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Stay in touch 
 
Questions, suggestions, an interesting project you’re working on? Tell me about 

it 
author@juliafellner.com 

 
Website 

www.juliafellner.com 
 

More writing advice 
 http://kittyinthestars.tumblr.com 

 
More publishing & marketing advice  

https://kittyinthestars.wordpress.com 
 

Twitter: @FellnerBooks 
https://twitter.com/FellnerBooks 

 
Facebook 

https://www.facebook.com/JuliaFellnerBooks/ 
 

Instagram 
https://www.instagram.com/kittyinthestars/ 

 
GoodReads 

http://www.goodreads.com/author/show/5275638.Julia_Fellner 
 

Self-publishing Handbook 
https://www.smashwords.com/books/view/576173  
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Introduction 
 

Congratulations! 
	
You have finished your book and you are ready to market it? Or perhaps you are 
currently writing your book and are already looking for how to market it? 
Congratulations! You have embarked on the first step of becoming an authorpreneur.  
 
 

What is authorpreneurship? 
 
If you want to have a sustainable career as a writer, you also need to be an 
authorpreneur. You have to know the industry and run your own business like any 
other entrepreneur. Once the technicalities of producing a book are taken care of, 
marketing is the biggest task as an authorpreneur. 
 
 

Why even bother with marketing? 
 
Even if you are not self-published, don’t rely on your publisher to do all the work. Of 
course the publisher will follow up their investment in you with a bit of marketing 
around the release. However, afterwards you’re on your own, when it comes to 
retaining your readers and keeping your books on the shelves.  
 
 

Here’s what the Marketing Handbook for Writers can do for you! 
 
The Marketing Handbook for Writers guides you through the process of setting up 
your marketing. You don’t need to have your book already or about to be published. 
You can never get started too early on marketing and building your audience. 

First, this Handbook will give you an overview of how to position your book 
and find your niche in the market. Then I go through the different marketing channels 
and how to set them up. In the second part, I give advice on how to keep things going 
and how to figure out what works and what doesn’t. Finally, there’s also a list of 25 
in-depth marketing suggestions for when you feel stuck. 
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Part I: The Set up 
 
 

Let’s start with your book 
 
 

Genre 
 
Narrowing down your book to a genre can feel limiting but genres are key in how 
books are sold. Often readers, for example, know they like mysteries and thrillers. 
Hence, when they enter a bookshop, regardless of whether that shop is on High Street 
or online, their first choice will be to walk to the mysteries and thriller section.  

Ask yourself which markers of certain genres your book contains. If it is cross-
genre, perhaps decide on one main genre and one sub-genre. The genre is also the 
starting point for your marketing strategy and which target audience you are trying to 
appeal to. Therefore, choose wisely.  
 
 

Target audience 
 
Your target audience is the beginning and end of everything. This is where your 
marketing starts. This is also where ideally the book finds a new home with your 
reader. The biggest mistake many people make is to define their target group not well 
enough. Some writers even claim their target audience is everyone. Of course, just 
because a book is marketed to a certain group of people, this doesn’t mean nobody 
outside that group is allowed to buy it. It’s simply a fact that your target group is the 
one who is most likely to buy your book. Therefore, the effort of marketing should be 
directed at this group and if they like your book, before exploring new target audience 
segments.  

When it comes to narrowing down who your readers are, authors often start off 
well. They know the gender and age range of their target audience. While that is a 
good start, it is certainly not enough. You need to be much more specific. Perhaps 
think of it, like writing a character description and fill out the following brief 
character sheet for your average target audience member. You can also fill out several 
of these sheets if you have defined several different segments within your target 
group. 
 

TARGET AUDIENCE PROFILE 
Gender(s)  
Age group  
Education  
Geographical location  
Socio-economic 
background 

 

Life stage (student, 
parent etc.) 

 

Lifestyle attitude, 
values 

 

Income   
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Where do they spend 
time online 

 

What influences their 
buying decisions  

 

Interests  
Hobbies  
Why they wouldn’t 
buy your book(s) 

 

What other books do 
they read 

 

 
These are only a few things you should ask yourself about your target group. Answers 
to these questions then give you clues to find an environment, in which your target 
audience is most likely to buy your book. It also helps with how you should describe 
and market your book to meet the interests of your target group. 
 
