
 
This document was submitted to literary agents during the spring of 2016, when I was considering 
traditional publication for my first Kate the Great picture book: Kate the Great and the Out-of-
Order Alphabet.  

 
Marketing Statement 

 
We promote our picture book, Kate the Great and the Out-of-Order-Alphabet, to pre-readers (3-5 years) and  
early readers (6-7 years) so that they can learn through laughter and take their education to the next level.  

 
I. Our Target Market 
 
 Ideal Buyers of Our Book 
 

A. Target Audience Demographics:  
 

Boys and girls, 3-7 years, from pre-school to the second grade, living anywhere in the English-speaking  
world, though we will most likely begin by focusing on the continental US.  

 
B. Additional Targets:  

 
Teachers, parents, and grandparents who are interested in helping young people learn how to read (on a  
technical level) and learn to love reading.  

 
C. Primary Needs:  

 
The primary needs of our target market are to learn the building blocks of language (the ABCs) and to  
develop an understanding of and appreciation for the narrative flow of storytelling. Kate the Great  



facilitates these needs by providing a unique twist on traditional educational content and attractive,  
animated artwork in sequential pictorial form. 

 
D. Marketing Message:  

 
Our message should appeal to children, parents, grandparents, and teachers who value high-quality  
illustrations, humor, and education. Those who appreciate the clean, deliberate style of early Disney  
animation and the animated hijinks of early Warner Bros. cartoons will enjoy Kate the Great.  

 
E. Reaching Target Buyers:  

 
Children can be reached in schools and public libraries, and their parents, grandparents, and teachers  
can be reached via the Internet, social media, radio, newspapers, conferences, bookstores, and conventions.    
 

II. Market Analysis 
 
 Exploring Market Trends 
 

A. Critical Issues:  
 
Our target audience has no direct purchasing power; they rely on their parents, grandparents, other family  
members, teachers, and librarians to grant them access to Kate the Great. With the facilitation of informed, 
consenting adults, our target audience can a) buy or borrow our book, b) visit us on our website and social  
media, and c) attend book events (readings, signings, etc.). To ensure the success of Kate the Great, it is  
critical that we reach the children and the adults behind them.  
 
Reaching our target audience will always be a combined effort. Jaime and Wayne are a team. Yet, it should be noted 
that Jaime lives in Spain and does not speak English. He will do what he can to promote our work – at home and 



abroad – but Wayne will handle the majority of the public appearances and spoken interviews in the U.S. This will 
not pose a problem for us, but we would like to share these critical details about our relationship early in this 
marketing statement. As you read through the rest of this document, please remember that Jaime and Wayne will 
approach every aspect of the promotion of Kate the Great as a team, despite the fact that, physically, we cannot 
always be in the same place at the same time. (Thankfully, this is something that technology can assist us with!)  
 

B. Keys to Success:  
 
· The first key is year-round promotion, which includes school visits between September and June, library  

events on weekends and during summer reading programs, book tours in the fall or spring, and bookstore  
signings and conferences throughout the year. The first key also includes seeking interviews with radio  
stations, podcasts, newspapers, and blogs. It involves frequent promotion online via virtual tours, webinars,  
the solicitation of popular websites and social media influencers, reaching out to book critics, and providing 
updates for our established readership – often and enthusiastically.  
 

· The second key is to systematically concentrate on select areas around the U.S. (those highest  
in population density and purchasing power). While we want to take our message everywhere, it is  
important to thoroughly cover each chosen territory before we move on to the next one.  
 

· The third key is to recognize that we stand to see the most success with the audiences that we personally  
connect with. This can be done via social media, but the best personal experience is created in person.  
Meeting with children and their parents at select venues is critical to the third key.  
 

C. Distribution Channels:  
 

1) Our main channels will be created by our future publisher, and they will most likely include brick-and- 
mortar bookstores, online booksellers, in-school book fairs, and libraries. At certain types of book  
events (i.e.: conferences or conventions where we have access to a vendor booth), we may distribute  
our book directly to readers.  



 
2) Digital vendors: If Kate the Great is adapted to eBook formats (EPUB, Kindle, etc.), then distribution is 

possible through the Amazon Kindle Store, Barnes and Noble Nook Store, iBook Store, Google eBooks,  
and Kobo Books (among others). In order to maximize our distribution potential, we need to work with  
a large trade publisher.  
 

