the subject at hand gives you im-
mediate and significant credibility…and sometimes a 
justification for higher prices.  
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Put in a more fun way, “author-ing” automatically 
affords us “author-ity.” 

Books educate.  

And an educated customer feels good and buys with 
confidence.  

By packaging your knowledge and experience, your 
book becomes a convenient resource to refer to again 
and again and an easy tool for people to share. 

Readers also inherently believe you know more than 
you’ve shared, so your book creates a desire for the 
reader to come to you for additional help. 

Books leverage.  

Books allow you to be in multiple places at once. 
They go where you can’t and say what you want to 
say consistently. By distributing your knowledge in 
print, you leverage your time by educating, pre-selling 
and pre-qualifying many people through the single 
investment of your initial writing. Your book be-
comes a clone of you. 

It is to your great advantage to distribute your book 
as widely as possible through key influencers and pro-
spective clients. The more people that know about 
you, the greater your networking power. 

Books also open doors for exciting new income 
streams. A smart strategy includes many ways to 
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monetize your message far beyond the profit from a 
simple book sale. 

And finally… 

Books are real.  

They lay around on tables reminding people of you; 
they’re given and received as real gifts and passed 
from one to another as acts of generosity; they’re 
bookmarked, highlighted, quoted, cited, and lots of 
other great things. 

…and that’s why I love books. I hope you find this 
one helpful. 

Nicole Gebhardt 
TheRemarkableWay.com  

 

Postscript   

Most people presume a book should take months to 
write so they’re always waiting for the perfect time to 
dedicate themselves to some long enduring process. 
In the world of business, that could cost you thou-
sands of dollars in lost opportunities.  

With the Book It! Authors system 
(BookItAuthors.com) our goal is to guide you 

step-by-step to write, self-publish, and market an 
educational book in three to four months.   
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“We needed a way to communicate a message 
of stability and credibility.” 

by Mike LaManna 
www.WarriorsforChristMinistries.org 

Warriors for Christ Ministries is a 
501c3 organization that serves 
incarcerated juvenile males in In-
diana Department of Corrections 
facilities. Our book Raising an 
Overcomer packages many of the 
principles our ministry team 
teaches in our award-winning 
programs and invites readers to 
support our mission.  

Prior to having the book, the only marketing material 
we had was a website and a tri-fold brochure. We were 
frequently having crucial conversations with state 
leaders, large-scale donors, and congregations – and 
we needed a way to communicate a message of stabil-
ity and credibility. Nicole Gebhardt helped us articu-
late the vision for a book that would expand our 
influence and establish our authority. 

There’s an undeniable ‘Wow!’ factor that we have a 
published book. It’s wonderful to see how God uses 
this book to open doors for us. It’s an affordable way 
for us to share our message and market our ministry. 
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The book increases awareness of our topic and mis-
sion; it expands our ability to change the lives of our 
families, leaders and young men; it adds credibility to 
our organization; and it creates an additional income 
stream. 

I can’t imagine trying to expand our ministry at this 
level of operation and with our projected growth 
without having a book to support the work we’re do-
ing. 
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Marketing by the Book 

You should be thinking about and creating 
your marketing plan long before your book 
is complete. 

In the coming chapters, I outline how to use a self-
published book to market your business. We’re talk-
ing about books specifically written by you (or some-
one you’ve contracted) to build your credibility, 
expand your influence, and increase your bottom-line 
profits.  

Even if your book is not directly related to your 
product or service, your reader is expressing interest 
in what you have to say. In many cases, this will open 
doors for them to do business with and/or refer you. 
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Although many will see the following pages as a re-
source once a book is complete, the truth is you 
should be thinking about and creating your marketing 
plan long before your book is complete.  Of course, 
that first includes viewing your book as a marketing 
tool with unlimited potential. 

Planning Your Book 

When you’re planning your book – or any marketing 
piece – there are three key questions to ask:  

1. What is my goal?  

2. Who am I trying to attract? 

3. What do they want? 

Start with a clear goal.  

The most common mistake I see people make when 
they decide they want to write a book to build their 
business is writing the wrong book. Even a book that 
is unrelated to your core business can be an authority-
building tool or a credibility killer. 

Your work begins with a fundamental question. 
What do you want the investment of time and money 
in writing your book to bring you?  