 

USP 
 
USP stands for unique selling point or proposition. It may sound like fancy business 
talk but all it means is what makes your book different? What sets it apart from the 
multitude of other books being published? Why should people read your book rather 
than any other? 
 
 

Positioning 
 
Positioning is one of marketers’ favourite concepts. In simple terms it’s about finding 
your position in the market. This is where your research about your target audience 
and competition, as well as your thoughts about your USP come together. Positioning 
helps you decide where you fit in. This decision also influences what your selling 
proposition is. Is your book more of an expensive high quality, limited edition? Are 
you competing by pricing your book cheaper than the bestsellers in your genre? 
 
 

Competition 
 
Who’s your competition? If your answer is JK Rowling or Stephen King, then you 
might want to think about this decision in more detail. Of course, people hesitate less 
in buying a book from a well-known author than the work of someone whose name 
they have never even heard before. You can’t compete on this level or with readers 
deciding to watch something on Netflix rather than reading. 
But the competitors you should be interested in are the ones, with whom you’re 
competing on the same level. Which writers or books are similar to your work? How 
are they positioned? How do they market their books? This is not only a good way of 
researching what seems to work with your target audience and what doesn’t. It also 
allows you to modify your USP, so that your book’s uniqueness becomes more visible 
in comparison to your competition.  
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Distribution 
 
There are many factors, which influence distribution channels. Different platforms 
can be online booksellers from Amazon to self-publishing sites, such as Smashwords. 
They can also be physical books shops in your area. You can even sell your works via 
your own website. There are many options and even more aspects to consider when 
making that choice. 
When you choose the platform you should ask yourself such questions as… 

• How much does this platform cost in terms of transaction and other fees? How 
do these costs relate to the amount of royalties you receive? 

• Does this platform require exclusivity or does it allow you to sell your book 
through other platforms as well?  

• How trustworthy is this distribution channel to potential customers? How 
many people in your target group use this platform regularly? 

Striking the balance between these requirements is the tricky part. You can sell your 
book through your own website but then it’s very unlikely people will find it by 
accident, like they might when they are browsing through a bigger online shop. 
People might also be wary of how trustworthy buying directly from your website is or 
you don’t offer their preferred payment method.  

If you offer your book through an online distributor where your target 
audience is not likely to have an account, this can be a serious barrier as well. Often 
customers have to be really convinced of a product to create a new account on a 
website just to be able to buy it. These platforms, in turn, will require a fee or give 
you less in royalties.  
 
 

Pricing 
 
You put an incredible amount of work into your book and want this effort to be 
valued by your readers. That is perfectly understandable. However, pricing is one of 
the few aspects where big publishers have the upper hand. A reasonably-sized 
publishing house can easily afford to offer a lesser-known author’s book at a prize too 
low to breakeven on its expenses because they know they will earn back the money 
with one of their bestselling authors.  

While this helps lesser-known authors to get exposure, it can be tricky for 
independent authors to strike that balance. Many writers have found that giving their 
work away for free for a certain time, in the end increased their sales overall. It can be 
counterintuitive but it’s one way to get exposure, especially with so many blogs, 
Twitters and newsletters advertising which e-Books are free to download every day. 

If this is not the route for you, pricing becomes a very interesting question. 
There are many different philosophies of how to set the ideal price. Usually, 
businesses do calculate their prices, so that they cover overhead costs and a certain 
amount of the production costs. It depends on when they are planning to break even, 
i.e. earn back the production costs. 

The first step should be to research your competitors. What do they price their 
books at? Try to compare on such levels as book length, genre and author reputation.  

A major mistake I have heard several authors make is set the price too high. 
For example, a debut novel priced at 20€ (depending on the conversion rate about 22$ 
or 15£) will be very hard to sell. Imagine you saw a paperback novel, let alone an 
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eBook priced at 20€. Would you buy it or would you think for that price I could 
probably buy at least two novels so why should I buy this one?  

It’s also a harsh reality that it’s very likely that hardly anyone knows you. You 
don’t have a platform full of fans that are convinced of your writing skills yet. 
Without this advantage, the barrier of whether someone will give your book a chance 
or not is even higher.  

Therefore, be realistic in your calculations and don’t be afraid to experiment, 
also depending on the platform and format of the book. One strategy I have found 
useful, which is also common in the book industry, is to price the book a little higher 
when it is released. Once some time has passed, you can always gradually lower the 
price, especially if you have already broken even. Also, don’t forget, you can always 
offer the book at special prices for (temporary) special offers. 
 
