
The Chaos Scenario Marketing
Book Marketing in 

the Age of ―Listenomics‖



Overview

The Chaos Scenario is about the historic re-ordering of media and marketing 
brought about by a revolution in digital technology.  It explores how traditional 
advertising tactics are being replaced by entirely new digital and social platforms.  
Accordingly, we sought to leverage those very same trends and technologies in the 
book’s publication and promotion.  

The result was a truly innovative approach to book marketing; from cover design 
to pricing, from distribution to advertising.  And, perhaps most importantly, to the 
building a social community around the book and its ideas—an army of customer 
evangelists who aggressively spread the word about this important work through the 
social media platforms they controlled.  

This program enabled The Chaos Scenario to sell 5,000 copies in six months, but 
it may also begin erasing the disparity between traditional publishing and self-
publishing by providing an example for other independent publishers to successfully 
follow.  
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Crowd-Sourcing the Cover
 Why hire one designer when you can hire 50,000? 

 Why settle for a couple of cover choices when you 
could have hundreds?  

 Why guess at which one to choose when you can 
ask your customer?  

The digital revolution allows independent publishers to 
tap the finest creative talent in the world, not just 
the best designer in their neighborhood.

We used www.CrowdSpring .com to create the cover for 
The Chaos Scenario.  We submitted a creative brief 
describing the target audience, the look and feel we 
wanted, a description of the content and the price 
we were  willing to pay.  Within 24 hours we had 74 
cover comps from which to choose.  Within a week 
we had more than 120.

We narrowed those choices to three finalists, posted 
them to a blog where we invited consumers to vote 
for their favorite.  Within a few days we had our 
answer and some impressive marketing benefits…
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http://www.crowdspring.com/


The Results?
The Best Cover

We knew we were putting the best cover on the 
book because 80% of the consumers surveyed chose 
Cover C.

More Buzz
Allowing readers to choose the cover got people 
involved and spurred word-of-mouth and social 
media chatter which increased awareness of and 
anticipation for the book in the months leading up 
to its release.

Even More Buzz
crowdSPRING was so excited we chose them to 
design the book, they wrote and distributed a press 
release about it (see attached example).

Big Savings
We paid $500 for the final cover design—about a 
fifth of what traditional publishers routinely pay.
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Staged Distrubition

July 1

• Launch Amazon 
Kindle eBook 
exclusive

• Begin paperback 
pre-sale 
campaign from 
our website

August 1

• Release 
paperback 
through our 
website

• Follow Early 
Adopter 
Discount Pricing 
plan

October 1

• Release 
softcover to 
brick-and-
mortar retailers 
to coincide with 
30 Days of 
Chaos program
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We employed a staged distribution plan for The Chaos Scenario by gradually expanding the formats 
and sales channels for the book . We launched the Amazon Kindle ebook in July, the  direct-order 
paperback in August, and the paperback through all channels by October.  This provided several 
benefits.

 Improved financial liquidity: Revenues from presold editions helped finance the first printing.  
Higher retail sell-in: Ebook editions and presales created pent-up demand for the book which 
translated into higher initial orders from Ingram.
 Free Marketing– Because the Kindle ebook was the only version of The Chaos Scenario in the 
market for an entire month, Amazon promoted the book at no cost to take advantage of its temporary 
monopoly.



Kindle Exclusive
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We offered Amazon the opportunity to publish The Chaos 
Scenario as a Kindle ebook and to be the only retailer 
selling the book in any format for the month of July 2009, 
if they would give us promotional considerations in 
exchange.  Amazon agreed and provided the following 
marketing at no cost.

 Site Stripe
 Featured on Kindle home page
 Top space on Kindle Exclusives
 Face-out feature placement on Business & Investing page
 Bob can write a Kindle blog
 Published a Q&A with Bob on Kindle blog
 Offered a free chapter download through Site Stripe / Big 

Deals on Kindle
 Feature in Amazon Delivers email sent weekly
 Feature in New and Noteworthy email sent once a month
 Send title specific email to Kindle customers

1006 Kindle copies sold 
between July 1 and 
December 31, 2009



Early Adopter Discount Pricing
Most books begin life as hardcover editions at the highest price they will ever 

command. In subsequent months and years, they transition to less expensive 
formats.   This approach encourages readers to delay their purchase as they wait 
for a lower price. 

When fewer people buy and read a new title, there are also fewer of them to 
recommend it. Books that fail to achieve a critical mass of readers/recommenders 
early in their publication also fail to reach their full potential.

