
PR for Authors 

About Me: With a background in journalism I now work in PR, with big businesses like 

Royal Enfield but most often with small businesses and sole traders, including writers. 

Writers I’ve worked with include Nicholas Graham, Ken Ford-Powell, Sarah J Dodd, Zoe 

Sharp, Anne Bradford, Gordon G May, Fiona Frank and Helen Haraldsen.   

Questions to ask yourself when embarking on a PR strategy: 

• What is newsworthy about you or your book? What's your story? 

• Independent publishers, do you have a marketing plan or at least awareness of the 

marketability of your book? 

• Do you have a social media presence? A website? A blog? Not essential but they can fuel 

your PR endeavours. 

• Are you willing to take professional PR advice – even if it might be uncomfortable on 

occasion – and follow it?  

Specific advice: 

• Don't adopt a ‘spammy’ attitude towards PR. This annoys editors. Timing really is everything. 

Sometimes less is more. 

• Don’t get a partner or friend to edit or proofread your book. I have never seen this work. Pay 

a professional!  

• If you’re doing a little of your own PR but simultaneously working with a PR professional be 

very clear about who does what and when then there’s no duplication. This approach 

worked very well recently with Nicholas Graham. 

• Be realistic. While it’s rare that one of my press releases is not used in print, broadcast or 

digital media there are no guarantees. Guaranteed inclusion comes only with advertising, 

which is very expensive and must be repeated to get results.  

• The PR approach – getting editorial about you and your book/project into magazines, on the 

radio and the web – is cost-effective and carries more kudos and credibility long-term.   

• Try not to see your PR efforts as needing a specific outcome – e.g, selling a lot more books. 

The main aim is to build awareness amongst the media and your potential audience about 

who you are and what you do. 

Why Outsource PR? 

You ask: ‘Why would I employ a PR person for regional or specialized media? My publisher will deal 

with that.’ Or: ‘I’m self-published. I'll do my own PR.’ 

Publishing house PR people don't have in-depth local knowledge or contacts. Few will have a 

background in journalism. These days short-staffed newsrooms receive hundreds of press releases 

and leads for stories every week. Yours must stand out to get a look in. Journalists often don't have 

the time to write news stories from scratch or chase up writers for interviews and photos like they 

used to.  They need something ready-written, in the correct format that they can drop into their 

publication with few changes. They need press releases that are persuasive, targeted, full of 

pertinent facts that editors want to see. 

• If you are interested in finding out more, please check out my website. 

www.judithcoyle.co.uk 

• Click the LinkedIn icon to find out more about what I do. 

http://www.judithcoyle.co.uk/

