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I	don’t	know	if	pricing	an	e-book	is	an	art,	a	fine	science,	or	a	magic	formula.	There	are	as	many	ways	to	
decide	the	price	of	a	book	as	there	are	book-marketing	experts.		
Some	ideas		

• are	crazy	but	fun	(ask	a	stranger	to	name	a	price	and	go	with	it).		

• are	altruistic	(pay	whatever	you	think	it’s	worth).	

• are	precise	and	scientific	(price	x	multiplied	by	book	y	plus	put	your	left	foot	in	and	shake	all	about	

equals	the	optimum	price	for	your	book).	

Here	are	some	considerations	that	may	help	you	determine	the	price	that	is	right	for	your	e-book.	Amazon	is	
the	largest	e-book	retailer	and	a	good	place	to	do	price	research.	Don’t	overlook	other	outlets,	such	as	iBooks	
Store,	Barnes	and	Noble,	Kobo,	and	individual	websites.	

• KNOW YOUR AUDIENCE	What	price	point	will	your	audience	bear?	A	business	book	generally	has	a	
higher	price	than	a	book	for	moms.		

• KNOW YOUR COMPETITION	What	is	the	average	price	of	similar	books?	Look	at	the	sales	ranking	of	
the	books	and	compare	it	to	price?	This	is	not	the	best	indicator	because	there	are	so	many	factors	in	
the	sales	ranking,	but	it	can	give	you	some	indication	of	acceptable	price.	

• SIZE OF YOUR BOOK	When	you	look	at	the	price	of	similar	books,	check	the	number	of	pages.	I	know,	
an	e-book	doesn’t	have	pages.	At	Amazon,	if	an	e-book	has	a	print	companion	book,	the	number	of	
print	pages	will	be	used.	Kindle-only	books	will	have	an	estimated	number	of	pages.	Do	you	have	
more	or	less	than	the	other	books	in	your	category?	Price	accordingly.	

• KNOW YOUR COST	It’s	easy	to	think	about	the	cost	of	your	e-book,	especially	if	you	are	a	do-it-
yourselfer,	as	low.	Your	time	has	value;	consider	that	value	along	with	the	actual	cost	of	design,	
marketing,	etc.	
PERCEIVED VALUE	What	is	the	value	of	your	book?	That’s	in	the	eye	of	the	buyer.	Are	you	presenting	
some	new	information,	current	information,	or	unique	story	line?	Some	of	the	perceived	value	is	the	
convenience	of	the	instant	purchase.	

• SPECIFIC OUTLET PRICES	Unless	your	book	is	enrolled	in	Kindle	Select,	you	may	have	your	book	in	
several	outlets.	Each	of	these	outlets	are	going	to	have	a	different	audience,	which	means	you	may	
want	to	consider	a	different	price	at	each.	Amazon	will	price	match	other	outlets.	

• KNOW YOUR GOALS	What	is	your	goal	for	your	book?	Do	you	want	more	sales	and	ultimately	more	
readers?	Do	you	want	to	earn	more	money?	A	lower	price,	even	free,	can	put	your	book	in	more	
readers’	hands.	If	this	is	your	first	book	or	you	are	branching	into	a	new	niche,	a	lower	price	is	one	way	
to	gain	readers.	For	higher	revenue,	start	at	a	specific	price,	say	$5.99	then	raise	or	lower	it	to	see	what	
the	sweet	spot	is.	

• ASK YOUR TRIBE	Go	ahead.	Ask	the	people	most	likely	to	buy	your	book	what	they	would	pay	for	it.	
You	may	be	surprised	the	value	they	see	in	your	product.	


