
The Content Waterfall: Getting 
10 Pieces of Marketing from 1 
Book Chapter 

 
The biggest complaint from authors regarding marketing is "I don't have time to 
create content." They feel they are on a hamster wheel of Instagram posts, 
tweets, and blog articles. The solution is not to create more, but to repurpose 
smarter. A book is a mountain of content. A single chapter contains thousands 
of words of researched, polished material. Book marketing companies use 
the "Content Waterfall" method to fracture this material into dozens of smaller 
assets, filling a content calendar for weeks with minimal new writing required. 

The philosophy is "Create Once, Publish Everywhere" (COPE). You have already 
done the hard work of writing the book. Now, you simply need to change the 
format to fit different platforms. This ensures your messaging is consistent and 
your workload is manageable. 

Level 1: The Long-Form Article 

Take a chapter of your non-fiction book (or a scene from a novel) and adapt it 
into a standalone blog post or LinkedIn article. You might need to add a new 
intro and a "clicky" headline, but the core text is done. 

"Chapter 4: The Science of Sleep" becomes "5 Reasons You Aren't Sleeping (And 
How to Fix It)." This drives SEO traffic to your site. It establishes authority. At 
the bottom, a simple call to action: "Read more in my book." 

Level 2: The Social Micro-Content 

Take that blog post and extract 5 key quotes or statistics. Turn these into 
graphics for Instagram or LinkedIn using templates in Canva. 

These are "scroll-stoppers." A powerful quote on a branded background is highly 
shareable. You can also take the subheadings of the chapter and turn them into 
a Twitter thread or a LinkedIn carousel ("5 Tips for Better Sleep"). You are 
saying the same thing, but to a different audience in a different format. 
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Level 3: Video and Audio Scripts 

Don't write a script for TikTok; read your book. Find a punchy paragraph. Set up 
your phone. Read it to camera. "Here is a tip from page 45 of my book." 

Or, use the text as a script for a short podcast episode or a voiceover for a Reel. 
The content is already written to be engaging. Using it verbatim reinforces the 
book's value. It gives viewers a "sample" of the writing style. If they like the 
video, they know they will like the book. 

Level 4: The Email Newsletter 

Don't write a new email from scratch. Take the "cutting room floor" material—
the anecdotes or research that didn't make it into the chapter—and use that for 
your newsletter. "Here is a story that was too wild for Chapter 4." 

This rewards subscribers with exclusive "Director's Cut" content. It leverages the 
work you already did (writing the cut scenes) and turns it into a marketing asset 
that deepens the relationship with your fans. 

Conclusion 

The Content Waterfall turns one unit of work into ten units of marketing. It 
prevents burnout and ensures consistent, high-quality output. Stop trying to 
invent new content every day; start mining the goldmine you have already 
written. 

Call to Action 

To build a content engine that runs on your existing work, connect with our 
creative team. 

Visit: https://www.smithpublicity.com/ 
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