Audiobook Marketing for Authors

A guide to take you from ‘what do | need to get this done?" to it's selling!”
— start wherever you are today —

Audio is the fastest-growing corner of publishing.

In 2025, U.S. audiobook sales reached roughly $2.43 billion — up about 9% on the year — with
more than 750,000 titles available and a majority of American adults having listened to at
least one title in audio.

It's a growing audience and an exploding format, which means the publishing story now
must include audiobook discoverability: helping listeners find & choose your audiobook.

This guide is to help you get that done, one step at a time.

Wherever you are — considering audio, already produced, or launching soon — read straight
through and skip what doesn't apply.

You're headed into audio — great! A success-oriented mindset.

You've decided to produce your book in audio — so let's give the audiobook the best possible
shot at finding listeners.

Most of what makes an audiobook succeed is the same work that underlies the success of
any print book — a story people enjoy, and readers who know it exists. The audio-specific
pieces sit on top of that, and they're eminently doable. That's what the rest of this guide walks
you through, one step at a time.

Three things worth dialing in early, and then we'll get into the marketing:

« Giveitroom to be findable. Wherever your audiobook lives — and however it gets
distributed — the same fundamentals apply: clear title, relevant categories, a description
that reads like an invitation. (More on this in Step 1.)

« Choose avoice that's an asset, not an afterthought. Whoever gives your book its voice,
that performance is one of the things that's uniquely yours to market later: clips, samples,
a listen that feels like an experience. You'll use it in Step 4, and it's worth it being something
you're excited to share.

» Decide whether you will be distributing via Audible or not.



Only selling direct

If you choose to not distribute via Audible
you are not limited to "lives/sells only on my
website." You have Options!

Google Play Books, Kobo, Apple Books, and
Spotify all accept direct audiobook uploads
— no exclusivity, and you set your own
price.

So you can "go wide" without Audible if you
want to, and sell from your own store for
the richest margins.

If you sell only from your own site:

* The upside: selling from your own store,
you keep 90%+ of every sale and control
everything — price, bundles, the
customer relationship.

* The tradeoff: no retailer sends you
browsers. Every listener is one you
personally invite. Direct-only rewards
authors who already have an audience
— it's high-margin, not easy-mode.

How this trail shifts for you:

e Your engine is your own clips, your ads,
and your list — not a retailer's discovery.
So start where that lives: jump to Step 4
(clips) and read down through ads and
list-building. Steps 1-3 are
retailer-facing — skim or skip them.

Tools that make direct selling work:
BookFunnel (delivery to the listener's app),
Shopify / Payhip / Ko-fi (storefronts),
Soundwise and Authors Direct
(audio-specific), plus direct uploads to
Google Play, Kobo, and Apple if you want
that wide-minus-Audible reach.

Step 1 — Lay the foundation
(the free stuff that decides the rest)

Before you spend a dollar or a promo code, make sure the page a listener lands on is doing
its job. This is unglamorous and completely free, and it quietly determines the return on
everything that follows.
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Metadata & categories. Choose the most accurate, least-crowded categories you
qualify for, and write a description that reads like a hook, not a synopsis. The right
category is often the difference between charting and vanishing.

The cover at thumbnail size. Most people first see your cover the size of a (large-ish)
stamp. If the title and author's name aren't legible at that size or the graphics are
distorted, correct that before you drive any traffic to it.

Step 2 — Seed early reviews
(codes are your currency)

Early reviews are the credibility engine. A handful of honest reviews in the first weeks give a
nervous new listener the confidence to try an unknown book — and they build the
momentum retailers reward. Your main tool here is the promo code: free-copy codes you
can request from your distributor and place deliberately.

A few things that may work better than "free audiobook!" offered up into the aether:

Give codes through a giveaway, not a giveaway-away. Codes handed out as
something exclusive get redeemed far more often than codes simply dumped. Scarcity
does the work.

Build a small review team, the way you'd build an ARC group for an ebook — but
remember audiobook reviewers are often a different audience than your print/ebook
readers.

Ask existing readers to copy their review across. Someone who reviewed your ebook can
usually add that review to the audio edition in a click. Free, fast, underused.

Place codes where audio reviewers already gather: reviewer-matching sites like
Audiobooks Unleashed and StoryOrigin, and active Facebook communities like Audiobook
Addicts (20,000+ members, with a regular code-exchange thread) or genre rooms such
as Aural Fixation for romance. Post in r/audiobooks (on Reddit) and relevant Goodreads
groups too.

Consider BookTube (YouTube book reviewers) for the right genres. Some channels reach
hundreds of thousands of subscribers, and a video review lands like a recommendation
from a friend rather than an ad. Three honest caveats, though: it skews heavily to YA,
fantasy, and romance; it's saturated — big publishers flood reviewers with free copies, so
breaking in can be challenging; and you approach each reviewer through their stated
review policy, sending the book as a gift. Never pay for a positive review — that's a
reputation risk, not a shortcut.

One practical limit to plan around: some platforms cap codes per title (for example, Spotify
allows a limited batch per title through aggregators like Author's Republic). Codes are finite
— spend them where reviews are likeliest.
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Step 3 — Pull the discount lever
(wide distribution only)

» Wide distribution only — skip if you're exclusive to Audible or selling direct.

Discounting is one of the highest-return promotional tools in audio and leaves an opening
for indies willing to be flexible. If you distribute wide, you can propose deep, time-limited
price drops that put your book in front of deal-hungry listeners:

« Chirp (from the BookBub team) lets you apply for a featured deal at a steep discount
(often 50—-80% off) for a limited window. For wide audio titles it's one of the single
best-value promotions available, and it's especially strong in romance, thriller, and
fantasy.

