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May 9, 2016

Elyse Marshall, Director of Publicity
Penguin Young Readers Group
345 Hudson Street
New York, New York 10014
 
Dear Ms. Marshall,

Please accept my enclosed public relations portfolio in demonstration of my written and visual communication skills.  As a sophomore at Drake 
University, my interest stems from a desire to not only absorb the internal workings of the publishing industry, but also to combine what I have 
gleaned from the author side of the publishing spectrum with my vision for YA publicity campaigns at Penguin Random House.

I generated this portfolio in Public Relations Writing, a journalism course at Drake led by Dr. Matthew Thornton.  In it, I have combined research 
and written communication with graphic design elements that speak to a variety of external and internal audiences, from booksellers and 
readers to employees of Penguin Random House.  Together, these elements make up 13 public relations tactics that exercise AP Style.  I have 
previously produced a few of the design elements in another journalism class at Drake: Visual Communication.  The futuristic press release was 
produced in a third journalism class: Public Relations Principles.

These tactics cover a breadth of communication styles.  For example, I conducted a study on the print and digital prices of 100 YA Penguin 
Random House novels sold on Amazon.  This original research infused my issue brief and an accompanying infographic which demonstrates my 
findings at-a-glance.  I then adapted the findings for an employee newsletter article to be distributed via an email announcement I crafted.

On the publicity side, I chose a prominent client, international bestselling author Richelle Mead, most known for her YA urban fantasy Vampire 
Academy series and spin-off series Bloodlines.  I devised several tactics for her promotional campaign.  These include a magazine article spread 
geared toward readers (which addresses a consumer topic that’s current on social media), as well as an event poster featuring a Midwest tour 
and a bookmark to brand both of her series.  A fantasy world of twelve books can be a mouthful to recall, so the bookmark allows both devoted 
fans and first-time readers to retain the most important facts: cover recognition, series synopses, and order of titles.  Also on the design side, I 
developed a newsletter featuring popular and new YA releases from Penguin Random House, adapting it for both mail and email recipients.  I 
then selected a magazine cover from Writer’s Digest featuring YA contemporary romance author Sarah Dessen and gave it a makeover.

After studying annual reports from Bertelsmann, I focused on only one division of the German multinational mass media corporation, 
Penguin Random House, and devised a letter from CEO Markus Dohle to shareholders accordingly.  This letter serves to spotlight major 
accomplishments over the past year and ongoing trends in a clever and compelling way.  It also affirms stakeholder confidence in the 
organization and its future.

Since I aspire to work at a publishing company or literary agency as a publicist for authors’ novels, I see myself working closely with a variety of 
publics at Penguin Random House.  My background in public relations and novel writing through small press Kellan Publishing has enabled me 
to build experience as a successful novelist and publicist.  Through organizing and hosting my own author speaking events and book signings 
at libraries and bookstores such as Barnes & Noble, I have developed event planning, media relations and public speaking skills necessary for 
my future career in the publishing industry.  I find my novel writing niche in the medieval period, which I stumbled upon while writing what has 
become my first published book, The Kiss of Death, released this past summer (at age nineteen) under my pen name “Sarah Natale.”  The Kiss 
of Death encompasses a struggle for survival amidst a backdrop of deadly plague in 14th century London, with a hint of romance.

Having experienced the publishing industry in this way, I will contribute to Penguin Random House’s accessibility for aspiring authors to 
begin building their author platforms.  I believe my professional experience in publishing will lend expertise in these areas to your publishing 
company, and I look forward to your insight on how I can apply my experience to meet your goals.  This past year has proven to be an 
extremely enlightening and exciting time that has placed me on the path to establishing myself as a professional author.  I appreciate your 
consideration so that I may enable authors to do the same at Penguin Random House.

Thank you for considering my qualifications.  I will follow up in one month to answer any questions you might have, perhaps in an interview 
setting.  I look forward to speaking with you regarding how I can assist you and Penguin Random House in composing public relations materials.