In my corporate career years, we joked about climb-
ing the ladder of success only to discover the ladder 
was leaning against the wrong building. The number 
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of business owners who have created a company they 
don’t want any more concerns me. There are many 
entrepreneurs who have built a profitable business 
that makes them miserable as they work with custom-
ers who offer more irritation than joy. And there’s no 
one to blame but themselves. 

So, before you begin, be honest with yourself. How 
will you use your book to expand your influence and 
attract the clients and income you really want? How 
will the investment of time and money help you get 
closer to your long-term goals? 

Know your reader.  

The second critical decision is to determine who you 
want to attract into your business. Presuming your 
business has multiple products or services, you may 
need to write more than one book. Don’t try to serve 
too diverse an audience. If necessary, write several 
books to reach different target demographics or de-
pict different subjects (e.g. different products or ser-
vices you offer). 

This is another area it’s easy to write the wrong book. 
During my initial meeting with clients, I frequently 
see them focusing too much effort on the wrong buy-
ers. Use your book to attract your most rewarding 
clients – both emotionally and financially. Think be-
yond low-hanging fruit and consider long-term poten-
tial. 
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Beginning first at the title and sub-title, your book 
should build a connection, and then a relationship, 
with your reader. Speak in their language and con-
verse with them in a friendly, professional manner. 
Use case studies, humor, graphics, and analogies to 
build trust and communicate complex ideas with ease. 

Be a problem solver.   

People pay for value. They want solutions. As your 
marketing tool, your book’s job is to pre-sell and pre-
qualify the reader on your value in relation to their 
wants and needs. You must demonstrate your full un-
derstanding (and appreciation) of their problem and 
how you solve it. 

Don’t forget to tell your personal story of struggle 
and triumph when possible. Knowing that you were 
once much like them builds trust. 

Move your audience to action. 

The goal of your marketing (including your book) is 
to help people invest in something they want or need 
– and to be glad they did. 

When creating your finished piece, be sure to include 
a clear call to action. Whether they read every word or 
only skim it briefly, you want them to know – beyond 
a shadow of a doubt – the next step to solving their 
problem is contacting you. We’ll talk more about a 
call to action in Chapter 4. 
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"We can explain what we do  
and how we're different" 

By Carol Coots  
www.stopwastingmoneybook.com 

My husband and I published our first book Stop Wast-
ing Money to promote our Practical Cost Reduction 
business. The book helps us concisely explain what 
we do and how we are different from other business-
es.  

We've found that when customers feel pushed to 
make a decision based on a quick meeting, it can 
make them uncomfortable. The book is a good tool 
to help potential customers see in their own time how 
and what we do to address their needs.  

The book also identified us as an expert in our field. 
Having a published book has opened many new mar-
keting avenues and attracted different audiences than 
we would have ever been exposed to otherwise, in-
cluding a radio show interview. We've even had na-
tional financial consulting firms ask about adopting 
our book for their clients. It's been the best decision 
and investment we have made.	  
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Give it Away 

The great thing about using a book for mar-
keting is that books are frequently shared 
but rarely thrown away. 

Thanks to self-publishing, printing a paperback book 
is remarkably easy and affordable. A typical 6” x 9” 
paperback book will cost you around $3 to $4 a piece. 
It’s hard to beat that small an investment on such a 
powerful little workhorse. That’s why the first thing I 
recommend in your marketing plan is to strategically 
give the book away.  

Look at it this way: would you rather spend $400 on a 
newspaper ad that may generate ten cold leads before 
it is thrown away, or give away one hundred books to 
qualified candidates you have identified through your 
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network of resources or who have hunted you down 
for information? 

Certainly, I think the latter option is more appealing. 
Here are a number of places and ways to strategically 
give your book away: 

Use your book as a business card 

§ Hand it to ideal prospects at networking events. 

§ Give it away as your next Trade Show or Expo 
premium gift instead of another cup or keychain. 

§ Mail it to carefully-selected cold leads that fit your 
target demographics and psychographics. 

§ Send it to prospects who request more infor-
mation. Consider including other items designed 
to bulk up the mailing and pleasantly surprise the 
recipient with an attention-getting offer. From 
product samples to simple gifts, a box of goodies 
is a great way to get past a gatekeeper and have 
your package opened first. 