« Strategic discounts (or give-awaways) on price-controlled retailers (Apple Books,
Kobo, Google Play) can punch above their weight — heavily discounted titles sometimes
crack a store's top ranks while sitting far lower elsewhere, purely because the discount
created visibility.

The move is "use a limited discount as a visibility event,” then let the momentum and any
series listen-through carry the value back to sales.

Selling wide

This step applies only if you're distributing
wide.

If your book is exclusive to Audible/ACX, you
don't control pricing — Amazon sets it — so
skip ahead to Step 4.

Going wide includes Audible — and adds
every other store, plus your own direct
sales, alongside it. Wide means no longer
being only on Audible.

Step 4 — Make clips
(advantage: audio)

This is the step where the audiobook format shines.
A short narration clip is native, shareable content that costs nothing but attention:

« Shortclips (15-60 seconds) of a dramatic moment, a plot twist, or lively multi-voice
dialogue are what convert. A single strong clip on TikTok or Reels can reach tens of
thousands of people organically, and plenty of indie authors have traced real sales
straight back to BookTok.
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« The hook is everything. Lead with the most gripping few seconds, not context. Curiosity,
not explanation.

+ Turn clips into audiograms — a clip paired with a moving waveform and captions —
using tools like Headliner, Wavve, Canva, or BookBrush. Clever bonus placement: upload
an audiogram as a sample/review right on your book's own product page, so it works as a
mini audiobook trailer at the point of sale.

If you worked directly with a narrator, this is a natural place to collaborate — the
performance is the marketing asset here.

Step 5 — Use the ebook-to-audio ripple

» Amazon/Audible only — skip if you're selling direct off your own store.
This is the most underrated tactic in audio, and it can effectively pay for itself.

Many committed listeners will pick up a Kindle ebook while it's free or heavily discounted
specifically so they can then buy the Audible audiobook at the lower Whispersync for Voice
upgrade price. The knock-on effect is real enough that the audiobook royalties following a
well-timed ebook promotion may cover the cost of the ebook ad that started it.

The strategy: run a discounted-ebook promotion (a BookBub feature is the classic engine),
and let the audio upgrade ride along behind it. And unlike Step 3's discounting, Whispersync
is available to both exclusive and wide titles — so this one's on the table no matter how you
distribute.

Step 6 — Ads, done sanely

Paid ads come after the free levers are working.
When you're ready, a few durable principles that outlast any platform'’s current fashion:

« For targeting audiobook listeners specifically, Meta (Facebook/Instagram) and BookBub
Ads tend to offer the best control. (You can't discount or ad-target inside Audible — one
reason the free and discount levers above matter so much.)

+ Start small. A daily budget around $10-15 is enough to gather real data without bleeding
money. Below that, your ad barely shows and you won't learn enough about
demographics and reach.

+ Scale by results, not by budget. Track ROAS (revenue + ad spend — a $100 spend
returning $300 is a ROAS of 3.0) on individual campaigns, and ROI across your whole
business. Keep what earns, delete what doesn't. Tools like ScribeCount help you see
returns by format so audio doesn't get lost in the mix.

Platforms shift constantly — treat this as how to think about spend, not a fixed list of where to
spend. Curate a list of "best platforms” and then revisit it annually.
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Step 7 — Build out the audience you already host
Your email list is the one audience you host — the people you can tell about every new
release without an algorithm in the way.

« Grow your list everywhere: a signup link in the back of every book, on your website, in
your clips. A reader who finishes an audiobook is receptive — make it effortless for them to
hear about the next one and to subscribe to your newsletter.

+ Low-cost promo networks can seed both list and sales. Services like AuthorsXP (built by
author-marketer Amy Vansant) let you reach a large reader list for a small fee — a
fraction of a major feature's cost — and are handy for reviews, newsletter growth, and
giveaways.

« Lean into series or bundle 2 or more already in series. In a series, one acquired reader
can become repeat sales across every book — indie authors track this as read-through,
and a healthy series often keeps 50-60% of book-one readers coming back for book two,
compounding from there. That's why series pair so well with audio: a listener who follows a
story will follow it into the next volume — and they'll follow a voice. A consistent narrator
across the whole run is one of the quieter reasons series listeners stay, and every new title
markets the whole backlist.

You can run this whole guide yourself — really, you can. The one part you don't have
to do solo is the audiobook itself. If you'd like a partner for the recording, production,
and promo clips, that's me.

Let's talk about your book
christalewis.com - christa@cglewis.com

audiobook narration - full production

Tools & sources mentioned in this guide

* Distribution & wide reach: Author's Republic, Voices by INaudio

+ Discount promotions: Chirp

* Reviews & reviewer matching: Audiobooks Unleashed, StoryOrigin
 Clips & audiograms: Headliner, Wavve, Canva, BookBrush

» Ebook-to-audio: Whispersync for Voice, BookBub

* Ads: Meta Ads, BookBub Ads

¢ List & promo: AuthorsXP

* Further reading: Reedsy's audiobook marketing guide; Karen Commins’ Audiobook Marketing
Cheat Sheet; the Audio Publishers Association (industry data)
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© 2026 Liquid Belles Audio LLC
Source-Connect Certified Studio - NC & Worldwide
Award-winning voice actor and audiobook narrator serving corporate, e-learning, and publishing clients worldwide.
Voice acting coaching available.
christalewis.com - christa@cglewis.com
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