Sincerely,

Sarah Mondello

A published author and public relations strategist with a vision for communication in the literary entertainment field
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Education
Drake University, Des Moines, IA  2018     
     BA in Writing
     BA in Journalism & Mass Communication, Public Relations
     Minor in Graphic Design
     GPA: 3.93

Publications
The Kiss of Death (Kellan Publishing)
     -Debut Book (pen name “Sarah Natale”)  2015
The Times-Delphic (Drake newspaper)
     -Staff Writer  2014-2015
Drake Magazine
     -Writer  2014-2015
DUiN Magazine (Drake University Independent Newspaper)
     -Writer, Designer  2014-Present
Orange & Black (Crystal Lake Central HS newspaper)
     -Editor-in-Chief  2013-2014
     -Staff Writer  2010-2014
Tiger Tales (Crystal Lake Central HS yearbook)         
     -Layout and Design  2010-2011
Anthology of Short Stories by Young Americans
     -4 Short Stories  2006-2009

Honors/Awards/Academic Recognition
Sigma Tau Delta (International English Honor Society)
Active Member  2016-Present
“Paint the Town READ” Community Leader  2016
     -Selected to promote Crystal Lake Public Library literacy 
      campaign due to local young author status
Young Entrepreneur Award Semi-finalist  2014
     -Issued by NFIB (National Federation of Independent Business) 
“Do Something Drake” Prospective Student Recruiter  2015-2016
     -Represented Drake in marketing video featuring my    
      involvement and success as a young published author
Admitted Student Recruiter  2015-2016
     -Represented Drake in Admitted Student Handbook
President’s List (Drake University)  Fall 2014, Fall 2015
Dean’s List (Drake University)  Spring 2015
High Honor Roll (Crystal Lake Central HS)  2010-2014
     -4.497 GPA, Rank 11 of 354
ACT 30+ Club  2013-2014
     -Recognition: 30 ACT Composite
     -English & Writing Subscores: 99th percentile in the U.S.
Illinois State Scholar  2013-2014

Interests: Advanced Classical Pianist. Advanced Figure Skater 
(Level: Freestyle 4). Tennis.

Scholarships
For academic excellence . . . 
Drake Presidential  2014-2018
Italian American Chamber of Commerce  2015
Joint Civic Committee of Italian Americans Women’s Division  2014
Italian American Executives of Transportation  2014
Crystal Lake Central Booster Club  2014

For English writing . . . 
Helen Wright  2014
     -Awarded by the Woodstock Fine Arts Association for historical
       fiction book The Kiss of Death
Helen and Gordon Lowell Memorial  2014
     -For exhibiting skill & leadership in study of English writing

Experience
In Publishing . . . 
Kellan Publishing Book Publicist  2014-Present
     -Manage “Sarah Natale” author platform and online presence
     -Plan and give presentations at bookstores and libraries
Periphery Art & Literary Journal Editor  2015-Present
     -Evaluate writing submissions
     -Collaborate with editors in selecting manuscripts for publication
     -Correspond with authors to facilitate manuscript revision
Drake Community Press
Student Editor  2016-Present
     -Dual classroom/community book publication featuring 15 religions
     -Developmentally edit book copy written by student researchers
     -Develop book promotion campaign
     -Produce graphic design promotional material for events
     (Writing Internship scheduled to begin fall 2016)
Drake University Writing Workshop Tutor  2015-Present
     -Facilitate students in developing written content
Susan Glaspell Series Emerging Writer Award Judge  2014-2015
     -Assessed and selected applicants’ first book of literary nonfiction

In Public Relations/Journalism . . . 
Susan G. Komen Iowa Affiliate Race for the Cure Public 
Relations and Communications Intern  2015
     -Developed social media and email campaigns
     -Originated & managed content across social media platforms
     -Wrote and edited press releases
Drake Relays Media Operations Assistant  2015
     -Interviewed athletes & compiled quotes in database for media access
PRSSA (Public Relations Student Society of America)
Secretary/Treasurer  2015-Present
     -Write and distribute weekly meeting minutes, collect biannual 
       dues, organize chapter finances, develop fundraising goals
Distinguished (Active) Member  2014-Present
PRSSA “Expect the Unexpected” Des Moines Regional Conference 
Hospitality Committee Member  2014-2015
     -Facilitated exceptional experience for attendees
     -Coordinated signage and event-day materials

Community Service/Volunteer Activities
Drake Admission Model  2016
Drake Chicago Area Prospective Student Visits  2015-2016
     -Annual overnight host/recruiter showcasing the university
Piano Performances  2008-2014

A published author and public relations strategist with a vision for communication in the literary entertainment field
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References

Professional . . .
For more on my experience working as a communications 
intern at Susan G. Komen Race for the Cure:
     Derek Johnson
     Special Events Coordinator
     Susan G. Komen Iowa Affiliate
     P.O. Box 8468
     Des Moines, IA, 50301
     515.330.2936
     djohnson@komeniowa.org
     Derek was my supervisor this past summer.