The pricing for The Chaos Scenario was designed to correct this problem by 
introducing an innovation we call, ―Early Adopter Discount Pricing.‖

The book began its life on July 1, 2009 as an Amazon.com Kindle eBook at just 
$9.99–the lowest price it will ever command. At that same time people could pre-
buy the paperback for $10.99. When the book released on August 3 it cost just 
$11.99 per individual copy for the first week. Each subsequent week we increased 
the price by $1 until it reached its regular retail price of $19.99 on September 28, 
2009.

We could only offer this discount through our online store where we 
controlled pricing.

Early Adopter Discounts create an incentive to act by rewarding the earliest 
buyers with the deepest discounts. It also creates an incentive for people to tell
their friends so they can save money too. This puts more copies of a great new 
book into the hands of readers at the earliest possible moment thereby maximizing 
word-of-mouth and its related sales.
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Team Chaos
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The Chaos Scenario was about the end of the traditional mass media/mass advertising symbiosis that 
had reigned for 400 years, but it also introduced the new digital tools that would replace it and focused 
on many of the smart companies leading the way.  We recruited those companies into a group we called 
Team Chaos and invited them to apply their products and services to the promotion of The Chaos 
Scenario. In return, we publicized them as leaders of the new digital marketing landscape, 
recommended them in speeches, and promoted them from the book’s website and other platforms.

In the next few pages you will meet Team Chaos and their incredible contributions to our marketing 
plan.



Website www.thechaosscenario.net
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Adyatra created a custom 
website and blog where 
we could build a 
community of fans and 
promote the book. It 
included:

 A video channel

 Homepage video

 Database signup

 News and events

 Streaming buzz about the 
book from the social web

 Bob’s Twitter feed

 Downloadable widget

 Sample chapters

 A retail page

http://www.thechaosscenario.net/
http://www.adyatra.com/


Custom Video Channel
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Magnify.net created a custom 
Chaos Scenario video 
channel and imbedded it 
in our site where we 
could post and share 
videos and our readers 
could too.  In addition to 
leaving text comments on 
the blog, fans could join 
the discussion about the 
book and the topics it 
raised by submitting 
video content.

http://www.magnify.net/


Online Promotional Video
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Our partner Creo Productions 
produced a 3:23 video for 
the Internet that took 
viewers on a rapid-fire tour 
through the book.  Bob 
Garfield provided the voice 
over for the soundtrack.  

We placed the video on the 
most popular video sharing 
sites, featured it on the 
website homepage, and 
included it in The Chaos 
Scenario Widget.

You can watch it at 
http://www.youtube.com/
watch?v=IXG8zaB4eGw

http://www.youtube.com/watch?v=IXG8zaB4eGw
http://www.youtube.com/watch?v=IXG8zaB4eGw
http://www.youtube.com/watch?v=IXG8zaB4eGw
http://www.creoproductions.com/


Training Video
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Fabian Baber, the educational 
video producer in 
Philadelphia, created a 30-
minute training video in 
which Bob Garfield takes 
viewers through a detailed 
presentation of the content 
in the book.  

We created this video so 
agencies, marketing 
departments, marketing 
organizations and college 
classes could watch, learn, 
and be encouraged to buy 
the book.

Watch it at 
http://www.vimeo.com/68
73200

http://www.vimeo.com/6873200
http://www.vimeo.com/6873200
http://vimeo.com/6873200
http://www.fabian-baber.com/


PowerPoint Presentation
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Ethos 3  created a PowerPoint 
presentation that covers the 
main topics of the book.  
We used this in several 
ways.

• Bob Garfield used it when 
he spoke

• We gave it to all 30 Days of 
Chaos participants so they 
could use it to teach their 
colleagues.

• We supplied it to college 
professors so they could use 
it to teach their class the 
content from the book.

• We allowed people to 
download it freely online.

• Printouts of the entire 
presentation are attached.

http://www.ethos3.com/


Widget
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Team Chaos partner Buddy 
Media produced a widget 
for the book we placed on 
the website, at AdAge.com, 
and on the book’s Facebook
Fan Page.  This portable 
piece of software had three 
tabs and performed 
multiple functions.