Offer your book as a gift 

§ Mail a copy to your active, past, and lost client list. 
Use it as a holiday gift around Thanksgiving or 
find another reason any time of year (e.g., a busi-
ness anniversary or holiday). 
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§ Send it with an appointment confirmation. As 
we’ve discussed, a thoughtfully planned book ed-
ucates and pre-sells your prospect and removes 
barriers. Let your book do the hard work in ad-
vance of your meeting so you can focus on get-
ting started. 

§ Give a copy to every prospect at the end of the 
appointment even if they don’t buy immediately. 
Teach your sales team to do the same. 

§ Give a copy to your local library for their invento-
ry. 

§ Offer to give every member of interested 
clubs/organizations a copy of your book (or even 
just the board members). 

Give your book as a reward 

§ Send a copy of your new book (and a note) to 
your past customers. This is a great way to remind 
them of what you do and what more you can do 
for them. 

§ Send an autographed book as a thank you to 
someone who referred new business to you. 

§ Offer your book as a gift with initial purchase. 
This works particularly well if it is designed to up-
sell them to a higher priced product or service. 
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§ Partner with other businesses or organizations to 
provide your book as a prize for a contest or as 
giveaways. 

§ Package your book with enticing items in a gift 
basket and give them away to local organizations 
offering charity auctions. From churches and high 
schools to philanthropic organizations, you can 
find many venues, particularly in the fall, with 
rooms filled with eager buyers from many differ-
ent demographics. 

Open doors for partnerships 

§ Send a copy of your book to potential joint ven-
ture or affiliate partners along with a personalized 
letter suggesting ways the two of you could work 
together. Don’t forget to express gratitude if 
they’ve contributed to your success in any way. 

Tip: In the Book It! System (BookItAuthors.com), we 
cover a number of ways to strategically include poten-
tial partners within the book before it’s completed. By 
including them (and their business) within the pages 
of your book, they’re much more likely to promote 
you and your book for a long time.  
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“My biggest concern is  
how many books I can give away.” 

by Charlie Hofheimer  
www.VirginiaDivorceAttorney.com 

As a law firm, we’ve had a lot of success with the 
books we’ve written. Books are critical to a profes-
sional business…any business really. Nothing estab-
lishes credibility faster than having a book that you’ve 
authored. The value isn’t the information in the book; 
it is the idea behind the book that we are the experts. 

We now require all of our firm’s new lawyers pub-
lish their own book right away. We show them the 
process of how a prospect visits our website where 
we have three free books to give away and I talk 
about the success that we’ve had with the books. 
These books have literally doubled our revenue. At a 
minimum, we’re seeing a 101:1 return on investment.  

When we first started showcasing books on our web-
site, we had 681 orders, costing us approximately $10 
a book in publishing and shipping. From that, we 
booked 151 appointments at $150 each and 71 of 
those appointments turned into clients. The revenue 
from that initial $6810 investment has been nearly a 
quarter of a million dollars! That’s why I say my big-
gest concern is how many books can I give away? We 
do that through our website, our referral partners, 
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free seminars, radio spots, anywhere we can. It’s that 
important to us. 

As a business owner, I encourage you to get started 
on your book right away. It will change your business 
life and help you achieve that success that is just be-
yond your reach right now.  
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Sell it 

We’ve already discussed the goal of your book is to 
grow your business and expand your influence. Thus, 
your first priority is to place it into as many hands as 
possible. This doesn’t mean you shouldn’t offer it for 
sale as well. In some areas, selling your book further 
enhances your credibility. 

Pricing your book 

Pricing is important, and the price should be printed 
on your book. There’s a distinct correlation between 
the book’s price and your credibility, so choose a 
number to elevate the content’s value. Don’t be afraid 
to aim high. I’ve personally bought how-to books for 
as high as $197 (which is admittedly unusual). For a 
125-200 page book, I suggest aiming somewhere be-
tween $12.95 and $19.95. Less for shorter books.  
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Although I much prefer a printed book over an e-
book, there are times when utilizing a Kindle® version 
can expand your reach – particularly to a national or 
global audience. The right title and description online 
could attract thousands of nicely qualified buyers 
from around the world, all looking for instant infor-
mation on your subject. 