Academic . . .
For more on my journalistic writing and AP style skills:
     Carlyn Crowe
     Internship Coordinator
     School of Journalism and Mass Communication 
     Drake University
     2507 University Avenue 
     Des Moines, IA 50311
     515.271.2033
     carlyn.crowe@drake.edu
     Carlyn was my professor for a news writing journalism 
     course and for a professional workshop.

For more on my creative nonfiction writing skills and for 
background on my debut book:
     Dr. Megan Brown
     Associate Professor of English
     College of Arts & Sciences
     Drake University
     2507 University Avenue 
     Des Moines, IA 50311
     515.333.2820 
     megan.brown@drake.edu
     Megan was my professor for a nonfiction personal 
     essay writing course and advisor for the panel of writing 
     judges on which I served. She has also provided an 
     exceptional review for the back cover of The Kiss of     
     Death.

A published author and public relations strategist with a vision for communication in the literary entertainment field
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Letter from Penguin Random House CEO for 2015 Annual Report 
 
  

Dear Shareholders, 
 
In 2015, we experienced a breakthrough increase in revenue and 
operating profit, the result of positive exchange rates and higher printed 
book sales. Driving this success was the bold merger of Penguin and 
Random House along with our trademark steady stream of bestsellers. 
 
The Merger 
The brainchild of an innovative collaboration, Penguin Random House 
remains the world’s leading trade book publisher. The book publishing 

industry has benefited from the continued progress made in the July 1, 2013 merger of Penguin and 
Random House, the day I was proud to assume my post as CEO. 
 
The wild success of this merger has enabled us to cut costs and increase our budget to promote books 
passionately written by authors and deeply loved by readers worldwide. In a self-fulfilling prophecy, the 
resulting strong bestseller lineup has furthered this success. The partnership has increased opportunities 
to expand our market position so that we may attract new authors and sign even more bestselling debut 
contracts. With almost 250 imprints across five continents, we remain the largest international 
publisher, positioning us with the unique opportunity to invest in talented new authors more heavily 
than competitors. Now that the transition is fully completed, risks have fallen substantially. 
 
Highlights and Exposure 
In 2015, email subscriptions increased almost 50 percent in the United States compared to 2014, 
furthering our goal to strengthen a personal link to readers. We placed 584 print and e-book titles in the 
“New York Times” bestseller lists; 79 were listed at number one. These included “Rogue Lawyer” by John 
Grisham, “The Life-Changing Magic of Tidying Up” by Marie Kondo and “Between the World and Me” by 
Ta-Nehisi Coates. We have implemented new programs such as a book recommendation system to help 
parents grow “young readers who become literary leaders.” 
 
Our UK division also experienced exposure of epic proportions with 211 titles in the “Sunday Times” 
bestseller lists; 31 were listed at number one. Of these, the most popular titles included “Grey” by E.L. 
James, “The Girl on the Train” by Paula Hawkins, “Diary of a Wimpy Kid: Old School” by Jeff Kinney and 
fiction by Harper Lee. 
 
Successful Titles and Awards 
This year, we celebrated Paula Hawkins’ record-breaking debut novel “The Girl on the Train” – one of 
the most successful debuts we’ve had in the past decade, selling more than 7 million copies in English 
and German across all mediums. “Grey,” the new E.L. James novel in the “Fifty Shades” series, sold 8.5 
million copies in English, German and Spanish, also experiencing international success. 
 
Exceptional bestsellers in children’s books included Dr. Seuss titles, which collectively sold 10.8 million 
copies, and “Diary of a Wimpy Kid: Old School” by Jeff Kinney, which sold 1.2 million copies. Many young 
adult novels also saw high turnover, including “Paper Towns” by John Green and new fiction by James 
Dashner and Rick Yancey.  
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Our authors won many of the most prestigious international literary awards, including the Pulitzer Prize 
for Biography for David I. Kertzer’s “The Pope and Mussolini” and the Man Booker Prize for Marlon 
James’ “A Brief History of Seven Killings.” 
 
