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In the world of thought leadership and celebrity publishing, the "author" is often the face, 
while a ghostwriter is the hands. This is a standard industry practice, allowing CEOs, 
politicians, and busy experts to share their knowledge without pausing their careers to write 
60,000 words. However, this dynamic creates a unique challenge for the promotional 
phase. How do you market a book authentically when the person on the cover didn't type 
every word? The answer lies in transparency about the ideas and strategic management of 
the author's time. Skilled book publicists are experts at navigating this nuance, ensuring 
the campaign feels genuine while respecting the constraints of the author's schedule. 

The key is to understand that the audience buys the expertise and the voice, regardless of 
who physically sat at the keyboard. The marketing campaign must bridge the gap between 
the manuscript and the person. It involves extracting the core messages that the author is 
passionate about and building a platform where they can speak to those themes 
comfortably. The goal is to make the author the undisputed owner of the content in the 
public eye, leveraging their authority to drive sales. 

Media Training: Owning the Narrative 

Since the author may not have agonised over every sentence, they might not recall every 
specific anecdote in the book instantly. Before any interview tour, a rigorous "refresh" 
phase is necessary. The publicist or the ghostwriter prepares "cheat sheets" or briefing 
documents that highlight the key stories, data points, and quotable lines from the book. 

Media training in this context is less about soundbites and more about content 
familiarisation. The author needs to be able to riff on the themes of the book effortlessly. If 
they stumble when asked about Chapter 4, credibility is lost. The publicist’s role is to drill 
the author until the book’s content feels as natural as their daily conversation. This 
preparation ensures that when the red light goes on, the author speaks with the confidence 
of a creator, bridging the gap between the ghostwritten text and their own lived experience. 

The "Thought Leadership" Article Strategy 

For busy professionals, a book tour of physical bookstores is often impossible. Instead, the 
campaign should focus on placing high-level thought leadership articles in relevant 
publications (e.g., Harvard Business Review, Forbes, or industry trade journals). These 
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articles are often also drafted by ghostwriters or the publicity team, based on the book's 
content. 

This strategy leverages the "content waterfall." One chapter of the book can be repurposed 
into three different articles, five LinkedIn posts, and a webinar script. This maximises the 
output while minimising the author's time input. The author reviews and approves the 
content, ensuring it aligns with their views, but the heavy lifting of drafting is handled by 
the team. It keeps the author visible and relevant in the news cycle without requiring them 
to spend hours writing fresh copy every week. 

Leveraging Podcasts for Authentic Connection 

Podcasts are the great equaliser. Unlike a written article, you cannot ghostwrite a podcast 
appearance. This is where the author must show up. However, this is actually an advantage. 
Hearing the author speak passionately about the topics covers in the book validates the 
project. 

A publicist will curate a list of podcasts that align with the author’s expertise, not just book 
podcasts. A CEO writing about management should be on leadership podcasts, not literary 
ones. The conversational format allows the author to expand on the book’s ideas using their 
current, real-world experience. It proves that the book is a reflection of their mind. Even if 
they didn't write the prose, they own the intellect. This authenticity resonates with listeners 
and converts them into readers. 

Strategic Use of Social Media Teams 

Most high-profile authors do not manage their own Twitter or LinkedIn accounts. A social 
media team drives the day-to-day engagement. The challenge is keeping the "voice" 
consistent with the book. If the book is serious and academic, but the tweets are casual and 
slang-filled, the brand fractures. 

The publicity team creates a "Brand Bible" or style guide based on the book. This dictates 
the tone, vocabulary, and topics for social media. The author might record short video clips 
(which are authentic) while the team handles the text posts and comments. This hybrid 
approach ensures a constant stream of content that supports the book launch, creating the 
illusion of the author’s omnipresence while protecting their time for their actual day job. 

Conclusion  

Marketing a book for a busy professional is a logistical feat that balances authenticity with 
efficiency. By utilising media training, repurposing content, leveraging audio formats, and 
managing social channels strategically, publicists ensure that the author’s ideas reach the 
world, regardless of who held the pen. 

Call to Action  

To build a campaign that respects your time and amplifies your authority, contact our 
strategy team. 

Visit: https://www.smithpublicity.com/ 
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