If I had the gumption to market my books!
Three Royal Terrace targets parents, caregivers, educators, therapists, and advocates within the autism community, along with general readers drawn to deeply human stories of resilience. Its raw, heartfelt narration offers a rare glimpse into the realities of severe autism, an underrepresented voice in literature. With a sensitive yet powerful marketing approach, partnering with autism advocacy groups, mental health podcasts, parenting influencers, and educational platforms, the book can transcend borders. Highlighting the emotional truth and giving it visibility during Autism Awareness Month and at international book fairs can position it as a must-read globally. Its potential to build empathy and understanding makes it not just a book, but a movement.
The Expatriate appeals to readers interested in military history, post-colonial studies, and expatriate life, especially those curious about lesser-documented British involvement in Aden and the socio-political landscape of Malawi. Academics, armchair historians, diplomats, and global development professionals are prime target audiences. With the right marketing strategy, focusing on targeted outreach to history forums, military memoir book clubs, academic institutions, and diaspora communities, this book can tap into global curiosity about post-colonial transitions and military experience. Leveraging author interviews, thought-leader endorsements, and history-focused podcast features could amplify its reach, turning The Expatriate into a globally respected work of narrative nonfiction.