Digital: The New Frontier 
Penguin Random House has served as the global market leader in the e-book sector since its inception. 
With over 110,000 titles available in 2015, we remain an e-book pioneer into the digital age. 
 
In 2015 alone, “The Girl on the Train” by Paula Hawkins and “Grey” by E.L. James achieved just as much 
success in the e-book sector as they had in print. This year’s top e-bestsellers also included “The 
Martian” by Andy Weir, “To Kill a Mockingbird” by Harper Lee and “Die Betrogene” by Charlotte Link. 
 
Closing Thoughts 
When it comes to book publishing, Penguin Random House combines the best of both worlds: devotion 
to craft and an established presence in fast-developing markets worldwide. We strongly believe that 
there should be no limit to learning, and by extension, the joys of reading. We continue to strive for 
excellence as the world's first truly global trade book publisher. 
 
 
Sincerely, 
 

 
 

Markus Dohle 
Chief Executive Officer 
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Overarching message: As an international publishing house managing almost 250 imprints, our mission 
is to inspire a passion for literature among readers by connecting them with authors who have messages 
of information, inspiration or entertainment to share with the world. 
 
Sub-message #1: We are committed to providing authors with platforms that bring their stories to 
worldwide audiences through collaborative advocacy at every stage of the six-part publishing process: 

1. Editorial 
2. Design 
3. Sales 
4. Marketing 
5. Production 
6. Distribution 

 
Sub-message #2: With over 70 Nobel Prize laureates and counting, we aim to expand our role as a 
cultural institution with investments in creative pursuits and global literacy promotion. 
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ISSUE BRIEF 
           Feb. 10, 2016 

 
Self‐Publishers Redefine Price Norms 
 
The rise of the digital age has led to the advent of e‐books, providing a new outlet for traditional 
publishers and giving momentum to those who self‐publish. With Amazon Kindle Direct Publishing, self‐
publishers can independently upload their novels and build author platforms through e‐books. It’s a 
relatively low‐cost way for an unknown author to build a following, often seen as a promising alternative 
to the traditional route. Among their many differences, the two publishing avenues have one very 
strong influence on readers: price disparity. 
 
Traditional vs. Self‐publishing 
Book development and profits play a large role in highlighting the differences between self‐publishing 
and traditional publishing. Self‐published authors are in charge of everything from editing, cover design 
and formatting to marketing and promotion, but they keep the majority of earnings per copy sold. 
Traditional publishers offer most (if not all) of these services with an added bonus: exposure. The most 
valuable item a traditional publisher provides is global reach. To compensate this expertise, contracted 
authors receive a small share of the profits per book in the form of royalties. For  example, when a 
reader purchases an e‐book for $9.99, the traditionally published author makes much less than the self‐
published author who would have sold the book for $2.99. A self‐published author may make less on a 
single transaction but retains a larger percentage of overall sales. 
 
On Pricing 
According to data taken from a sample size of 100 young adult novels of all genres published on Amazon 
through Penguin Random House with release dates ranging from 1996 to 2015, 78 percent of Kindle 
titles were priced at $9.99 as opposed to the same titles’ paperback counterparts with only 63 percent 
at that price point.1 
 
In the same study, 68 percent of all books were listed at equal prices for both Kindle and paperback 
editions. For 30 percent of all books, the Kindle price was lower than the paperback list price. Of these 
discounted Kindle downloads, 80 percent were reduced by only $1. In the remaining two percent of all 
books, the Kindle price was actually higher than the paperback list price by $1. Overall, the Kindle and 
paperback list prices of traditionally published novels are relatively close, if not equal. This figure hovers 
around $9.99.1 
 
The majority of self‐publishers, on the other hand, set their Kindle novels at substantially lower prices 
than their paperbacks. Self‐published novels generally range from free to $5.99 for Kindle editions.2 
Paperbacks remain at or above the traditional price point due to the high expense of printing. Print‐on‐
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demand technology enables a single book to be printed and bound as needed to fill a reader’s order, as 
opposed to traditional publishers’ cheaper bulk print runs.3 

 
Concerns and Viewpoints 
Most self-published authors price their e-books lower than traditional publishers because they can 
afford to do so, while large houses cannot. Over time, some booksellers fear that readers may become 
used to these slashed prices, or worse – start to expect them.  
 
