
How	to	Lose	a	Marathon	with	Runkeeper
1. Designed	and	executed	6-week	content	partnership	around	How	to	Lose	a	Marathon,	offered	in	20	countries

2. Earned	access	to	40-million-member	Runkeeper community—64,000	users	enrolled	in	How	to	Lose	a	Marathon	challenge	and	emailed	a	20-minute	audio	
excerpt	(5,911	listens)

3. 4	original	posts	on	Runkeeper blog,	well	over	50	posts	to	Runkeeper social	media

4. Sustained	collaboration	with	Runkeeper’s VP	of	Media,	Director	of	Brand	and	Communications,	Digital	and	Consumer	PR	Specialist;	Audible	business	
development,	Director	of	Acquisitions	and	Partnerships,	Studios	support;	ABRAMS	sub	rights	team;	and	Fitbit	over	the	course	of	5–12	months

5. 20,000	users	offered	a	free	Audible	download	of	How	to	Lose	a	Marathon	(each	unit	counted	as	a	sale)
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Wed.,	Feb.	15
Prizing	and	all	posts	and	challenges	approved

Mon.,	March	6
Welcome	Joel	as	guest	“expert”
Post	excerpt	of	book	quote	on	RK	social	media	
https://www.instagram.com/p/BRTWyqKF-qO/?taken-by=runkeeper
Blog	post:		intro	on	how	Joel	got	started	in	running/intro	to	book	
https://blog.runkeeper.com/5888/greetings-from-your-running-inferior-introducing-the-how-to-lose-a-
marathon-challenge/
Intro	to	“How	to	Lose	a	Marathon”	challenge/enrollment	period	

RK	users	have	until	4/17	to	track	the	total	amount	of	time	it	took	joel to	run	NYC	Marathon	(aka	
~4:30	hours	of	activity)	
All	opt-ins	get	Audible	excerpt	as	prize
1	grand	prize	package	includes:	

Simpsons	item
RK	shoes/clothing
Fitbit
Finished	copy	of	How	to	Lose	a	Marathon

Mon.,	March	13
Blog	post:	Simpsons	staff	running	story
https://blog.runkeeper.com/5842/things-get-physical-at-the-simpsons/
Book	quote	excerpt	on	social	media	
https://www.instagram.com/p/BRmF498lz4V/?taken-by=runkeeper
Challenge	tracking	period	kicks	off	

Mon.,	March	20
Blog	post:	The	worst	running	playlist
https://blog.runkeeper.com/5980/musicmonday-vol-27-joel-cohens-soundtrack-to-the-worst-run-ever/
Book	quote	excerpt
https://www.instagram.com/p/BR3_4g3lcwE/?taken-by=runkeeper
Challenge	in	progress

Mon.,	March	27
Blog	post:	Interpretations	of	running	routes/	sweat	stains
https://blog.runkeeper.com/6025/the-rorschach-test-meets-running-joel-cohen-analyzes-sweat-stains/
Book	quote	excerpt
https://www.instagram.com/p/BSOk_aVFwcj/?taken-by=runkeeper
Challenge	in	progress	KS 5



Mon.,	April	3
Joel	hosts	RKchat
https://www.instagram.com/p/BSj10iplz6r/?taken-by=runkeeper
https://twitter.com/Runkeeper/status/850105917072953345
https://twitter.com/Runkeeper/status/850120897822203906
https://twitter.com/Runkeeper/status/850121051744817152
https://twitter.com/Runkeeper/status/850121515475456000
https://twitter.com/Runkeeper/status/850121742852907009
https://twitter.com/Runkeeper/status/850122013075152896
https://twitter.com/Runkeeper/status/850122233481535488
https://twitter.com/Runkeeper/status/850122393297199104s
Q1:	What’s	the	most	embarrassing	thing	that's	ever	happened	to	you	on	a	run?
https://twitter.com/Runkeeper/status/850122578832306176
Q2:		What	do	you	like	to	listen	to	on	a	run?
https://twitter.com/Runkeeper/status/850124037456105472
Q3: Have	you	ever	really	not	wanted	to	run?	How	did	you	trick	yourself	into	getting	out	there?
https://twitter.com/Runkeeper/status/850125510902460416
Q4:	Do	you	prefer	to	run	indoors	or	outside?
https://twitter.com/Runkeeper/status/850127296992346119
Q5:	Have	you	ever	“bonked”	or	hit	the	wall?	If	not,	how	did	you	avoid	it?
https://twitter.com/Runkeeper/status/850128657419046912
Q6:	What	sort	of	exercises	do	you	imagine	the	“Simpsons”	writers	do?
https://twitter.com/Runkeeper/status/850129792968077312
https://twitter.com/Runkeeper/status/850131319782637568
Q7:	Have	you	completed	the	How	to	Lose	a	Marathon	Challenge?
https://twitter.com/Runkeeper/status/850131620300558338
Q8:	What’s	the	ugliest	race	shirt	you’ve	ever	won?
https://twitter.com/Runkeeper/status/850132890226749447
https://twitter.com/Runkeeper/status/850133583679283200
Q9:	What’s	your	next	race?
https://twitter.com/Runkeeper/status/850134296434282499
Q10:	What’s	your	best	advice	for	new	runners?
https://twitter.com/Runkeeper/status/850135119109246976
https://twitter.com/Runkeeper/status/850136230033375232
https://twitter.com/Runkeeper/status/850136344663703552
Challenge	in	Progress