 

Building your Platform 
 
 

Social Media 
 
I have talked to a lot of writers starting out who feel daunted by the idea of social 
media. It seems like a lot of work and, to be honest, it is. However, depending on the 
age of your target group, social media very well may be one of the most sustainable 
ways of staying in touch with and building a community amongst your readers.  

The biggest mistake many writers make is that they create an account and then 
never use it. Sometimes they even give up halfway through and not even complete 
filling out the profile. Imagine what impression that gives interested readers who look 
you up online. 
 
 

Facebook 
 
Many people find Facebook the easiest to start with. It’s very likely you already have 
an account, so creating a public page for you as writer is easy and the following steps 
aren’t really difficult either. 

1. Choose a profile picture and header image. 
2. Add a link to your website. 
3. Upload information about your book, such as book covers. 

 
 

Twitter 
 
Many people hear about the 140-character word limit and are intimated. Personally, 
what I like best about Twitter is that it keeps me from waffling on and on. If there’s a 
post I want to make I often start with the announcement on Twitter. Thanks to the 
word limit, I have to think about what the core message is and what is the most 
concise way of getting it across efficiently.  
Here are the steps for setting up your own account to make the most of it. 

1. Create an account. 
2. Choose a profile picture and header image. 
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3. Keep your personal description short and relevant. Try to make it interesting 
and unique.  

4. Add a link to your website. 
 
 

Blog 
 
As a writer I find blogging, albeit it can be quite time-intensive, is the medium, which 
suits me best. You can either include your blog on your website (a very popular 
technique to help with the SEO results) or create a separate blog on a platform like 
Wordpress, Tumblr or Medium. Spend some time on different blogging sites first, to 
determine on which there seem to be enough people interested in content, which is 
similar to yours. Here are some tips on setting up your blog. 

1. Create an account. 
2. Upload an avatar image and depending on the blog also a header image. 
3. Fill out your profile information. 
4. Add information about your book. 
5. Add links to your social media accounts and website. 
6. Write your first blog post. 

As with the other platforms, it is important to finish filling out your profile. Ideally, 
you should have plenty of information about you and your book, so people want to 
click on the link, which will lead them to your website. 
Depending on what you want to achieve with your blog, it can be helpful to set out a 
few guidelines for yourself, such as 

1. Which topics you are going to cover 
2. Average blog post lengths 
3. Where you are going to get images from 

 
 

Website 
 
For some people the website is where they start all of their online and marketing 
activities. Others don’t even have one and use their blog or another social media 
account to communicate with their audience. It largely depends on which approach 
you prefer and whether you want to spend money on a domain or content 
management system. If you are only starting out, there is always the option of buying 
a domain and creating a website with a platform like Wordpress. 
 
 

Newsletter/Email Marketing 
 

Many a marketer will tell you, no matter how powerful social media is, email 
marketing is still the holy grail of marketing and there’s a truth to that. Just think 
about it. With social media you are dependent on followers checking their accounts 
and on algorithms for your content to even be featured in their newsfeed.  

Meanwhile, if someone agrees to receive emails from you, this means they 
care enough about your work to hear about your future projects. They are the loyal 
customers you want to retain, so that when you send out an email with the link to your 
new book they all click to be the first to buy your book. 
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Of course email marketing isn’t magic. Often the rate of how many people 
open your email, let alone those who click links, isn’t as high you would like it to be. 
But email is still the only sure-fire way of making sure your interested customer 
knows about what’s new with you. 

There are different services for writing newsletters, such as MailChimp, which 
are free to a certain extent. Whichever way you start collecting email addresses, make 
sure that your subscribers have explicitly consented to receive emails from you since 
data protection policies can vary from country to country. 
 
 

Build a network 
 
If you’re an independent writer, networking with publishers or agents is probably not 
much use unless you’re hoping for a traditional publishing opportunity. Rather than 
being a restriction, this opens up your possibilities. You can separate your network 
into other industry professionals, such as booksellers. Then you have those groups of 
people who can help you with promotion, like book blogs or local newspapers. A very 
powerful connection of course can also be influencers amongst your target group.  

The most useful group to network with I would argue can be like-minded 
people. This could be people who are part of your target group of other writers. 
Especially, writers often like to exchange experiences, what worked and what didn’t 
work for them. This also opens the door for collaborations.  
 

