Getting Book Reviews and Media
Coverage: 11 Proven Strategies

In the digital marketplace, "Social Proof" is the currency of trust. A potential reader
might love your cover and be intrigued by your blurb, but if your book has zero
reviews, they will hesitate. Conversely, a book with 500+ reviews and a "Featured in
The Huffington Post" badge feels like a safe bet.

Generating reviews and securing media coverage are two of the hardest parts of book
marketing, but they are essential for validation. You cannot sit back and wait for
them to happen organically; you must aggressively pursue them. Here are 11 strategies
to build your book’s credibility through reviews and PR.

1. Build an ARC Team (Advance Reader Copy)

The most critical reviews are the ones that land on Launch Day. You need a team of
readers who get the book early in exchange for an honest review.

How to do it: Use a Google Form to recruit volunteers from your newsletter or
social media. Send them the digital file 4 weeks before launch. Follow up (politely) on
launch day to remind them to post.

2, Leverage NetGalley and Edelweiss

These are industry-standard platforms where librarians, booksellers, and professional
reviewers go to find upcoming titles.

The Investment: Listing on NetGalley costs money (often $400-$600, though
author co-ops offer discounts), but it puts your book in front of thousands of
influential gatekeepers who can generate high-quality buzz.

3. Submit for Editorial Reviews

"Consumer reviews" are from readers (Amazon/Goodreads). "Editorial reviews" are
from publications. A blurb from Kirkus Reviews, Publishers Weekly, or Foreword
Reviews carries immense weight.

Timing: Most of these require submission 3-4 months before publication. If you
are self-publishing, look into their paid indie review programs (e.g., Kirkus Indie).

4. Use "Connectively" (formerly HARO)

Journalists are constantly looking for experts to quote. Sign up for "Connectively"
(formerly Help A Reporter Out). You will get daily emails listing stories journalists are
working on.

The Pitch: If a reporter is writing about "Workplace Burnout" and your book
covers that, reply quickly. If they quote you, you get a mention and a backlink to your
book.
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5. Pitch Local Media with a "Local Hook"
National media is tough, but local media is accessible.

The Angle: Do not pitch "I wrote a book." Pitch "Local Resident writes thriller
set in [Town Name]." Or "Local Teacher publishes children's book to help students
cope with anxiety." The story is you and the community, not just the book.

6. Podcast Guesting

Podcasts are the new book tour. They are often more effective than radio because the
listeners are niche-specific and highly engaged.

Strategy: Don't just aim for the Top 10 podcasts. Find mid-tier podcasts in your
genre. Pitch yourself as a guest who can provide value to their audience, not just
someone selling a book.

7. The "Book Insert" Request
Put a call-to-action for a review inside the book itself.

Placement: On the last page of the story, include a short, heartfelt note: "Thank
you for reading. As an independent author, reviews are my lifeblood. If you enjoyed
this, please leave a sentence or two on Amazon." This catches the reader when they
are most satisfied.

8. Contact Niche Bloggers
Find bloggers who review specifically in your genre. Do not send a mass email.

Personalization: "Hi [Name], I loved your review of [Similar Book]. Since you
enjoyed that, I thought you might like my new book..." Respect their submission
guidelines. If they accept, send a physical copy if possible—it’s harder to ignore than
an ebook.

9. Use "BookSprout" or "Pubby"

If you are struggling to get your first 20 reviews, services like BookSprout or Pubby
connect authors with reviewers.

Note: These are not "paid reviews" (which are against Amazon TOS). You are
paying for the platform to manage the distribution of ARCs. The reviewers are still
voluntary and free to leave honest feedback.

10. Leverage Social Proof in Ads
Once you get a good review, use it.

The Ad: An ad graphic that says "A must-read thrill ride" — Kirkus Reviews
performs significantly better than an ad that just describes the plot. Use snippets of
your best reviews in your A+ Content on Amazon.

11. Never Respond to Negative Reviews

This is a "negative strategy," but crucial.



The Rule: never, ever argue with a reviewer. It looks unprofessional and will go
viral for the wrong reasons. A bad review is not a crisis; it validates that the reviews
are real. Ignore it and move on.

Getting reviews and PR is a numbers game. You will hear "no" (or silence) more often
than "yes." But in book marketing, one "yes" from a major influencer or a snowball
effect of 50 Amazon reviews can change the trajectory of your sales curve entirely.
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