Mon.,	April	17	(Boston	Marathon),	challenge	closes

Mon.,	April	24	winner	selected,	announced	May	24
https://www.instagram.com/p/BUfXpiUBskV/?taken-by=howtoloseamarathonKS 6
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The	New	Paris and	Air	France
1. Managed	5-week	content	partnership	with	Air	France,	securing	$3,000	in	sponsored	author	travel	and	refocusing	ambitious,	tour-driven	author	on	effective	marketing

tools—10	posts	to	Air	France	social	media	(6.6	million	followers	across	platforms)

2. Engaged	ideal	readers	by	designing	and	launching	$2,500	travel	sweepstakes	with	Air	France	and	5	Paris	businesses—collected	4,403	entries

3. Sustained	collaboration	with	Air	France	Communications	Director	and	Senior	Digital	Manager,	Finn	Partners	Assistant	Account	Executive,	La	Maison du	Chocolat
International	Press	Officer,	and	founders	of	Hôtel Providence,	Belleville	Brûlerie,	Jamini,	Sept	Cinq,	The	Beast,	and	Papier	Tigre	over	the	course	of	12	months

4. Executed	Air	France	partnership	within	a	multi-part	campaign	for	The	New	Paris	including	special	markets	mailings,	preorder	incentive,	other	French	brand	and	influencer
giveaways,	and	Obvious	State	partnership	(incorporating	Noterie)

5. Positioned	Abrams	for	long-term	collaboration	(Air	France-purchased	copies	of	The	New	Paris	included	in	Paris	for	Dessert	promotion	until	December	2017,	sweeps
fulfillment	in	April	2018)
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Pre-Launch of The New Paris (between April 3-14) 

Air France to provide: 
• 1 Tweet and 1 Facebook post promoting book, using the hashtag #thenewparis
• 2 Tweets promoting Lindsey’s Twitter takeover and live Q&A, using the hashtag #thenewparis

Lindsey to provide: 
• 2 Tweets promoting her Twitter takeover and live Q&A on @AirFranceUS

Twitter Takeover (Ideal date is Wed., 4/19 while Lindsey is still in Paris)  

• Lindsey will host live Q&A session on @AirFranceUS account Are questions collected in
advance? 

• Social sweeps announced via AF Twitter and Re-Tweeted by all contest partners; Lindsey and
AF to also promote across other relevant channels

Sweeps (Starts day of Twitter Takeover, runs through May 12) 

• Air France will host contest that is promoted cross-channel by all parties involved. Contest will live
on dedicated landing page that will include mention of book, author, and all appropriate social 
handles and links, Email acquisition will be form of entry.

• Lindsey will contact her favorite partners in Paris (hotel, restaurant, etc.) to see if they want to be 
a part of the contest. Ask is all partners promote the contest at least once/week throughout 
duration of contest (at least 4 posts total)

o Lindsey and ABRAMS will confirm Hotel Providence, Jamini, The Beast, and either
Holybelly or La Fontaine de Belleville 

Sweeps Prizing (Winner announced week of May 15) 

• Win a trip to Paris for 2 and get a personalized itinerary from Lindsey of 5 of her favorite spots in 
Paris (that are promoted in the book). We'd ask both Lindsey and the winner(s) to post moments
from the tour to social with a pre-determined hashtag. Extra prizing (lodging, etc.) to be
determined once/if additional partners are locked. Lindsey will curate the itinerary, arrange to be 
at one of the spots to meet them, and will share posts from the winners.  

