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Literature review 

• Hirschman and Holdbrook, 1982 (publishers 
advertising) 

• Chintagunta, 2006 (celebrity status) 



• Whether publishers’ advertising investments 
lead to a significant increase in book sales 
beyond the effects related to the already 
existing high profile of an author 

• Whether selection exist and its influence 
 



Rules of publishers 

• Based on potential book sales 
• Most of the advertising budget is 

concentrated on books of bestselling authors, 
leading less for promotion of books be lesser-
known authors 



Method 

• PSM approach 
• Group- dependent sales differences 
• PSM estimated by logit (or probit) regression 



Data 

• 598 newly released fiction books in Germany 
• Hardcover published between 2003-2005 
• For the first time in German language 
• Minimal sales volume of 1500 books in 1st 

year 
 



Print announcements 

• 3 market leaders daily newspapers 
(Suddeutsche Zeitung,Frankfurter Allgemeine, 
Die Zeit) 

• 2 national journals (Der Spiegel, Brigitte) 



Print announcement 

• 32,8% of dataset advertised 

Bestselling 
authors 

Lesser-known 
authors 

% 49 27 

number 1,82 0,89 

size 786 cm2 336 cm2 



 



 



 



Results 
Divers of the advertising decision 

 



 



Advertising effect on sales 

 



Matching estimation results within groups of 
bestseller authors/authors without bestsellers 

 



Conclusion and limitations 

• Substantial selection effects 
• Promotion of lesser-known authors 

 
• What books should promote 
• Writers’ self-promotion  
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