Those who view these prices as unrealistically low are concerned that large publishers like Penguin 
Random House won’t be able to compete. Some even go so far as to accuse Amazon of devaluing books 
due to its requirement that self-publishers list them under $10. Others believe it’s in the best interest of 
self-published authors that traditional publishers keep their e-book prices high. 
 
According to Laura Miller of Salon news, “publishers have long expressed concern that Amazon’s 
willingness to sell e-books at a loss (that is, less than it pays for the e-books themselves) is aimed at 
lowering the perceived value of books in the public’s mind.” Miller points out that many readers are still 
willing to pay more for books by established authors because traditional publishers’ support warrants 
the upcharge. According to Miller, publishing should be viewed as nothing more than a business deal – 
an investment which sends a signal to readers that a book is likely (but not guaranteed) to possess 
merit.4 

 
“This doesn’t mean that good books can’t come out of the self-publishing world,” Miller warns, “but 
readers expect a higher average standard from traditionally published books and are willing to pay for 
it.”4 

 
Barry Eisler, a prominent self-published author, sees yet another possibility. He envisions a world where 
readers spend more money on books overall if all publishers offer low prices.5 

 
“If I had a choice between selling my books at $5.00 into a market where all other books were priced at 
$15.00, on the one hand, and selling my books at $5.00 into a market where all other books were priced 
at $5.00, on the other hand, I would prefer the second market because it would be so much bigger,” 
Eisler says. “One other way of looking at it: among people who go into a bookstore thinking to buy one 
$20 hardback, and discover the store is having a three-for-the-price-of-two sale, how many wind up 
spending $40 and leaving with three books? When perceived value goes up, consumers spend more 
money.”5 

 
However, Miller argues that the lower prices for self-published books are valuable because “the early 
history of successful self-publishing in the Amazon system is largely a story of books whose bargain 
prices tempted readers to take a chance on something new. . . . Essentially, this active readership for 
self-published books has agreed to go through America’s slush pile, and they (rightly) expect that at least 
some of their labor should be subsidized by lower prices and the occasional e-book giveaway.”4 

 
Courses of Action 
In order to remain competitive, options available to large traditional publishers like Penguin Random 
House include the following: 

• Lower e-book prices to more closely match those of self-publishers, keeping in mind that they 
may take a loss in profit per sale but may gain more overall sales. 
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• Retain the higher prices and focus on what sets them apart from self-published books in the first
place: verified quality reading material. Instead of chopping prices, the company could devote
more time and resources to collaborating with agents to sign only the best new authors. This
will enforce readers’ incentive to pay high prices. Repercussions of this approach may include
less publishing deals, which may upset both authors and the agents that represent them.

• Keep their current system. They can continue to charge high prices for qualified and established
authors, and self-published authors can continue to keep their prices low, thereby helping up-
and-coming authors gain exposure by enabling readers to “take a chance” on them. As long as
booksellers remain aware that the price difference exists and why, there may be room in the
market for both approaches.

________________ 
1 Mondello, Sarah. Price Comparison of 100 Young Adult Novels Published on Amazon through Penguin Random House. 7 Feb. 

2016. Raw data. 
2 "List Price Requirements." Kindle Direct Publishing. Amazon.com, n.d. Web. 7 Feb. 2016. 

<https://kdp.amazon.com/help?topicId=A301 WJ6XCJ8KW0>.
3 "Self-Publishing." SFWA.org: Science Fiction & Fantasy Writers of America. SFWA, 1 Aug. 2014. Web. 8 Feb. 2016. 

<http://www.sfwa. org/other-resources/for-authors/writer-beware/pod/>.
4 Miller, Laura. "Amazon is not your best friend: Why self-published authors should side with Hachette." Salon.com. Salon 

Media Group, 17 June 2014. Web. 7 Feb. 2016. 
<http://www.salon.com/2014/06/17/amazon_is_not_your_best_friend_why_self_published 
_authors_should_side_with_hachette/>.  