D. Market Influences: While the content of Out-of-Order Alphabet is unanchored in time – which is to say, it’s  
not connected to any specific cultural event or technology, making it a book that could be read today or twenty  
years from now – there are two current cultural trends that could aid the success of our book:  
 

1) Today’s parents value educational content, wholesome values, general positivity, lighthearted humor,  
and a respectful, open-minded attitude.   
 

2) Today, parents are all about retro culture. Twenty years ago, VHS collections of older TV shows and  
movies were not widely available, and graphic novels featuring collections of older comics were not  
the big sellers they are today. Older shows, books, and movies were just that: old. Yet, in 2016, movies,  
TV shows, music, comics (strips and books), and video games are being remade and repackaged for 
mainstream consumption. We are even seeing this trend in picture books (e.g.: the new collections of old 
Berenstain Bear books and the next generation of My Little Pony picture books).  

Kate the Great takes influence from the well-illustrated cartoons of the past (Disney and Looney Tunes). Additionally,  
Kate is a character who embodies the lighthearted humor, the educational content, the open-mindedness, and the  
all-around positive experience that parents are looking to share with their children.   
 
 

III. Competitive Analysis 
  

Evaluating the Competition 
 
A. Our Competition:  



Rather than identify “competing” picture books that could prevent some children from reading Kate the Great, it 
may be wise to concentrate on picture books that could steer new readers in the direction of Kate the Great (i.e.: 
the kinds of books that are suggested by Amazon when readers click on a book listing [“Readers who bought this 
book also bought…”]). These days, readers are more interested in a diversity of great stories than they are in brand 
exclusivity. (Example: Thirty years ago, many comic book readers either supported Marvel Comics or DC. Today, 
those readers have grown up to be parents who enjoy stories from both publishers, and they’re teaching that kind 
of open-minded thinking to their children.) In 2016, the “competition” has become a recommended reading list. 
For that reason, we would suggest that if young readers like Bad Kitty, Dr. Seuss’s ABC, The Z Was Zapped, 
Chicka Chicka Boom Boom, and AlphaOops! The Day the Z Went First, then they will also enjoy Kate the Great.  
 

B. Additional Titles:  
 

Beyond humorous ABC books, there are picture book series to consider. Fans of the Pigeon series, the  
Berenstain Bears, and My Little Pony: Friendship is Magic may also become fans of Kate the Great.  
 

C. Looking Forward:  
 

As our readers grow up, they may come to love Captain Underpants, Diary of a Wimpy Kid, Babymouse, and 
Calvin and Hobbes, and that is information that we may be able to use to target future readers with additional  
titles in the Kate the Great picture book series.  
 

D. Top-selling Competitors’ Pricing:  

Bad Kitty 
 

Print Editions: between $3.24 and $13.06, with an average range of $6.99 (for softcover) to $8.32 (for 
hardcover).  
 
Ebook Editions: $3.54 to $9.44 
 

  Dr. Seuss’s ABC 
 



   Print Editions: $3.01 to $4.66 (board book) 
    

Ebook Editions: $7.99  
 
  The Z Was Zapped 
 
   Print Editions: $16.68 to $18.95 
    

Ebook Editions: N/A 
 
  Chicka Chicka Boom Boom 
 
   Print Editions: $5.00 to $9.08 (softcover), $13.40 (hardcover)   
 
   Ebook Editions: $5.99 to $7.99 
 
  AlphaOops! The Day Z Went First 
 
   Print Editions: $5.52 to $6.99 (softcover), $8.99 to $14.42 (hardcover) 
 
   Ebook Editions: N/A 
 

Pigeon series   
 

Print Editions: between $8.99 and $16.99 for softcover and hardcover books.  
 
Ebook Editions: N/A 
 

Berenstain Bears  
 

Print Editions: between $2.99 and $13.50, with an average range of $4.99 to $6.99 for the majority  
of softcover books. The larger, collected, hardcover editions are priced on the higher end, $12.29 to  
$13.50.  



 
Ebook Editions: between $1.99 and $6.99.  
 

 My Little Pony: Friendship is Magic 
 
  Print Editions: $3.99 to $15.99 
 
   Ebook Editions: $9.99 
 

While it is too early to price Kate the Great and the Out-of-Order Alphabet, it is worth noting that there is  
value in creating a more expensive book with superior materials. Such a book could withstand a greater  
degree of wear and tear in the hands of young readers, and adults would consider it a worthy addition to a  
child’s picture book library. Specifically, we are interested in a book that is a) hardcover, b) large (for Out- 
of-Order Alphabet, our aim is 9.8 x 10.5 inches), and c) comprised of high-quality archival paper.  
 