 
Part II: Keep things going 

 
 

Make the most of your platform 
 
 

Finding the plot for your strategy 
 
Stories aren’t the only thing you should be plotting. Don’t just throw your buy this or 
that link at your audience. Develop your marketing like you plot a story. Capture the 
interest of your followers, engage them and then make them curious about your book. 

 
 

Content Plans 
 
It can be annoying to sit down and pencil in when you are going to post what but 
sacrificing your time to do this once a week or month, can save you time during the 
rest of it. Many social networks allow you to schedule posts for a certain time or you 
can schedule them centrally with a service like Buffer. Scheduling is what I prefer to 
do with content that isn’t necessarily time-related, such as an on-going blogging 
series. 

The way you plan your content is entirely up to your own preferences. You 
can decide on the different categories of posts you would like to make (for example, 
one blog article per week or one Facebook post everyday) and challenge yourself to 
meet that amount of activity. Another approach is to set yourself a theme for certain 
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timespans and do a campaign corresponding to it, where all or most of your posts are 
focused around this topic.  

While planning can be an excellent way of saving time in your hectic everyday 
life, it can also be useful to stay flexible and be able to respond to, for example, news, 
which are relevant to writing or the topic of your book.  
 
 

Analysis 
 
Analysis is the scary part for many writers who dread working with numbers or 
anything that reminds them of maths classes. This is a pity because analysing your 
social media efforts and results doesn’t have to be difficult. Depending on what 
you’re goal is there are different metrics that you can look at. The following are the 
two easiest options. 

Firstly, there is the follower count, which is easy enough to track. There can be 
a lot of fluctuation, especially on platforms like Twitter where some people follow 
you and if you don’t follow them back they will unfollow you again. So don’t be 
disappointed if you notice these fluctuations. Those people wouldn’t have been 
interested in what you post or your book anyway. 

Secondly, you can look at engagement. Many social networks like Facebook 
and Twitter already do the analytics for engagement automatically. They will tell you 
what the post reach was, i.e. how many people actually saw your post, which is 
already the first hard part of posting content when you’re working against algorithms 
and overflowing newsfeeds. Then there is also the number of likes, comments and 
people clicking on links you posted. Those offer perhaps the most valuable insights. 
It’s a good way of testing what content your audience is interested in, what they 
respond to the most, and also what the post should look like, in terms of length, style, 
images etc. 

For those really interested in analysis, there is a lot of more information, which 
can be picked from what social networks already serve on a silver platter. There’s also 
the option of installing, a tracking system, like Google Analytics. However, you 
should also remember to check the laws and regulations about collecting data from 
people visiting your site. Depending on the country you’re in, you have to ask the 
site’s visitor for permission to collect certain types of data. 
 
 

Analysis Part 2: What to do with all of this information 
 
You can create pretty spread sheets with fluctuations in follower numbers but what to 
do with all of this information? That’s the hard part. Some social networks already 
offer insights but even with those, you still need to make sense of them. Of course 
there is an abundance of insights, which can be inferred from all this data, so much 
big enough businesses employ people who do nothing but data analysis. But if you 
don’t want to invest too much time, there are two aspects you can focus on.  

Firstly, there is relating your data to your target group. For example, your 
Facebook page may tell you demographics about people who liked your page. This 
feature may tell you the majority of Likes on your page come from women between 
the ages of twenty and thirty.  

So what do you do with that information? An easy way to process this type of 
data is to relate it back to your target group. It’s nice that twenty- to thirty-year-old 
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women liked your page but how do they relate to your target group? Is it exactly who 
you envisioned would like your book? Then congratulations.  

But perhaps your originally envisioned target group was different. This could 
either mean you overlooked a potential target group, which could be interested in your 
work or you discovered a new segment of your target group.  

Perhaps they are not actually interested in your book but in the content you 
post. It could be you phrased your book descriptions and general discourse in a 
manner, which appeals to this group of people, although they are not the target group. 
In that case, you should revise how you market your book and rethink the content you 
post. 

The second aspect, which you can take a closer look at, is the number of likes, 
comments and clicks. Look at what posts got the most engagement and try to 
categorize them. Try to find the combination of what your followers enjoy. Of course 
there’s no magic formula but perhaps you can detect certain topics your followers find 
the most interesting. It could also be the format, such as in-depth blogs or short-form 
posts. 
 