5 Greenfield, Jeremy. "Why Do Some Self-Published Authors Care How Hachette Prices Its Books?" Digital Book World: Digital 
Publishing News for the 21st Century. Digital Book World, 11 Aug. 2014. Web. 7 Feb. 
2016. <http://www.digitalbookworld.com/2014/ why-do-some-self-published-authors-care-how-hachette-prices-its-
books/>. 
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Overview
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         BECAUSE WHAT YOU READ MATTERS. 

 
Newsletter Vol 24, No 5         February 2016 
 

Self-Publishers Redefine Price Norms 

Driving along the interstate one day, communications professional Stormy Smith experienced a 

brainstorm that shifted the direction of her career. In a flurry of creativity, she drafted her first novel over the 

next three months. Transferring skills from her marketing career into an author platform, she soon found 

herself researching self-publishing.  

“Bound by Duty” hit Amazon in July of 2014. By the end of 2015, Smith had released three more 

books, rounding off the new adult urban fantasy Bound trilogy with a holiday-themed novella. In 18 months, 

she had sold a total of 24,000 paid copies and 100,000 digital downloads. Though she offers all her novels in 

print for $13.99, “Bound by Duty” remains free in digital form. She says that her decision to offer a free e-

book series starter has played a role in kick-starting her career as an indie author. 

“Marketing is an investment,” Smith says. “There’s no immediate ROI.” 

Smith is among many like-minded self-published authors who set their e-book prices much lower 

than us. Over time, some booksellers fear that readers may become used to these slashed prices, or worse – 

start to expect them.  

Those who view these prices as unrealistically low are concerned that large publishers like us won’t 

be able to compete. Some even go so far as to accuse Amazon of devaluing books due to its requirement that 

self-publishers list them under $10. Others believe it’s in self-published authors’ best interest that we keep 

our e-book prices high. 
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According to Laura Miller of Salon news, publishing should be viewed as nothing more than a 

business deal – an investment which sends a signal to readers that a book is likely (but not guaranteed) to 

possess merit. 

“This doesn’t mean that good books can’t come out of the self-publishing world,” Miller warns, “but 

readers expect a higher average standard from traditionally published books and are willing to pay for it.” 

Barry Eisler, a prominent self-published author, envisions a world where readers spend more money 

on books overall if all publishers offer low prices. 

 “Among people who go into a bookstore thinking to buy one $20 hardback, and discover the store is 

having a three-for-the-price-of-two sale, how many wind up spending $40 and leaving with three books?” 

Eisler says. “When perceived value goes up, consumers spend more money.” 

According to data taken from a sample size of 100 of our young adult novels of all genres on Amazon, 

we list the majority at equal prices for both Kindle and paperback editions. This figure hovers around $9.99. 

The majority of self-publishers, on the other hand, set their Kindle novels at substantially lower prices than 

their paperbacks. Self-published novels generally range from free to $5.99 for Kindle editions. Paperbacks 

remain at or above the traditional price point due to the high expense of print-on-demand, as opposed to our 

cheaper bulk print runs.  

In the February 2016 Author Earnings Report, “20 of Amazon’s overall Top 100 Best Selling e-

books were indie titles priced between $2.99 and $5.99.” The report states that indie authors are increasingly 

obtaining advantages over us online “with lower prices, greater creative freedoms, the ability to publish to 

market much faster and the ability to appeal to a wider variety of readers.” With Big Five publishers providing 

less than a quarter of all dollars earned in e-book sales and indies accounting for almost half, the report 

continues, “higher prices and other missteps are a likely contributor to this accelerating trend, but the reality 

may be that major publishers simply are finding it difficult to compete with indie authors on diversity, price, 

quality and frequency of publication, as this divergence has been increasing for the last two years.” 
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In order to remain competitive, we could lower our e-book prices to match those of indie authors, 

keeping in mind that we may take a loss in profit per sale but may gain more overall sales. Or, we can retain 

the higher prices and focus on what sets us apart from self-published books in the first place: verified reading 

material from qualified and established authors. Self-published authors can continue to keep their prices low, 

thereby helping up-and-coming authors gain exposure by enabling readers to “take a chance” on them. 

Miller points out that many readers are still willing to pay more for books by established authors because our 

support warrants the upcharge. She says that the lower prices for self-published books are valuable because 

“this active readership for self-published books has agreed to go through America’s slush pile, and they 

(rightly) expect that at least some of their labor should be subsidized by lower prices and the occasional e-

book giveaway.” 