It is also worth noting the value in inexpensive paperbacks and eBooks, which do not require costly printing  
and distribution methods. Softcover and digital editions can allow Kate the Great access to the marketplace 
 at a much lower price point.  
 
Perhaps it will be possible to offer multiple editions of our picture book. Giving our target audience a small  
variety of choices may give Kate the Great the best possible chance of success.  
 

E. Competitors’ Promotion/Distribution:  

Other authors are promoting their work through a combination of book tours, book fairs, school and library  
visits, public readings, conferences, conventions, social media accounts, interviews, and other types of  
media exposure and advertising. Each of these methods will be considered and strategically implemented in  
the promotion of Kate the Great.   
 
As stated in the section, “Distribution Channels” (under “Market Analysis”), distribution is possible through  
brick-and-mortar bookstores, online booksellers, and school book fairs, as well as other types of retailers and  
book events. Additionally, if Kate the Great is adapted to eBook formats (EPUB, Kindle, etc.), then  



distribution is possible through the Amazon Kindle Store, Barnes and Noble Nook Store, iBook Store, Google 
eBooks, and Kobo Book (among others). In order to maximize our distribution potential, we need to work with  
a large trade publisher.  
 
In terms of promotion and distribution, Kate the Great would have the best mutually beneficial relationship  
with one of the “Big Five” (Hachette, HarperCollins, Macmillan, Penguin Random House, or Simon and 
Schuster).    
 

F. Competitors’ Successes:  

While attending Digipalooza 2015, OverDrive’s biennial conference for librarians in Cleveland, Ohio, Wayne 
made a spectacular discovery. Jane Green, a New York Times Bestselling author, delivered the keynote – a  
move that exposed her to thousands of readers and potential advocates for her books. By partnering with 
OverDrive, Ms. Green is embracing an exciting new aspect of the twenty-first century book-publishing  
business model; she is getting her work out to readers through digital libraries, which is a win-win move.  
Readers get to read her books for free, and through the funding of the public libraries that do business with 
OverDrive, Ms. Green is still paid for her work. While she is not an author of picture books, Ms. Green  
inspired Wayne to speak with OverDrive representatives about their future plans for introducing picture books  
to the OverDrive Catalog. (They provided some interesting details!)  
 
With the agreement of our future publisher, we would express a real interest in partnering with OverDrive. As 
authors of one of the first picture book series to approach OverDrive this way, we stand to benefit greatly from  
this alliance.    
 
There are several more examples of authors’ successes that should be considered when working on a 
promotional schedule with our publicist. Yet, upon entering a relationship with an agent, a publisher, and a 
publicist, we must keep the following in mind: Some of the most successful authors make frequent appearances, 
do interviews, read their work publicly, and promote in myriad other ways on an ongoing basis. Nick Bruel,  
Lincoln Peirce, and Jeff Kinney proved the old adage to be true: In a crowded market, brands stand out. 
 

G. Competitors’ Struggles:  

While we cannot be 100% sure without additional research, it seems that other authors are either reluctant to do 
more promotion or they do not see the value in it. While there is value in cycling between projects (which is to 



say, gearing into and out of the greater public consciousness), we believe that some level of promotion is always 
important (especially early in an author’s career). Additionally, it seems that some authors put more emphasis on 
writing than they do on artwork. We believe that both are equally important. A wealth of high-quality, expressive,  
animated illustrations will help Kate the Great’s adventures to stand out on the bookshelves.   
 
 

IV. Marketing Objectives 
  

Marketing Goals and Objectives 
 
A. Sales Goals:  

The more, the better. While the numbers for the first year are important, we intend to promote Kate the Great  
as a series for many years after its initial launch in picture books. 
  
Over the course of the last decade, Publishers Weekly has shared low sales figures for the “average” book 
published in the U.S. While many books may only sell 250 copies per year and 3,000 copies over their lifetime  
in print, three main factors must be considered before predicting the success Kate the Great: the size of the  
target audience, the reach of the book’s distribution, and the amount/quality of promotion.  
 
With over 4,000 likes on Facebook, we have studied the metrics and confirmed that there is a large target  
market for Kate the Great (details to follow in Marketing Tactics / Action Plan). Yet, we will need to confirm 
distribution and schedule promotion before we can determine our sales goals. 
   