Offering it for sale 

There are a number of places you can offer your book 
for sale. A few to consider are: 

§ On your website 

§ In your store/office 

§ From an expo or trade show booth 

§ After speaking to an audience 

§ Through affiliates and joint venture partners who 
share similar clientele 

§ On Craigslist® and EBay® 

§ Through Social Media (Facebook®, Twitter®, Pin-
terest®, LinkedIn®, etc.) 

§ In newspapers, magazines and trade journals 

§ At local booksellers 

§ In area coffee houses and restaurants 
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§ In quaint shops specializing in local goods 

§ Through a church library 

§ And of course, through online booksellers such as 
Amazon®, Kindle®,, and iBook®. 
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“I’ve had clients drive over 3 hours  
to meet with me.” 

by Alyssa Johnson  
www.VibrantlyLive.com 

I currently have three books I use to promote my 
business. All three started out as e-books I sold on my 
website approximately six months ago, I published 
one of my e-books into a hard copy. Besides being 
one of the coolest experiences in my life (to see MY 
book with MY name on it!!), it has allowed me to 
place it in key places. This gives me a dramatic boost 
in credibility.  

As a result of the three books I've written, I've had 
several clients drive for over three hours to meet with 
me. They wanted me and ONLY me as a result of 
reading my materials and understanding I am an 
expert in my field.  

I've also had the opportunity to reach worldwide in 
my field as a result of my books. I was interviewed by 
a reporter at a newspaper in the United Arab Emir-
ates after he purchased a couple of my products, and 
have talked directly with customers from as far away 
as Australia and South Africa.  

My books are a revenue source for me as well as cred-
ibility boosters. I can't recommend enough the im-
portance of getting your unique voice and message 
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out there. The world is hungry to hear what you have 
to say. 
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Capture Your Reader Info 

Someone interested in your book’s content 
is expressing interest in your knowledge 
and experience. You need to know who is 
reading your book. 

Imagine that your ideal prospect obtains a copy of 
your book…somehow. He/she reads it immediately 
and is excited about you – but won’t need your ser-
vices for several months. At this point, you have no 
idea they want to do business with you. Because you 
have no idea this person exists, your only hope is that 
they remember your name, or rediscover your book 
when it’s time to buy. It’s also your hope that your 
competitor doesn’t drop along their path in the mean-
time. 
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Now imagine that you had a process in place to cap-
ture their contact information, either at the time they 
requested the book – or the moment they finished 
reading it. With their contact information in hand, 
you could be connecting with them over time and 
building a relationship until the moment they are 
ready to buy. 

There are two main opportunities to accomplish this: 
one is before they receive the book; the second is af-
ter they’ve read or skimmed it. 

Before: Lead Capture Offer 

For many years now, the primary lead generation tool 
for marketers has been the free giveaway. In exchange 
for a name and email address, marketers offer free 
reports, audios, and videos. It’s called a “lead capture 
offer”. From the marketer’s perspective digital prod-
ucts are relatively easy and affordable to create, and 
free to distribute so they’re the most widely used. Un-
fortunately, Americans are increasingly conscious of 
this common practice and the perceived value of the-
se free products is diminishing. 

Books are different. Printed books have a price tag 
and a real cost to create and print which considerably 
raises their perceived value. Even if you offer your 
book for free (sometimes asking the recipient to pay 
the shipping fee), you earn greater respect and they 
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get a real, tangible, hard to forget about, easy to share 
product. 

And because there is a real expense involved for you, 
you’ve got a bona fide reason to ask them a few ques-
tions about their interests – and of course to obtain 
their contact information. That makes a book the ide-
al lead capture offer for more qualified, higher quality 
leads. 

Whenever possible, offer a process for potential cli-
ents to request the book in exchange for their contact 
information. 

§ Post an offer to “Get this book” on your website, 
in your ads, in your bio, on your business card 
and as many other places as you can. Then direct 
them to your order page where they can request 
the book (free or paid) by providing their contact 
information.  