 

Interaction 
 
While a high follower count is nice to have, having fewer followers but ones that 
engage with your content is still more powerful. So how do you get people to interact 
with what you post? This is the tricky bit. 

The first step is to find out what they are interested in. What issues does your 
target group care about? Once you have figured this out (which is an on-going 
process), you can start posting topics related to these issues.  

The second step is how to make posts about this topic, which prompt 
interaction. A sub step of this is deciding which type of interaction you would like to 
incite. If it’s click-through to a link, writing an interesting blurb with a good hook can 
be efficient. If it’s comments you are looking for, ending the post on a question or 
asking for the reader’s opinion can be a successful strategy. Again, it’s a process of 
different trying things and figuring out what works for your target group. 
 
 

Campaigns 
 
You might be familiar with the term campaign from people talking about this or that 
brand’s Christmas campaign. However, not all campaigns have to be built around 
Christmas. If you have a certain goal, like, for example, raising awareness about a 
certain issue, advertising special offers or new releases, you can do a campaign for a 
certain amount of time. In this time period you have social media and blog posts 
schedule centred around this topic. Perhaps you’re also planning paid advertisement 
or other additions to draw attention to your campaign.  
 
 

Get readers to know you exist 
 
You can have written a book with the potential to be a bestseller. You can have the 
best website in the world. But none of this will help if no one goes looking for your 
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work. Even to search for your work online, people need to have already heard about 
you or your work. 

There are many ways of getting exposure, ranging from traditional publicity 
work, over book fairs to online marketing. The only boundary is your creativity. But, 
since I know it can be though to find the time to think of new marketing ideas, I have 
created a list of 25 in-depth marketing suggestions for when you feel stuck. 
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Still feel stuck? Here’s 25 in-depth marketing ideas 
 

1. Do a giveaway. There are many online platforms like Rafflecoptor and 
GoodReads through which you can do a giveaway of your book. It gives you 
something to post about and people love free stuff. So it’s a good way of 
getting people to notice your work and perhaps follow you. 

2. Take your work to the market. Rent a bookshelf or booth at the next book 
fair or at a local market. It could also be any other fair, which has to do with 
your book. For example, if you’re story is set in the Middle Ages, find a 
medieval fair to visit. If the fee for the booth is too high, you can always try to 
find other authors or other people with a similar focus to share one with you. 

3. Go on a blog tour. Blog tours or sometimes also called virtual book tours are 
book tours online. Instead of going to different cities to do a reading, you write 
blog posts for different blogs or give interviews. 

4. Get reviews. This can be a lot of work because out of ten people whom you 
offer your book to review, often only one may respond. However, honest 
reviews are valuable, especially if you can get the reviewer to also post them 
on GoodReads and whatever platform you sell your book on. A good start to 
find people to review your book for free is to do an online search for book 
blogs, which review books of your genre. 

5. Give your book as a present. By this I don’t mean skip buying birthday 
presents in favour of handing out your book. But if you meet someone, who 
you think would be really interested in your book and is someone who would 
give you a great review in return or is able to help you connect to other people, 
give them a free book as a present. Of course this is an investment but you 
never know what might come of it.  

6. Contact local news stations. Whether it’s a newspaper, radio or TV. Local 
news stations are always looking for news in the area and they want to hear 
stories about people living locally. So send them your press kit and offer to do 
an interview. 

7. Do a reading. Ask at your local bookshop or library. Depending on the topic 
of your book, offer to do a reading at schools or societies dealing with a topic, 
which is mentioned, in your book. For example, if your book is about a 
gardener who solves crimes, look for a local gardening club or even a florist.  

8. Write guest blog articles. Find authors who write about a similar topic or 
have a similar target audience to you and write a guest article for their blog. In 
turn you can also publish a guest article they have written on your blog. If 
you’re looking for an opportunity to write a guest blog, you can contact me at 
author@juliafellner.com with a blog pitch. 

9. Create a social media account for a character. This is especially useful if 
you are writing a series and looking for a way to keep your audience interested 
in-between the releases of books. It also allows the audience to dive deeper 
into the character’s world and get additional information about the character 
and their world, which didn’t make it into the book. 

10. Answer questions. Give your readers the opportunity to ask you questions, 
for example by prompting them to do so on your Facebook page or by using a 
certain hashtag on Twitter. The questions don’t necessarily have to be about 
your book. They can also be, for example, about writing in general.  
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11. Provide bonus material. Publish fun facts about your characters or the world 
they live in. You can also include scenes, which were cut in the editing 
process, like deleted scenes on a DVD.  