B. Profitability:  

Until we speak with our future team (agent, publisher, and publicist), we cannot say for certain. More data is 
necessary to formulate this goal.  
 

C. Reviews: 

50-100 pre-launch. We will query magazines, bloggers, podcasters, social media influencers, respected  
reviewers, and academics (contacts we have made in the Northeast Ohio Master of Fine Arts program).  
We will distribute early copies of our book (authorized by our publisher, of course) in print and/or  



digital form. Networking over a period of months, we will fill Amazon with third-party book reviews,  
and we will also encourage teachers, professors, librarians, and professional critics to share their reviews  
via other online booksellers’ websites and educators’ websites (e.g.: School Library Journal [slj.com]).  
After launch, we will concentrate on building a solid collection of reviews on GoodReads. Reviews are 
important; we will always work to gain more.  
 
 

V. Marketing Strategy 
  

Meeting Our Marketing Objectives 
 
A. The Role of Branding:  

As readers come to associate humor, education, and high-quality illustrations with Kate the Great,  
the pre-sales figures will improve with each additional publication in the series.   
 
We want kids to associate dragons, unicorns (or pegacorns), gargoyles, and griffins with Kate the  
Great. We want readers to call Kate’s adventures “imagination books” and “funny books.” We want  
them to compare Kate to early Disney and classic Warner Bros. cartoons. While there will not always  
be a moral to Kate’s stories, we want our audience to know that they can learn useful things from Kate.  
With this branding in mind, Kate the Great will be a go-to series for readers who express interest in  
mythological creatures, humor, and adventure books, as well as those who need to learn the alphabet,  
numbers, shapes, colors, five senses, and facts about friendship. (For each of these subjects, a KtG  
picture book is in development.)  
 
To kick things off, we believe that Out-of-Order Alphabet is an excellent introduction for readers and  
their families to the world of Kate the Great. We have selected this title to be the first in the series of  
“early reader” books. In an alphabet book, Kate and her friends can introduce themselves by name (K  
for Kate, Z for Zuzu, etc.).  From there, we can do a numbers book, a colors book, etc. As readers grow,  
we will also release a series of “middle reader” books that will continue to entertain, to educate, and to  
strengthen the Kate the Great brand.  
 

B.    Position Among Competitors:  



Before working with a publisher, it is difficult to say, but our tentative strategy is to offer a low-priced  
book and a premium book. Digital books (EPUB and Kindle) and interactive apps (akin to the Dr. Seuss  
apps by Oceanhouse Media) are also worth consideration. We want Out-of-Order Alphabet to be seen as  
book that is filled with quality content. We want critics to recommend it as a page-turner that has “replay  
value” – a book which “gamifies” the reading process, allowing readers to go back and search for all of the  
letters in order to compare them to their proper order in the “bottom alphabet” (the alphabet that appears at  
the bottom of each page). We want readers to be entertained again and again by the characters’ dialogue  
and the fine details in the illustrations. We want our audience to know that there are multiple ways to read  
this book: fast and funny, slow and studious, aloud with adults, etc. With a reputation for versatility, Out- 
of-Order Alphabet could become a standout title.       
 

C.   The 4 Ps of Marketing: 
 

1) Product:  
 

A picture book, Kate the Great and the Out-of-Order Alphabet 
 

2) Price:  
 

$6.99 to $16.99 (tentative range) 
 

3) Promotion:  
 

Never-ending, with a simultaneous focus on our readers and the adults behind them, gearshifts in the 
intensity of our campaign, a systematic approach to different locations, alternating tactics in advertising, 
publicity, and public relations, and a marketing strategy that we revisit as we construct and work our  
way through our promotional schedule. Throughout the year, a wide variety of methods will be used to  
gain market share and reach our target audience. We may not become a national bestseller inside of a  
year, but with the proper focus and investment of resources, we can become a bestseller in select parts  



of the continental U.S. (e.g.: Northeast Ohio). Even if our bestseller status is limited to a select number of 
districts or regions that belong to a major bookseller, we will attract the attention of that bookseller’s 
corporate office. This can help us to gain wider distribution and preferential placement in other  
bookstores in the chain.  
 
We will need to work with a publicist, our agent, and our publisher to determine where we should begin 
with our campaign, then plan to work and work our plan. For specific details, please refer to Marketing 
Tactics / Action Plan (below).   