§ Look for other businesses willing to offer your 
book to their client list. In this manner, you ob-
tain the contact information of anyone on their 
list who wants your book. This is a value-added 
service for them but you should consider reward-
ing them in some manner for making the effort to 
promote you and your knowledge. Whether it’s a 
giveaway at their office, a banner ad on their web-
site or a review of your book in their newsletter, 
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your goal is to get your book in front of more cli-
ent lists than just your own.  

After: The Call to Action 

If you don’t or can’t capture a prospect’s contact in-
formation when they acquire the book, provide crea-
tive ways to accomplish that goal throughout the 
piece itself. 

First, consider what you want them to do after 
they’ve read your book. A good call to action is asking 
them to take the next small step by offering a reward 
for doing so. For example: 

§ Visit our website (and enter your email) to request 
a free buyer’s guide, checklist, surprise chapter, 
etc. 

§ Like us on Facebook for special offers and pro-
motions. 

§ Call us today and mention this book to receive a 
free consultation, trial offer, bonus gift, etc. 

§ Contact me at [email address] with your questions 
and I’ll reply within 48 hours. 

§ Visit the Resources page on our website for more 
help. 

§ Want more help? Check out our XYZ product or 
service.  
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In this book, my primary call to action is for readers 
to check out our Book It! Author services (see page 
51). Other offers include references to my main web-
site (www.theremarkableway.com) and my social me-
dia contacts. 

You should also look to offer multiple ways to con-
nect with you – keeping in mind that readers may 
have different preferred methods of communicating 
and different timeframes for wanting/needing your 
services. 
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My total annual growth has consistently 
been 30%, and I estimate that the book 

alone has directly fueled at least one-third 
of that growth. 
by Tressa Heath 

www.Heath-CPA.com 

I just ordered another 100 
copies of my book Ac-
counting: The Super-Duper 
Fun Part of Starting a Busi-
ness, which reminds me 
again why I love having 
this as a marketing tool! 
It’s only Tuesday and al-
ready twice this week, giv-

ing my book to prospective clients absolutely was 
the easy push – the tipping point – to getting them 
to pick me over the other CPAs they were inter-
viewing. 

I hate selling so it just feels great to slide a 
copy of my book across the table and encour-
age them to read it and understand what a CPA 
does before they make a decision. It makes the 
conversation soooooo easy! That’s when their con-
versation shifts from “if” to “when”! 

I began writing my book eight months pregnant 
with two toddlers, running a business, and leading 
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into the holiday season, but it really wasn’t that big 
of a task to tackle because of Nicole Gebhardt's 
guidance. Being a numbers’ girl, I can positively say 
the effort was worth it! News of the book’s release 
attracted a large article in the newspaper about me 
and our new firm (which led to more clients) and 
two speaking gigs shortly thereafter (which also led 
to new clients). Of course, all of this was great for 
social media attention as well!  

Update 2015: 

Because of my book, I immediately gained a large 
amount of free marketing and exposure and 
booked 2 speaking engagements. I continue to 
'wow' clients, prospects, and peers, and establish 
immediate credibility as the expert in my field, 
which has resulted in drastically increasing sales 
annually. My total annual growth has consist-
ently been 30%, and I estimate that 
the book alone has directly fueled at least one-
third of that growth. Best marketing decision 
made to date. 
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Facilitate Referrals 

Always make referring you easy and inten-
tional. Set up the expectation for referrals 
from the beginning. 

Consider this: the easiest way to double your business 
is to get each customer to refer one additional cus-
tomer.  

Referred customers are one of the least expensive 
ways to grow your business because they come to you 
by the favorable testimony of someone the prospect 
knows, likes, and trusts.  

Careful thought and effort spent on this step can pay 
huge dividends. 

When it comes to referrals, your job is to facilitate the 
effort as much as possible. You want to make refer-
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ring you easy and intentional. Word of mouth market-
ing is great, but by itself it is not a strategy. Let’s plan 
the process a bit: 

Over deliver. For every book you send out, send an-
other one for them to share with a friend. Whether 
your subject matter is pest control or surviving di-
vorce, your client probably knows and will see some-
one soon with those needs and goals. 

§ Along the same line, go green and suggest they 
share the book with a friend when they’re done. 
Use this strategy only if your content wouldn’t be 
a good reference source for your prospect for 
years to come. 