12. Give something for free first. Short stories are how many writers used to 
kick-start their careers. Nowadays, it’s much easier to get your short stories 
read online since there are a multitude of online platforms. For example, I use 
FictionPress, Readwave, WriterSky, SparkaTale, Figment and Inkitt. But there 
are many more sites where you can upload short stories for free. Of course it’s 
even better if the story is connected to the book you want to sell.  

13. Create a book trailer. Book trailers don’t have to be as elaborate or done on 
the same budget as the next Hollywood blockbuster. With some royalty-free 
music, combined with writing, images or short video clips you can create a 
trailer, which brings across not only the story but also the theme and style of 
your book. 

14. Quizzes. Who hasn’t taken quizzes like “In which Hogwarts House would you 
be sorted?” before? This shouldn’t be a pop quiz about the story. Rather think 
of it as a personality test like in magazines that people love to take, not 
because they necessarily believe in them, but because they are fun. 

15. Bookmarks. This is a simple way of promoting your book at, for example, 
book fairs. You can even use the bookmarks as your business cards. The 
advantage is that they serve a purpose for the person receiving it and are 
therefore much less likely to be immediately discarded like fliers or 
conventional business cards.  

16. Interview your character. You can have two characters interview each other 
or get a fictional news reporter to do the job. Simply get creative in how you 
can get people interested in the character without giving away too much of the 
story. 

17. Share your frustration. Sometimes there are just days, when you think 
there’s really nothing new with which you can fill your social media. That’s 
okay. Writers have bad days too and admitting that occasionally can endear 
you to your readers because everyone procrastinates every now and then.  

18. Look at your role models. If you’re a writer, it’s also very likely you’re an 
avid reader. What do your favourite writers do to promote their work or stay in 
touch with their fan base? 

19. Appreciate fan works. Sometimes authors are weirded out by or don’t know 
how to deal with other people taking their characters and world and creating 
their own things based on that. For those who don’t know, fan works are fan-
created pieces which can range from art, over stories to any format like fan 
origami or sock puppets. Having such a creative fan base is a sign of 
admiration and appreciation. Showing your appreciation for their dedication in 
return is usually seen as very positive amongst fan communities. 

20. Give a glimpse into how your work. Many people, especially aspiring 
writers, are curious about what the creative process is like. Feel free to share 
your experiences, whether it is the joy of when the words just flow by 
themselves, the emotional moment when you finish the first draft or the 
frustration when you’ve rewritten the same sentence twenty times. 

21. Give writing workshops. Find a local organization like a community college 
or a school, where you can organize a writing workshop or even organize one 
yourself. It’s a good way of sharing your craft and convincing potential 
readers of your writing skills. 
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22. Author Interviews. Whether you’re being interviewed by the local radio 
station, a school magazine or another author, it can be a good strategy to 
attract the interest of new potential readers. Similarly, like guest blog posts, 
this can work through exchanging, giving or hosting author interviews. If 
you’re looking for an opportunity to be interviewed or interview someone, you 
can contact me at author@juliafellner.com with a link to your website and 
whether you’re looking to be interviewed as part of promotion for a particular 
book. 

23. Talk about what’s next. A good way of creating excitement before a book 
release is to let your audience already know that you’re working on something. 
This way you can create interest with sneak previews or by simply giving your 
followers an idea of what will be the next book. Updating your audience on 
upcoming projects long before they are released is the best way to generate 
interest in a loyal fan base.  

24. See what is trending. Find recent articles about the topic you write about or 
writing in general and think about them. Publish the link along with a 
comment about your own opinion or view of the topic. This way you don’t 
always have to create fully original content to fill your social media accounts. 

25. Read my blog: For more ideas you can visit my Tumblr blog about writing 
advice, inspiration and publishing (http://kittyinthestars.tumblr.com) and my 
Wordpress blog about publishing and especially marketing advice  
(https://kittyinthestars.wordpress.com). You can also download my Self-
publishing Handbook for free 
(https://www.smashwords.com/books/view/576173). 
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Still curious? 
 
Of course there’s much more say about marketing since this is meant to be only an 
introduction to the topic. For more information you can follow me online or download 
my Self-publishing Handbook. If you have questions you can tweet me 
(@FellnerBooks), message me on Facebook 
(https://www.facebook.com/JuliaFellnerBooks/) or write an email 
(author@juliafellner.com). 
 