 
4) Placement:  

 
Once we have a publication deal, we can determine the following: The specific marketplaces that will  
carry our book, locations of those marketplaces, whether we will sell through our website, the  
distribution services being used, and publication date(s). Our publisher can let us know how and where  
our book will be accessible to readers, and we can work to give our readers the best possible options.   
 

VI. Marketing Tactics / Action Plan 
  

Specific Marketing Tactics, Tools, or Actions to Help Execute Our Marketing Strategy 
 
A. Print Tactics:  

$6.99 to $16.99 is a good price range for the possible editions of Out-of-Order Alphabet (softcover, hardcover,  
and digital), though we will need to discuss the exact pricing with our future publisher.  
 

B. Website / Blog:  

Right now, we still own and are actively using http://www.katethegreatcomics.com; however, we are  
considering purchasing the following (and of course, we are open to suggestions):   
 



1) http://www.katethegreat.co (.com is unavailable)  
2) http://www.katethegreatkids.com 
3) http://www.katethegreat.land  
4) http://www.katebabies.com (This would redirect to our main picture book website.) 

Frequent updates on our website blog (“news page”) will be vital to the process of directly connecting with  
readers and keeping them informed. To increase our reach organically, it will be necessary to perform regular  
SEO (i.e.: adding header tags [H1, H2, H3], title tags, ALT tags, and meta keywords).  
 
Much of the content that is shared via our website will also be posted to our social media accounts. Some of  
those accounts will also need to be optimized for SEO.   
 

C. Speaking Engagements:  

School and library visits, public readings, book signings, Q&A sessions, conference panels, and all other types  
of speaking engagements will need to be strategically booked with the help of our publicist.  
  

D. Webinars and Webcasts:  

We will explore opportunities to offer free webinars that are part of a larger collaborative. For example,  
working with OCLC WebJunction, we will reach teachers and librarians around the country. We will provide  
them with PDF documents (handouts) and links to our publisher’s website, KtG’s official website, and KtG on 
social media. We will read samples of our work, do Q&As, and engage with educators via group chat and  
webinar broadcasts. We will archive our A/V content with WebJunction so that our audience can view it later – 
days, months, or even years after publication.  
 
With Ustream, Periscope, Twitch, and YouTube, we can do live webcasts or share prerecorded content.  
These streams can be posted on our official website and social media accounts, and links to the content can also  
be posted so that others can share the content around the web.  
 
It should be noted: While some webcasting services allow for unique branding, Twitch focuses on video games. 
They have begun diversifying with the addition of channels like “BobRoss” (no space), but we think that by 
embracing the original format of the service and playing Nintendo games (e.g.: Super Mario Maker) while 



wearing Kate the Great t-shirts, we can definitely attract some new readers (young parents and their children). 
Twenty-first century “gamers” are incredibly loyal to those in their community.  
 
Starting a Kate the Great channel on all of the aforementioned webcasting services could help us promote our 
book.  
 

E. Social Networks:  

On the following list of networks, we will post frequently and use hashtags (some popular, some narrowly 
focused, and some unique to our brand). We will enlist the aid of social media influencers (popular accounts),  
and we will consider purchasing ads on Instagram, Twitter, and Facebook.  
 
While the first five entries on our list are excellent platforms for sharing Jaime’s illustrations, the primary  
function of YouTube would be to share various types of video content, including a book trailer.   
 
1) Instagram  
2) Twitter  
3) Tumblr 
4) Facebook 
5) Pinterest 
6) YouTube 

 
F. Additional Online Marketing Tactics:  

 
1) Publish sponsored articles on Facebook, Buzzfeed, the Atlantic, Yahoo (possibly), Reddit, and The 

Guardian, as well as on other popular news websites. By advertising on these respected websites, we  
can attract a wider crowd without risking a “clickbait” reputation. 
  

2) Advertise with trusted industry sources (i.e.: The School Library Journal). 
 



3) Work with infoUSA to construct an email marketing list and execute an email marketing campaign. 
Once we have an established list of email addresses (a Kate the Great subscriber base), we can consider 
working with Campaigner or iContact to execute the second phase of our email marketing campaign,  
regularly sending content to our readers and keeping them informed.  

 
4) Use Izea and Follerwonk to connect with social media influences and pay them to produce and  

distribute content on our behalf.  
 