§ One of my favorite ways to get referrals is with 
the 3-for-1 Script. It goes something like this: 
“You know Bob, many of our favorite clients – 
like you – have come to us as referrals. I’d like to 
give you three copies of my book for you to share 
with others who might need our service. Simply 
give them a book and say ‘This is someone I 
know and trust. You might find them helpful as 
well.” 

§ A similar idea is to mail the book yourself to a 
referred lead. Anytime you are given the name of 
a prospect, simply mail the book with a note 
“Mary suggested you might be interested in our 
services so we thought you would enjoy this book 
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as our gift. Please let us know how we can help 
you. We love doing business with people who 
have been referred to us by our clients.” 
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“This book has offered a way to establish  
our credibility in the trucking industry  

and a way to brand myself separately.” 
By Randi Paris, LCSW 

www.truckingsimplified.com 

I am a Licensed Clinical Social 
Worker and the founder of Ben 
Freight Trucking. After our compa-
ny’s first successful year in business, 
I decided I needed a marketing tool 
to show that even though we have 
only been in business a short time, 
we have the knowledge and skills to 

complete our portion of a successful transaction in the 
trucking industry. 

As an insider I know where breakdowns frequently 
occur and believe that by educating readers on the var-
ious components, the whole industry could benefit.  

For me, the idea of writing a book and being able to 
marry my expertise in the social work field with my 
knowledge of the trucking industry was the perfect 
discussion starter to encourage collaboration. 

With Nicole Gebhardt’s guidance, we developed the 
idea for an intriguing book called The Top Ten Things 
About The Trucking Industry That You Don’t Know…And 
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Why It’s Costing You Money. The book would help 
readers, from a therapeutic point of view, understand 
each stage of the process. 

Even before the book was done, new doors started to 
open. At a trucking convention, I met the leader of a 
national organization for women in trucking. After 
hearing about my upcoming book, she invited me to 
speak on a panel at the convention, and then sched-
uled me as a guest on her weekly Sirus/XM radio 
show! 

The interviews were excellent opportunities to merge 
my passion for people with my insight in the industry. 
It also spawned the idea for a second version of my 
book. I now have one version to use as a marketing 
tool to obtain local freight contracts – and a second 
version on Amazon to serve as my platform for lead-
ership in the trucking industry. 

Being recognized as a leader for women in trucking 
would never have happened without the book. This 
book has offered a way to establish our credibility in 
the trucking industry and a way to brand myself sepa-
rately from my trucking company.  

I am very excited about the opportunities that already 
have arisen for me and look forward to increasing 
opportunities to grow our business and serve as a 
positive voice in the trucking industry! 
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C H A P T E R  6 

Make Your Book  
Release Special 

Completing your book is a special time for you and 
for the people who have contributed towards its 
completion. We want to harness the excitement and 
interest by thoughtfully planning your book release. 
You’ve invested so much time and energy into creat-
ing the book – be sure to leverage your investment 
with as much publicity as possible.  

It’s easy to shy away from this step, but remember a 
key reason for writing your book: to be recognized as 
an authority on your subject, expand your influence, 
and attract more and better qualified clients. 
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Creating buzz with the release of your book gets peo-
ple excited and generates interest. Here are a number 
of great publicity opportunities you should consider: 

§ Create a link about your book on your website 
and/or create a website specifically about your 
book. Include a link to purchase your book. 
(Grab the domain name for your book title early!) 
It’s great to say your book is available on Ama-
zon®, but in most cases, you’ll make a greater 
profit from the sale if you’ve hosted the listing 
(we cover how to do this in the Book It Work-
shop). On this site you can also offer additional 
information, videos, links, etc. to create greater in-
terest and reader involvement. 

§ Announce that your book is coming a week and 
even the day before it’s available for sale. Antici-
pation is extremely valuable! You can announce it 
via social media and by email to your existing cli-
ents and newsletter subscribers. You could even 
entice people with special pricing, package deals, 
or bonus offers for preordering the book. 

§ Of course, when the book is finally available for 
purchase, announce it by email and on social me-
dia. Seek joint venture partners who could also 
announce it to their list. 

§ Reward people who buy the book in the first few 
days with a special bonus offer. Simply have them 



MAKE YOUR BOOK RELEASE SPECIAL 

41	  

send you a copy of their Amazon email receipt. If 
you anticipate a big response, there are online ser-
vices that automate this process including reading 
the receipt, collecting the contact information to 
add them to your database, and automatically re-
plying with the details about claiming their bonus 
offers. 