 Played the promotional 
video

 Dispensed 3 sample 
chapters

 Allowed people to become 
fans of the Facebook Page

 Sold the book

 Allowed people to ―grab‖ 
the widget and add it to 
their online platforms, 
blogs, social network pages, 
etc.

http://www.buddymedia.com/


Custom Facebook Fan Page
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Buddy Media also produced a 
custom Facebook Fan 
Page for the book that 
played video, ported 
news from our blog to the 
Fan Page, dispensed the 
widget, sold the book, 
and encouraged viral 
sharing.  It also became 
another place for fans to 
gather and discuss the 
book.



AdAge Promotions
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Advertising Age, the advertising 
industry’s leading trade 
publication, placed The 
Chaos Scenario Widget on 
its home page in exchange 
for a commission on sales 
of books sold through those 
widget placements.

AdAge also sent this 
promotional email to its 
subscriber list.

See the email online at 
https://app.e2ma.net/app/
view:CampaignPublic/id:14
00373.6562519302/rid:c52
89b36388f0f388f8d9e028a
f5b1a6

https://app.e2ma.net/app/view:CampaignPublic/id:1400373.6562519302/rid:c5289b36388f0f388f8d9e028af5b1a6
https://app.e2ma.net/app/view:CampaignPublic/id:1400373.6562519302/rid:c5289b36388f0f388f8d9e028af5b1a6
https://app.e2ma.net/app/view:CampaignPublic/id:1400373.6562519302/rid:c5289b36388f0f388f8d9e028af5b1a6
https://app.e2ma.net/app/view:CampaignPublic/id:1400373.6562519302/rid:c5289b36388f0f388f8d9e028af5b1a6
https://app.e2ma.net/app/view:CampaignPublic/id:1400373.6562519302/rid:c5289b36388f0f388f8d9e028af5b1a6
http://www.adage.com/


Email Marketing
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Email marketing firm Emma 
gave us a free account to 
help us promote the book 
and also to facilitate the 
30 Days of Chaos 
Program.

We created promotional 
campaigns, sent 
thousands of emails, and 
monitored results like 
opens and click-
throughs.

http://www.myemma.com/


Trade Advertising
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Though Stielstra Publishing 
has just one book, we 
were able to secure 
distribution through 
Ingram (They usually 
require a publisher to 
have a minimum of 10 
books).  

We promoted The Chaos 
Scenario to bookstores 
with this advertisement 
in Ingram Advance.



University Courses

20

We promoted The Chaos 
Scenario as a college 
textbook.  Since then 
several prominent 
universities have adopted it
as a textbook, including: 
The University of 
Minnesota, the University 
of Wisconsin, Columbia,  
the University of Texas, 
Texas State University, and 
Xavier.

Neal Burns, a professor in the 
advertising department at 
the University of Texas 
actually created a graduate 
level course based on the 
book in which students 
study the comparative 
impact of traditional vs. 
new media marketing 
programs.



Publicity
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We did our own publicity for the book with impressive results.

 NPR’s Talk of the Nation

 NPR’s On The Media

 WNYC – Leonard Lopate

 WNYC – Brian Lehrer Show

 CBC Q

 Advertising Age

 AdWeek

 MediaPost

 Associated press

 Slate

 ABC.com

 KABC-LA

 Publishers Weekly

 KUOA – Seattle (NPR)

 Beyond the Book

 Jaffee Juice

 TheWrap.com 2-part series

 Miami Herald

 Social Media Soapbox

 Comprehension – Public Relations Society of America newsletter 
& website

 Beyond the Book podcast

 Jeff Jarvis BuzzMachine Blog

 MediaPost- Online Spin

 OurBlook – Video Interview

 And more...



Publicity

22

We even landed a major 
review in the  Money 
section of USA Today on 
January 11, 2010.  The 
article also appeared on 
and remains part of the 
paper’s website.



Endorsements
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"Tales of total industrial collapse 
have never been so fun! Garfield's 
analysis of the total disruption of the 
media industry (and how it may be 
reborn) is right, prescient and wildly 
entertaining."

Chris Anderson, 
editor, Wired, and author of The 
Long Tail and Free

―Garfield is the gadfly of our 
industry—and this book is a new 
milestone. It is chock full of stories, 
compelling data and irreverence (of 
course). But I feel the most 
provocative thought Bob develops is 
the Listenomics idea. He warns that 
leaders who ignore Listenomics as a 
basic business philosophy will 
damage their brands. Those that 
embrace it will win.  I could not agree 
more.‖

Jim Stengel, former Global 
Marketing Officer, Procter & Gamble 
Co.