5) Work with Sway Group and Markerly to hire popular bloggers to write and post articles about Kate the  
Great on popular blogs for children’s literature.   
 

G. Offline Marketing Tactics:  
 

1. Begin locally 

In Wayne’s hometown, we can do interviews (multiple, in the studio and over the phone) with the  
Louie B. Free radio show. Louie is a respected DJ who has interviewed several major authors and  
political figures. He has offered us a spot on his show.  
 
We can interview with the Youngstown Business Journal and The Vindicator (Youngstown’s most  
widely read and respected newspaper).  
 
We can do readings at various branches of the Public Library of Youngstown and Mahoning Valley, 
Wayne’s current employer.   
 
We can begin visiting area elementary schools to meeting with the kids, read our book at school  
assemblies, and do book signings. The first school we can visit is Saint Charles, Wayne’s alma mater  
and former employer.  
 
Fliers and other types of promotional (print) materials can be distributed at the Covelli Center in 
Youngstown, where thousands assemble for major musical events. Promotional materials can also be 



distributed at the Southern Park Mall and Eastwood Mall, where thousands shop daily. (Promotional 
materials include but are not limited to: creative business cards, pamphlets, handbills, and stickers.)  
 
Branded bookmarks can be distributed to area schools, bookstores, and libraries.  
 

2. Academic Outreach -- work with college and university professors to reach a new generation of 
elementary school teachers 

In Wayne’s hometown, we have contacts in Youngstown State University’s English Department and 
Beeghly College of Education (professors who specialize in early childhood education). We also have 
contacts in Kent State University’s School of Library and Information Science. Working with these 
individuals, as well as professors in colleges and universities around the country, we can visit students  
on campus, as well as virtually, taking a special interest in sharing our work with them. With this personal  
touch, we can form relationships that will result in a word-of-mouth viral campaign. Teachers can share 
Kate the Great with their students in countless elementary school classrooms and libraries. Once these 
teachers and librarians become fans, this type of sharing can allow Kate the Great to reach many new 
readers for generations to come.   
 

3.  Guerilla Marketing Campaigns – work with established guerilla marketers to reach large groups  
of people in public places, resulting in media exposure (e.g.: televised news coverage, newspaper  
articles, organic story submissions and viral growth on websites like Reddit and StumbleUpon, and  
viral videos on YouTube).  

There are many kinds of Above The Line (ATL) and Below The Line (BTL) advertising that we can  
use to promote our work, but in terms of creating a word-of-mouth viral buzz, no other method of 
advertising can be as effective and affordable as guerilla marketing.  
 
We will consult with several firms to find the one that is best for us, but we will begin with the  
following list: 
  
ι. thinkmodo 
ιι. Studio M 
ιιι. BETC 



 
H. Marketing Calendar:  

This is perhaps the most important piece of our marketing strategy. Once we have a book or series deal, we  
can hire a publicist and begin constructing a calendar that will take us through all of the aforementioned  
methods of promotion over a scheduled period of time (weeks, months, or longer). With the success of Kate  
the Great, our promotional efforts can continue for many years to come.  
 
To plan our journey, Gantt chart software is a necessity: http://www.tomsplanner.com/ 
  
 

VII. Summary of Action Plan 
 
A systematic action plan is necessary for the successful promotion of our book. Throughout the year, we will seek  
every opportunity to promote our work via multiple Above the Line (ATL) and Below the Line (BTL) activities. We  
will promote our work on the Internet, via social media, and through word-of-mouth campaigns that result from  
guerilla marketing tactics.  
 
If our future publisher does not have an in-house publicist – or perhaps, in order to supplement the services provided  
by our publisher’s publicist – Jaime and I will hire a third-party publicist. With his/her professional assistance, we  
will compile lists of potential interviews that we can arrange (on the radio, in newspapers, with magazines, through 
blogs, and via podcasts), we will schedule speaking engagements and readings at elementary schools, colleges, and 
public libraries, and we will plan conference appearances (as a vendor, panelist, and/or networking delegate). We will 
also plan to offer webinars and consider the benefits of press junkets. Media platforms that allow access to large  
groups of people will be the priority, though indirect marketing will also be important (i.e.: attending bookstore  
signings where we can gain local media attention, meet bookstore staff, and sign copies of our book).   
 
Nationally (and possibly, internationally), our smartphones, Skype, social media and email will be some of the most 
powerful tools we can use to promote our work.  
 