§ Issue a Press Release and send it to your local 
media, trade press, and through an online PR ser-
vice like prweb.com. Offer to do a media inter-
view on the topic. 

§ Send an announcement (and even a copy of the 
book) to clubs, associations, and organizations of 
which you’re a member and/or that would be in-
terested in your topic. This will be a great oppor-
tunity to attract speaking engagements, so be sure 
to include a way for them to contact you about 
serving as a guest speaker. 

§ Host a book signing or launch event (at your 
business, Chamber of Commerce event, library, 
etc.) Make it a fun reason to host an after-hours 
party at your office. Don’t forget to leverage so-
cial media event services like Facebook® Events, 
Meet-Up®, or EventBrite®. 

§ Host a teleseminar, webinar, or Google Hangout® 
about your book subject. Invite special guest 
speakers to share their thoughts on the subject or 
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arrange for someone to interview you. Record the 
event and share it on your website. 

§ Display your book in your lobby. Share photos of 
you with your book and at book signings in social 
media, solicit testimonials to share, frame news-
paper articles about the book and/or interviews 
for your lobby, etc. 

§ If you didn’t get an endorsement for your book 
before it went to press, you can still get and pro-
mote endorsements afterwards. Use them any-
where you promote the book. 

§ Ask readers to write a review on Amazon® and 
social media sites. 

§ Make your own video about the book and why 
you wrote it. Post the video to Amazon®, 
YouTube®, your website, etc. 

§ Create your own ads and place them where your 
ideal prospects are reading or surfing. 

§ Update your “About” page on your website and 
your bio posted in social media and membership 
pages. Include a line about “Author of…” and 
“Get your copy…” 

§ Include your book as a special tab on Facebook®, 
as an accomplishment (with image) on your 
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LinkedIn® portfolio, and as a graphic link on Pin-
terest® and Instagram®. 

Best Selling Author Status 

Speaking of the power of a book to enhance your au-
thority and credibility – nothing creates a lasting im-
pression like adding the title “Best Selling Author” to 

your bio. Best of all, once you 
have it – it’s a title that stays 
with you forever. 

As a Certified Publishing 
Coach, one of my specialties is 
helping authors, experts, speak-

ers, coaches, and consultants create a highly targeted 
launch strategy aimed at achieving “Best Seller” status 
and “International Best Seller” status.  

If that’s of particular interest to you, contact us direct-
ly at admin@nicolegebhardt.com for details. 
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“We went from a concept to having a 
beautiful published book in  
less than five months” 

by Alison Martin 
www.MentoringWomensNetwork.com 

As the CEO of Mentoring 
Women’s Network, the impe-
tus for publishing a book 
came when we were transi-
tioning from being an Indian-
apolis-based group to a 
national organization. Up to 
this point, I was purposely 
behind the scenes of the or-

ganization much of the time. Our new business 
model required a much more visible leader.  

Writing a book seemed like the perfect vehicle to 
tell my story and share my passion for mentorship 
in a way that expanded our brand and engaged our 
members and partners as well. 

With Nicole Gebhardt’s help, we went from a 
concept to having a beautiful published book in 
less than five months – while I was stepping into 
the full-time CEO role and planning my wedding! 
My resulting book, Landing on My Feet: Learning to 
Lead through Mentoring has been amazingly success-
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ful at helping our entire organization generate in-
terest and conversation about women’s develop-
ment through mentoring. 

We launched the book by giving it to nearly five 
hundred women leaders at a keynote event and 
then we immediately stepped into our marketing 
plan to host webinars, events, press conferences, 
etc., to keep the momentum going and rapidly ex-
pand our organization’s influence.  

A key part of our strategy was involving a number 
of influential women to share their story within the 
book as well. That seemingly simple idea has made 
all the difference in expanding our network in sur-
prising ways. 

I encourage you to seriously consider writing your 
own book to share your knowledge, experience, 
and passion in a way that serves others greatly.   
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C H A P T E R  7 

Repurpose it 

Don’t let your writing efforts go to waste.  
Always ask “How many ways can I share this 
same information?” 

