
If an item is in the public domain it's accessible to 
everyone and means sharing your market with 
potentially thousands of fellow sellers. What's more, at  
sites like Amazon Kindle, unless you're first to list a 
public domain item, you won’t be able to list yours 
unless significant changes are made to the original.

So you could add pictures, for example, where 
none existed previously, or you could add your own 
intro-duction to the finished products.

However, people can still find the public domain 
version of your book online by keying a few 
paragraphs from your version into any search engine, 
in response to which sometimes hundreds of sources 
will appear for potential copycats to create their own.

One way to deter most copycats is to change a 
few words in each of your paragraphs to make your 
sen-tences less responsive in search returns.

So you could take a few days to reword every sen-
tence by hand – or you could let Microsoft Word do it 
for you in a couple of hours at most. 

Microsoft Word has its own thesaurus where you 
can key in certain words and wait for alternative 
similar meaning words to appear. Then you insert 
those words at places throughout your public domain 
text.

The tool is essentially to avoid using the same word 
several times throughout a letter or other creative work 
and end up making the finished document look stilted 
and boring. I’ve just used the thesaurus for alternatives 
to ‘stilted’ and found ‘stiff’, ‘wooden’, ‘unnatural’. So 
there are three words to use if my public domain works 
contains too many references to ‘stilted’.

Now it really doesn’t always matter if an ebook is 
loaded with repeat appearances of a writer’s favourite 
words, but that’s not what we’re looking at here. What 
we are doing is seeking alternatives for words in the 
original document to make it harder for copycats to find 
our original document. 

Give your new product a completely different title to 
the original and the search becomes harder still. 

One way to reach your goal is to read the public 
domain text carefully and highligh any words you see 
used ofte. I would aim for at least 20 target words.

List those words on paper kept beside your com-
puter. Then in ‘Home’, at the top of the screen inside 
a Word document, click on ‘Review’, and on the next 
page choose ‘Thesaurus’ at the left side of the bar at 
the top of the page. That takes you to something like 
this:

This is where you enter the word 
you want to change...

And this is what you’ll receive 
from a search for ‘original’, for 
example:

Take a screenshot of alternatives for a specific word 
like ‘original’. Do this for all words you’re changing.

Now go back to your public domain text. Depress 
the ‘ctrl’ key at the bottom left of the keyboard and ‘F’ 
key. Keep both keys depressed at the same time. That 
brings up a search box into which you key the word 
you want to change and which highlights all instances 
of that word in the original public domain document. 
Now you simply go through instances, one by one, 
changing the search word into one of the alternatives 
provided by the thesaurus.

When you’re finished, read your work through from 
start to finish, looking for rough patches, ambiguities 
and making whatever changes make your work look 
more professional and natural.

Yes, it takes time and it’s very boring, but this idea 
works, and with sufficient words changed you’ll qualify 
to list your book on Kindle and similar sites, at the 
same time restricting competition against you.

Quick Fixes to Turn Public Domain 
Content Into Kindle Friendly eBooks 

The public domain is a wonderful source of copy-
right-free articles to use on websites, blogs, and for 

     To make a real impact you need to change common 
words, not rare or unusual words which feature just 
once or twice in the text and may not appear in more 
than a handful of searches.

turning into ebooks for Kindle, Etsy and countless 
other marketplaces 
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An exciting new way to market 
your eBooks on Kindle
Amazon has come up with a new way to promote 
eBooks on Kindle and it involves paying them for 
the privilege, but only for titles enrolled in Kindle’s 
‘Select’ programme, which, in a nutshell, means you 
agree to your books being offered exclusively through 
Amazon for a minimum 90-day period. 

You can read all about Kindle Select at: 
https://kdp.amazon.com/select.

One benefit of signing up to Kindle Select is having 
your title added to Kindle’s lending library, where 
you’re paid a small sum every time it’s bor-rowed. 

You’re also entitled to offer your book free of 
charge for a couple of days every few months, which 
will sometimes lift your book high in Amazon’s search 
returns and lead to increased paid-for downloads. Be 
aware that some publishers believe this has helped them 
achieve unexpectedly high sales, while others say it’s a 
complete waste of time.

Whatever your point of view, however, the most 
effective way to sell your Kindle titles – i.e. get paid for 
each download – is to promote your titles yourself on 
Amazon and elsewhere. 

One of the latest ways to do this is to market direct 
to Kindle readers via Amazon Marketing Services 
(AMS), about which Amazon says you: ‘purchase 
advertising to promote your KDP-Select-enrolled 
books on Amazon.com. To get started, you can create 
an Amazon Marketing Services account directly on the 
KDP website. You set the budget you want to spend 
and the maximum amount you are willing to pay when 
a customer clicks on your ad. Customers who click 
on your ad will go to your book’s product detail page. 
You’ll only be charged when your ad is clicked and if 
your ad is displayed, but if it is not clicked, you are not 
charged.’ 

Get full facts from: https://kdp.amazon.com/help.

Now how good does that sound? As long, of course, 
as you make money from your investment.

I haven’t tried this myself yet, but I have heard of 
publishers whose sales have increased dramatically 
using Amazon’s pro-gramme, which bears close 
similarity to numerous ‘pay per click’ promotions, 
including well-known Google AdWords. 

The truth is that some people are making a fortune 
using Google AdWords and I reckon some will also 
become rich using Amazon’s version. 

But, wait for it, before you rush to sign up for any-
thing expensive, you should know that many people 
have lost massive amounts of money using pay-per-
click programmes – in a great many cases because they 
haven’t planned properly before letting an advertising 
project go live.

So what can be done to increase your chance of 
making money through Amazon’s advertising pro-
gramme? These are tips and suggestions picked up 
from publishers already experiencing success:

 » You need to commit a minimum of $100 (about
£65) to the campaign. How much you pay is 
determined at auction, similar to AdWords, where, 
generally, the highest bidder wins the placement. 
There are variables to take into account, such as 
demand for specific category placements where, 
usually, the higher the demand for placement, the 
higher the pay-per-click fee will be.

 » Careful testing is the key to long-term success
using pay-per-click advertising. Which basically 
means you have to be prepared to lose a little 
money in the early days while you determine 
which keywords, times of day, geographical loca-
tions etc repay your investment and which don’t. 

Once you’ve removed unsuccessful elements, the 
long-term future of your promotions can be very rosy 
indeed. So the message here is not to be put off by early 
disappointments. Use mistakes and unsuccessful pro-
motions as the stepping stones to making recognisable 
profits further down the line.

 » Look at the big picture right from day one, by
understanding, for example, that just because 
no one clicks on your promotions it doesn’t mean 

they’re not working. Some people record titles and 
authors from a promotion to look at later. Others 
go direct to the author’s page to study all available 
titles and some buy several titles at one sitting. 

 » Even though you make just a little money or break
even, even if you lose money on a promotion, 
that can still signal high profits later, mainly 
from people buying from your first promotion and 
making a mental or physical note to buy from 
you again later. This is especially true for titles 
forming part of a series, such as someone I’ve just 
spotted selling related titles on Kindle, where each 
represents a specific famous boxer (the fighting 
type) in a series about the world’s most famous 
African-American boxers.

» Sales can lift your title higher in Amazon’s search
returns and have a favourable impact on future  sales.

Learn more by keying something like this into Google’s 
search box: ‘Kindle AMS’, ‘Market Kindle AMS’, 
‘Amazon Marketing Services Kindle’.