―Beware of dead cats! The future is 
not going to be a shinier version of 
the past. New rules, new winners, 
and yes, new losers. Bob Garfield, 
everyone's favorite media pundit, 
takes you on a tour of the future that 
is already here.‖

Seth Godin, author, Meatball Sundae      

―Garfield is the ideal guide to the changes in the 
media landscape. Both an insider and an analyst, 
he’s created a readable guide of remarkable 
breadth on the upending of news and 
entertainment, advertising and marketing, the 
media and society.‖ 

Clay Shirky, author of Here 
Comes Everybody



30 Days of Chaos
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The cornerstone of our marketing plan 
was a program called 30 Days of 
Chaos.  It gave people a deep 
experience with the book while also 
creating community around its topic.

Participants registered online and each 
received a Bob Garfield video, a 
Chaos Scenario PowerPoint to share 
its message with their department or 
team, discount pricing on the book 
and one email each day during the 
month of October.  

Each email included a greeting from Bob 
Garfield, an excerpt from the book, 
expert commentary, discussion 
questions and links to online 
resources.

We convinced the four largest marketing 
organizations in the United States –
AMA, DMA, PRSA and AAF- to 
participate by promoting the program 
to their chapters and individual 
members.  

It was the first time in history that 
those four organizations ever 
collaborated on the same 
program.



30 Days of Chaos – Daily Email
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Daily email messages 
included:

 Greeting from Bob 
Garfield

 An excerpt from the book 
noting the chapter and 
page numbers from 
which it came.

 Expert commentary- this 
got opinion leaders 
involved in our project

 Discussion questions – to 
encourage word-of-
mouth

 Links to online resources

Greeting

Excerpt
Commentary

Questions

Resources



Chaos on Demand
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When 30 Days of Chaos ended on November 1, 2009, 
we introduced Chaos on Demand.  Chaos on 
Demand included all of the same content as 
30DOC, but it allowed participants to pick the date 
their daily emails started.  

This allowed participants to go through it at their own 
pace and expanded the program’s impact to many 
more people over many more months.

You can still register at www.thechaosscenario.net

Day 1 Day 2 Day 3 Day 4 Day 5 Day 6 Day 7 Day 8 Day 8 Day 9 Day 10

http://www.thechaosscenario.net/


Results
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30 Days of Chaos and Chaos 
on Demand involved 
thousands of targeted 
participants.  It gave 
marketing and 
advertising experts from 
around the world a deep 
experience with the book 
while equipping them 
with tools that made it 
easy to spread the word 
to their social netw0rk.



Results
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Twitter users are particularly 
savvy and already 
believers in The Chaos 
Scenario’s message.  
Readers routinely 
tweeted about the book.  
Each tweet was retweeted
(repeated)2-3 times.  
Each tweet was seen by 
an average of 514 other 
people.

Our social media efforts 
generated millions and 
millions of impressions 
for the book.



Results
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In June of 2009 The Chaos 
Scenario didn’t exist.  
But, by February of 2010, 
and thanks to our unique 
marketing program, a 
Google search for  the 
book’s exact title ―The 
Chaos Scenario‖ 
produced…

586,000 results!



Conclusion

We believe the marketing plan for The Chaos Scenario deserves to win the IPPY Award 

because of its innovation, efficiency, resourcefulness, scope, and solid results

 Innovation – We utilized leading-edge technologies and creative thinking to create a 
marketing program unlike those from traditional or independent publishers.

 Efficiency – The entire plan was accomplished for less than $1000.

 Resourcefulness – By recruiting the subjects of the book to help market the book, we were 
able to accomplish far more than we otherwise could.

 Scope – The marketing plan covered every conceivable front from product design to pricing, 
from advertising to publicity.

 Results – Our marketing plan allowed The Chaose Scenario to outperform the vast majority of 
books; regardless who published them. 560,626 new books were published in the United States 
in 2008.  Today, the average new book has less than a 1% chance of being stocked by a 
bookstore.  It will sell fewer than 250 copies per year and less than 3000 in its lifetime! 

By taking a new approach, and despite those sobering odds, The Chaos Scenario was stocked by 
major chains including Barnes & Noble and Borders, became an Amazon.com business book 
bestseller (#11) and sold over 5000 copies in six months.  
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Greg Stielstra
Managing Partner

Bob Garfield
Partner

Stielstra Publishing
909 Miranda Place
Franklin, TN 37067

615-261-8095
greg@stielstrapublishing.com



Visual examples of marketing materials and publicity hits 
referenced in the document.
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