As small business owners, we wear a lot of hats and 
have many demands on our schedule. We must be 
very smart with how we use our time and effort. One 
of the key principles to success is to leverage every-
thing we can. The content of a book is no exception.  

Here are some great examples of ways to repurpose 
and reuse the material for a variety of other marketing 
avenues. 

§ Break the content apart as standalone pieces. 
Convert a chapter into a blog post or newsletter 
article.  
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§ Break out key statements to share as status up-
dates in social media.  

§ Turn the content into a series of mini-books, 
booklets, or brochures or sales letters and mail 
them. 

§ Create an abbreviated version and publish it as an 
article in a local paper, magazine or trade journal. 

§ Create a slide presentation and market your 
speaking services. 

§ Expand on the original to create a workbook, 
manual, or live class. 

§ Create an audio or video version. 

§ Package it with something else such as a compan-
ion workbook. 

§ Niche it. Publish slightly different versions of the 
same book for different audiences. For example:  
- Marketing for Contractors 
- Marketing for Dentists 
- Marketing for Restaurant Owners 

§ or use a formula like:  
- “The one thing every __ should know about ___.” 
- “Six common mistakes people make when hiring a 
__.” 
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§ Be creative. Where else can you use your content 
to pre-sell and pre-qualify potential buyers? The 
ideas are endless. 

§ And finally, sell the content. License your work to 
others in your industry to use as their own for a 
paid price. Perhaps someone with a similar busi-
ness model – who lives far enough away to not 
compete – would be interested in buying your 
book and rebranding it as their own. There’s an 
amazing amount of potential here if you’re willing 
to let go of the content a bit. 
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Ready to Publish Your Book? 

Step-by-step coaching to plan, write, 
publish, and promote your own book to 
expand your influence and grow your 

business. 

Join	  the	  growing	  number	  of	  business	  leaders	  who	  
are	  publishing	  a	  book	  to	  share	  their	  story,	  acquire	  
speaking	  engagements,	  expand	  their	  market,	  and	  

get	  recognized.	  

 

Ask about our Best Selling Author package 

www.BookItAuthors.com 
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Not	  sure	  if	  a	  book	  is	  what	  you	  need	  most?	  	  
Start	  here:	  

Crush It! VIP Day 
Join Nicole Gebhardt for a Private Strategy  

Session designed to help you and your team cre-
ate a crystal clear plan to attract and retain your 

ideal clients for your key service(s). 

During this one-day event, you and your team will: 

ü Create a common understanding of your ideal cli-
ents and why they choose to do business with you 
so you can serve their real needs. 

ü Use your marketing messages to position your team 
as experts in your field and discover ways to add 
additional value…and possibly new income streams. 

ü Identify multiple ways to capture new business in-
cluding upselling, cross-selling, and referrals. 

ü Perfect your prospect and client experience and sys-
tematize it so that you leverage opportunities be-
fore, during, and after the sale. 

ü Prioritize your ideas so the work gets done! 

Your day will be filled with learning, brainstorming, deci-
sion-making, and prioritizing. I’ll work privately with you 
days in advance to create your day’s big audacious goal 

and then we’ll dig in as a team and Crush It! 

Email admin@nicolegebhardt.com for details. 
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About Nicole 

 

Nicole Gebhardt has been helping business leaders 
create compelling and effective messages to grow their 
business and expand their influence for 24 years. She 
has developed corporate communications strategies for 
Fortune 50 vice presidents and now coaches 
entrepreneurial professionals and not-for-profits on 
capturing the hearts and minds of their ideal clients in 
unexpected ways. As a Best Selling author herself, and 
Certified Publishing Coach, you'll soon discover book 
publishing is one of her specialties. 
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After hours, Nicole loves drawing, painting, family movie 
nights, and reading by the water. She and her husband 
of 21+ years have two daughters. They live in Lafayette, 
IN  home of their alma mater Purdue University. 

For more business-building ideas, resources, and infor-
mation about private consulting and publishing, visit 
www.theremarkableway.com 

Or connect with us at: 

admin@nicolegebhardt.com 

Facebook.com/NicoleGebhardtBiz 

LinkedIn.com/in/NicoleGebhardt 

Twitter.com/NicoleGebhardt 