As long as booksellers remain aware that the price difference exists and why, there may be room in 

the market for both approaches. 
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Subject:  Self-Publishers Redefine Price Norms – Feb. Featured Story 
From:  sarah.mondello@penguinrandomhouse.com 
To:  employeelists@penguinrandomhouse.com 
Date:  Wednesday, February 17, 2016 8:00 AM 
 
Hello everyone, 
 
The February employee newsletter releases today! Why do indie authors offer books for free? How do 
they get away with it (sales-wise)? This month’s featured article Self-Publishers Redefine Price Norms 
answers those questions, and more. The story focuses on the stark differences in Amazon list prices 
between us (at $9.99) and indie authors (free and up) across print and digital mediums and why they 
exist. With references to this month’s Author Earnings Report and the latest data from a study on 100 of 
our young adult books on Amazon, this article is full of recent facts. 
 
Enjoy an excerpt:  

Driving along the interstate one day, communications professional Stormy Smith experienced a brainstorm 
that shifted the direction of her career. In a flurry of creativity, she drafted her first novel over the next 
three months. Transferring skills from her marketing career into an author platform, she soon found 
herself researching self-publishing. Read the full article here. 
 

~ Sarah 
 
Sarah Mondello 
Senior Publicist │ Penguin Random House  
(212) 782-9000 ext. 3 
www.penguinrandomhouse.com 
sarah.mondello@penguinrandomhouse.com 
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Overview
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FOR IMMEDIATE RELEASE 
 
Media Contact: 
Elizabeth Thornton 
Recruiter 
Penguin Random House 
(212) 782‐9000 
Elizabeth.Thornton@us.penguingroup.com 
 

Penguin Random House Announces New Publicity Hire 
 
NEW YORK: May 1, 2022 – Penguin Random House is proud to announce that Sarah Mondello, former 
Literary Agent at Nelson Literary Agency of Denver, Colorado, is joining its Public Relations team.  
 
Mondello will work in the Random House Children’s Books department as Senior Publicist, focusing on 
managing Public Relations campaigns for high‐profile brands such as Dr. Seuss and Junie B. Jones. She 
will collaborate with award‐winning young adult authors such as Richelle Mead and Sarah Dessen in 
addition to working closely with select middle‐grade and young adult novels.  
 
Senior Publicist responsibilities include strategizing, pitching and securing media across broadcast, print 
and online outlets, setting up national tours for authors and building character/series brands. In this 
position, Mondello will work closely with the Marketing, Sales and Editorial teams in addition to 
collaborating with authors and agents. 
 
Skilled at building and maintaining relationships with book reviewers, magazine editors and bloggers, 
Mondello possesses an enthusiasm for children’s and young adult books that is highly valued in this 
position. Other crucial skills include social media, author brand coverage and media/event booking. 
Mondello is detail‐oriented and well‐versed in written and verbal communication. She is flexible in her 
ability to work either independently or with a team. She is proficient at multi‐tasking and time 
management while maintaining accuracy. 
 
Mondello worked in book publicity as a public relations intern at Nelson Literary Agency while an 
undergraduate at Drake University before securing a full‐time position at the agency upon graduation. 
She possesses prior experience working at Penguin Random House as a summer 2017 intern through the 
Nu Alpha chapter of Sigma Delta Tau International English Honor Society at Drake University. 
 
Mondello is a published author under the pen name “Sarah Natale.” Her debut book, “The Kiss of 
Death” (2015), launched while she was still a freshman in college followed by a sequel and two young 
adult novels: “The Kiss of Life” (2018), “The Breakup Scavenger Hunt” (2020) and “Diary of a Messed‐up 
Teen” (2021). 
 

MORE 
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### 
 
Formed July 1, 2013 from the merger between Penguin Group and Random House, Penguin Random 
House holds an esteemed presence in the world of book publishing. The international publishing house 
manages almost 250 imprints. Its mission is to inspire a passion for literature among readers by 
connecting them with authors who have messages of information, inspiration or entertainment to share 
with the world. For more information about Penguin Random House, please visit 
http://www.penguinrandomhouse.com/. 
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Overview
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Original Cover
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Redesigned Cover
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