We will need to send our book to professional book reviewers, in order to get reviews published on Amazon.com, 
BN.com, and other online book retailers’ websites.     
 



By strategically doing telephone interviews with radio stations around the country and appearing at literary  
conferences and comic book conventions, we can attract many new readers. At conferences and conventions, we  
can use attractive, colorful signage (banners and placards), in order to appeal to passersby and draw them to our  
vendor booth, where we can either sell them signed/inscribed books or distribute promotional literature to them  
(e.g.: creative business cards, pamphlets, handbills, and stickers). Promotional literature can also be distributed at 
bookstore signings, school visits, libraries, and other types of book events, as well as public gathering spaces where 
thousands of people attend concerts, shop, etc.   
  
With enough time, titles, and promotion, Kate the Great could become as recognizable as Pigeon, Olivia, and Big  
Nate. With over 4,000 likes on Facebook, we know that there is a public interest in Kate the Great. Now, we must  
work to execute our plan.  
 
 

VIII. Finances and Metrics (The Numbers) 
  

Marketing Budget for Kate the Great and the Out-of-Order Alphabet 
 
A. Total Marketing Budget:  

Variable, depending on the publisher’s advance, the publisher’s direct contribution to the marketing of Kate the 
Great, promotional opportunities provided by the publisher (vendor booths at cons, placement on the publisher’s 
website, interviews arranged with trade publications, etc.). A percentage of the total book and/or series advance 
may be invested in the marketing budget, and personal funds may also be invested. To determine the exact 
numbers, we will need to discuss our options with an agent, publicist, and publisher.  
 

B. Cost Breakdown for Tactics and Tools (Described in Previous Section): 

Forthcoming. While we have access to some hard figures (i.e.: website costs, Facebook ad rates, publicists’  
rates, and the cost of printed promotional materials), exact pricing cannot be determined for all of the  
necessary pieces this early in the process. When we are within a year of a firm publication date, we can work to  
establish exact pricing for the systematic execution of our promotional plans.     
 

C. Sales Forecast: 



 
It is impossible to say this early in the game. We are committed to Kate the Great and determined to give Out- 
of-Order Alphabet all of the time and attention required to make it a success with both the critics and a 
commercial audience. In addition to any funding and/or promotional help provided by our publisher (e.g.: 
advances, escalators, promotional dollars, access to a publicist, access to a vendor booth and/or panel at a  
conference, etc.), we may plan to invest our own funds. Over time, we are confident that we can make Kate the  
Great a financial success.   
 

D. Evaluating Success:  
 

A partial list of methods and tools 
 

1) We will use web analytics to determine whether Kate the Great is performing optimally with our target  
      audience and the adult facilitators behind them. Using website metrics and campaign management tools, we  
     can determine how many people are visiting Kate’s official website, what the average bounce rate is, how well  
     the content is being engaged (based on the time the average person spends on each page), etc. These web tools  
     can be used to follow the performance of our online content on social media, and they can be used to monitor  
     the progress of email campaigns. Third-party social influencers and guerilla marketing firms can also provide  
     us with analytics to keep us informed on how well our content is performing.  
 
2) We can easily determine the number of viewers on our streaming channels (YouTube, Twitch, etc.), and we  
      can keep a count of webinar attendees.   
 
3) At libraries and schools, librarians and teachers often take headcounts, so we can ask for the numbers as  
     we attend these venues.  
 
4) We will need to keep track of how many print materials are distributed.  
 



5) Anytime we do an interview, we will be sure to learn about the circulation of the newspaper, size of the radio 
audience, average number of unique impressions a blog receives per month, etc.  

 
6) At bookstores, schools, and libraries, we will count the number of adult staff and/or faculty members we meet  
     and make a solid impression with.  
 
By always keeping the numbers in mind, we can track how many people we are able to reach. Comparing this 
number to our sales figures, we better determine the types of adjustments that may need made.  
 
 

Closing Notes 

We understand that marketing is not a singular act or event; it is a process. Effective promotional efforts can take 
time – possibly years. Yet, by following the above marketing plan and taking into consideration the ideas and 
suggestions of our agent, publicist, and publisher, we feel confident that we can give Kate the Great the best 
possible chance of success.      
 
We are committed to the success of Kate the Great, and we believe that with the right agent to represent us, we 
can achieve our primary goal: to reach future generations of upcoming readers, to entertain and to educate them.  
 
Thank you very much for reading our work. We look forward to hearing from you.  


