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Building brands, expounding new product features and enhancing responsiveness 
all these activities are headed towards one destination - the customer. Now, marketing 
is treading new ground, beyond the traditional, and has gone online. Hitching a ride 
on emerging vehicles such as wikis, podcasts, blogs, widgets and social networks 
takes their brand / product / service further and helps them realize their marketing 
objectives quickly and effectively. Using these vehicles is one of the most effective 
ways of driving traffic to your site. 
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If you look at how the Internet has evolved, there has been a high 
level of expectation for it to ‘change everything’. And it has. Look 
at electronic publishing for example. Throughout the history of the 
Internet, there have been high expectations for it to “change 
everything” and in the continuing revolution; it has only succeeded 
in playing a vital role in businesses including electronic publishing. 
Content is just about everywhere: audio, video and online commu-
nities. Though the print edition of a book is jut one device, its 
e-counterpart can be showcased in many ways. As content is 
constantly being produced, publishers become responsible for 
connecting with and engaging the reader in dynamic ways, taking 
marketing to a different e-level. Today web helps publishers do 
exactly that.

Websites have become the e-address of businesses and a must 
for anyone who wants to survive in this competitive world. Publish-
ers too have established an online presence with their own 
branded portals to reach out to a wider set of audiences with their 
content. Marketing books online, selling content and promoting 
brands and titles on the web only spells minimum risk and maxi-
mum gain.  But as more and more publishers adopt internet as the 
new marketing channel, they are posed with the biggest challenge 
of driving traffic to their book portal. 

While looking at the benefits of online marketing, some simple 
actions lead to a multitude of advantages. However, you must 
have an online portal in place before you can start leveraging the 
web 2.0 marketing tools.
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Replace cover art on current e-commerce site with    widgets, an 
interactive viral marketing tool
Add print and e-book buy-links to widgets
Use your main site homepage to announce new e-book functionality
Effectively use your main site ‘news page’ and ‘blog’ to talk 
about the new e-book functionality
Create awareness through customer mailers and newsletters
Effectively use ‘Public Relation’ tools such as a ‘Press Release’ 
to announce new e-book functionality
Make the most of social networking sites such as FaceBook, 
LinkedIn and MySpace etc., to publicize new e-book functionality
Include a global link to the e-book site from your main/print 
e-commerce site 
Include “Buy as e-book” link pointing to the “Add to cart” site link 
in the product description page
Showcase new / featured titles as full fledged widgets on your 
main site homepage as more people visit the homepage as 
compared to other pages
Add the e-book URL to future editions / print runs of your print titles
Include ViewInside (book preview) / e-book site URL to email 
signatures
Share ViewInside URLs to existing reviewers
Recommend reviewers to use widgets instead of cover art in 
their book coverage – this enables a more interactive experience 
with search options etc.
Add ViewInside URLs to reading lists on community sites such 
as Shelfari as comments instead of a one-dimensional cover art
Include ViewInside URLs to social bookmarking sites such as 
Delicious, Digg, StumbleUpon etc.
Add ViewInside URLs to blogs that cover the title as comments
Identify Twitter # marks or group relevant to the book and tweet 
the ViewInside URL to them
Identify discussion groups and mailing list relevant to the book 
and post the ViewInside link on them
Add the book widget-to-widget aggregation sites like WidgetBox etc.
Ask authors to include the book widget on their blog
Ask authors to add the ViewInside URL to their email signatures
Ask authors to add the widget to their FaceBook and MySpace 
profiles
Ask authors to change their LinkedIn status to include the 
ViewInside URL
Include the e-book website branding and link in all promotional 
activities and posters as part of the marketing strategy

So, while exploring ways to 
increase traffic on your site, 
optimum utilization of the varied 
content delivery platforms ensure 
that your book reaches the 
customer quickly, easily and 
economically. And the steps 
illustrated above will further ensure 
a steady influx of traffic. Afterall, 
industry data does point toward an 
increase in sales after providing 
the user a preview. Once the 
electronic momentum gets going, 
publishers have to grab the 
opportunity to capitalize on this to 
their advantage. 
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