
The Bulk Buy: Selling 
Books as Corporate Assets 

 

For non-fiction authors, particularly in business, self-help, or leadership genres, the 
retail bookstore is often the smallest part of the pie. The real volume lies in the B2B 
(Business to Business) market. Companies are constantly seeking tools to train 
employees, gifts for clients, and resources for conferences. Selling 500 copies to a 
single corporation is far more efficient than selling 500 copies to individuals. 
However, accessing this market requires a completely different approach than 
standard consumer marketing. Specialised book marketing companies focus on 
positioning the book not as a "good read," but as a solution to a business problem. 

The buyer in this scenario is not the reader; it is an HR Director, a Learning & 
Development Manager, or a Conference Planner. They have different motivations. 
They care about ROI, brand alignment, and logistical ease. The marketing pitch must 
speak to these needs, framing the book as a high-value asset that reinforces their 
company’s goals. 

Positioning the Book as a Training Tool 

To sell to a Learning & Development (L&D) department, the book must be 
actionable. Marketing materials should highlight the "key takeaways" and 
"frameworks" within the text. Creating a companion "Discussion Guide" or 
"Workshop Kit" significantly increases the book’s value. It transforms the book from 
a passive object into an active training module. 

The pitch is: "This book will help your sales team close more deals," or "This book 
will improve your managers' emotional intelligence." Testimonials from other 
business leaders are crucial here. Social proof from a VP at a Fortune 500 company 
carries more weight than a review from the New York Times in this specific arena. 

The Corporate Gifting Strategy 

Q4 is the prime season for corporate gifting. Companies spend millions on gifts for 
clients and employees. A high-quality hardcover book is often perceived as more 
thoughtful and prestigious than a branded mug or a gift card. It suggests intellect 
and care. 
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Marketing for this channel involves direct outreach to executive assistants and office 
managers in September and October. Offering volume discounts and customisation 
options—such as a company logo on the jacket or a bookplate signed by the author—
can seal the deal. The book becomes a vehicle for the company’s own branding, 
making it an easy "yes" for the purchaser. 

Speaking as a Sales Channel 

The most direct route to a bulk sale is through public speaking. When an author is 
hired to give a keynote, the book should always be part of the negotiation. "I can 
lower my speaking fee if you pre-purchase a copy for every attendee." 

This strategy guarantees distribution. It ensures that every person in the room leaves 
with the author's message in hand. Marketing efforts should focus on getting the 
author on the stages of industry conferences. The speaker reel and the book sell-
sheet are two halves of the same whole. They validate each other. 

Navigating Bulk Retailers 

Fulfilment is a major hurdle in B2B. An author cannot ship 1,000 books from their 
garage. Partnering with bulk retailers like Porchlight or 800-CEO-READ is essential. 
These companies specialise in handling large orders and can report these sales to the 
bestseller lists (like the NYT or WSJ), which have specific requirements for bulk 
reporting. 

Marketing strategy includes directing corporate traffic to these specialised vendors 
rather than Amazon. It ensures smooth logistics and maximises the chart impact of 
the sale. 

Conclusion 

The B2B market is a high-volume, high-value ecosystem. By packaging the book as a 
business solution, leveraging gifting seasons, and integrating sales with speaking, 
authors can move thousands of units in a single transaction. It moves the needle 
from "author" to "industry thought leader." 

Call to Action 

Unlock the lucrative corporate market with our specialised B2B sales and 
partnership strategies.  

 