 
About Julia Fellner 
 
I wrote my debut novel, Revealed, at the age of sixteen. After this first experience 
with the publishing industry I wanted to become more entrepreneurial than just 
writing. 
Therefore, I self-published my second novel, To be a Hero and a short story 
collection, Adventure Stories of Pirates, Robots and Coconuts, also very much 
enjoying the management side of the process. Based on my experiences as an 
authorpreneur, I have also released two free eBooks, the Self-Publishing Handbook 
and the Writers’ Handbook to Marketing. 
I graduated from Vienna University with a Bachelor in English linguistics, literature 
and cultural studies and completed a Master degree in Management in the Creative 
Economy at Kingston University London. Currently, I live in Austria, where I am 
working on exciting new projects. 
 
 
More publishing advice by Julia Fellner 
 
Self-publishing Handbook  
 
Based on my own experience of self-publishing my second novel To be a Hero, I have 
compiled a Handbook to guide you through the self-publishing process. Originally a 
blog series, the Handbook starts, by helping you decide whether self-publishing is for 

you. 
 
In order to produce a quality book, topics from editing, over 
cover design to typesetting are explained. Next, legal 
considerations and different distribution channels, as well as 
financial concerns are addressed. Finally, the biggest section 
focuses on marketing - the bread and butter of any author, 
offering advice on how to build up to the release and continue 
creating impactful marketing afterwards. 
 
Download here: 
https://www.smashwords.com/books/view/576173  
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Blogs  
 
Tumblr blog about writing advice, inspiration and publishing: 
http://kittyinthestars.tumblr.com 
Wordpress blog about publishing and especially marketing advice: 
https://kittyinthestars.wordpress.com 
Fiction by Julia Fellner 
 
 

Adventure Stories of Pirates, Robots and Coconuts 
	

City of the Dead 
Armed with nothing more than a sarcastic stone statue, a Victorian ghost and a 
humorous skeleton, would you try to solve your own murder? 

Revenge of the Ginger 
An unexpected holiday, time travel and a cat. –  

A story from three different points of views and one of those is the cat’s. 
Love and Robots 
This year the Jane Austen festival is a lot more...modern. Can a love story prevail 
even under the threat of a potential robot invasion? 

The Dangers of Gardening 
When people start dying of mysterious wounds  

the rumoured vampires aren’t the only danger in town. 
Of Sea Monsters and Pirates 
At first glance Inverness may seem ordinary, but the city has more than one magical 
secret.  

Race Against the Clock 
Captain Khalilah’s first mission with her own crew turns into a scavenger hunt  

for a stolen molecular model amongst legendary riddles. 
A Prophecy of Coconuts 
Don’t you want to discover the mystery of the coconut? 
 
Read these stories for free: http://www.juliafellner.com/index,172.html  
 
 

TO BE A HERO 
 
Valerie has loved stories about heroes ever 
since she was a child. Now it’s her chance to 
become one herself.    
When a masked, self-proclaimed hero called 
Shadow appears in her hometown, she decides 
to team up with him and become a hero herself. 
Valerie is an unlikely adventurer. She can’t run 
fast and she is a little insecure. But she is 
passionate about turning her life into an 
interesting story.   
However, soon she has to learn that living a 
story is not as easy as she had thought. In a 
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small town with no big adventures, the person underneath Shadow’s mask is the only 
mystery worth exploring. When Shadow’s secrets pile up, she has to learn to face 
problems without her mask.   In a world that believes it no longer needs heroes, can 
Valerie and Shadow prove it wrong? 
 
Read more: http://www.juliafellner.com/index,171.html  
 
 
 
REVEALED 
	

Vampires, secret societies and first love - 
those are things that Anne Watson missed 
during her first high school experience. 
Panthera Academy is not only a place for 
eccentric characters, but also the home of two 
secret societies, the panthers and the rebels. 
There Anne has to deal with midnight meetings, 
shocking confessions of dark secrets and 
mysterious deaths as she experiences falling in 
love for the first time. 
 
Read more: 
http://www.juliafellner.com/index,113.html  
 
 
 
Lesbian Adventures through Time 
 
I am currently working on a new short story collection called Lesbian Adventures 
through Time. All stories are about women who love women but the focus is on the 
action-packed plot. 
 
Read more: http://www.juliafellner.com/index,225.html  