• Lindsey to announce winner on her site and social media, to be reshared by AF and other partner
channels. 

• Would you like Lindsey to write separate blog post about the sweeps? 

Business Class Write Up and Social Media Content Proposal 

Ask: 1 blog post and 4-5 Instagram posts, focused on the Air France experience 
Details:  

• Blog write up to include several images and cover the following: AF lounges, AF gastronomy
(Michelin-starred chef program + wine/Champagne), Amenity Kit, Seat + optional: Inflight
Entertainment + service onboard Could you let us know what date you expect the blog post 
(would it be part of the post-tour wrap up or would you prefer it closer to real time?) 

• 1 Instagram post in Air France lounge, showcasing the lounge experience
• 2 Instagram posts on board, clearly depicting Air France Business Class experience: gastronomy,

amenity kit, etc. One post on flight to Paris, one post on flight to US 
• 1-2 Instagram posts promoting the blog post + Sweeps
• All posts will include #airfrance

Deleted: Week of book launch, date TBD based on
Lindsey’s availability

Formatted

Deleted: tour

Deleted: If personal tour isn't possible, perhaps an
itinerary curated by Lindsey. 
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Why	I	March	with	ABRAMS
1. Drew	on	personal	activism	to	establish	partnership	with	National	Latina	Institute	for	Reproductive	Health	within	5	days—secured	participation	from	Transgender 

Law	Center	and	Council	on	American-Islamic	Relations	within	2	weeks;	led	all	nonprofit	outreach	including	meetings,	event	invitations,	and	additional	donations

2. Wrote	and	presented	marketing	plans;	coordinated	2	sell	sheets,	2	Shelf	Awareness	ads,	and	ABRAMS	Friends	and	Family	discount	letter;	and	organized	all-
ABRAMS	pub	day	celebration—establishing	strong	community	spirit	around	Why	I	March in	less	than	1	month	and	hitting	4	bestseller	lists	including New	York	
Times, Indiebound,	The	Washington	Post and	San	Francisco	Chronicle)

3. Created	and	mailed	350	authorless	event	kits	incorporating	designs	from	Noterie author	Adam	J.	Kurtz	and	Women’s	March	logo	designer	Nicole	LaRue,	donations 
from	Tattly,	shelf	talkers,	and	original	promotional	pencils—so	popular	that	sales	cited	Why	I	March	in	top	10	at	NY	NOW	(and	received	request	to	purchase	the 
kits	themselves)	5	months	later

4. Leveraged	out-of-office	interview	with	Knitty City	and	attendance	at	Barnard	Pussyhat Project	lecture	into	support,	then	a	book	proposal	from	Pussyhat Project 
founder	Krista	Suh	(purchased	by	Grand	Central	for	Jan.	2018)

“It	was	a	six-figure	show	with	lots	of	activity	and	Why	I	March in	the	top	ten.	
As	I	alluded	to	earlier	in	this	recap,	our	new	merchandising	strategy	worked	
out	well,	more	in	line	with	how	books	are	merchandised	in	stores	(ie stacks	
of	popular	titles).		Giveaways	were	well-received:	makeup	from	Skin	Deep
with	order,	dried	cherries	w	recipe	card	for	Acid	Trip,	tote	bags	for	
Handpicked,	Why	I	March paraphernalia	(one	customer	asked	if	she	could	
buy	the	Why	I	Marchmarketing	materials	from	us	to	sell	with	the	book! We	
gave	6	of	them	to	her	for	free).”	

—from	Raquel’s	Summer	2017	Gift	Show	Recap
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Food



The	Dinner	Plan
$1,700	in	
product	and	
new	tie	to	OXO
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Acid	Trip
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$1,800	in	meals
350,000	followers
new	tie	to	Dig	Inn
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Cook	Beautiful
$10,000	in	product	sponsorships

Over	2.6	million	followers
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Southern	Girl	Meets	
Vegetarian	Boy
Over	400	preorders	in	2	days
Negotiated	$18	spoon	for	$3
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