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      I HEAR IT ON podcasts, on forums, everywhere I turn. Self-published writers ask the same old question: how can I keep my books selling?

      Invariably, they are advised to run a few ads, to lower their price, to run Facebook ads, or to do a cross-promotion—all valid techniques.

      But none, absolutely none of them mention the most powerful way to keep your backlist selling: your author mailing list.

      Oh, many authors have a mailing list, and talk about gaining subscribers, but once people are on that list, the authors are not quite sure what to do with them.

      Is it because authors are shy?

      Because they’re afraid to bother people?

      Because they’re afraid to sound like a salesperson?

      Or they’re just afraid they’ll happen to annoy someone?

      I don’t know, but many authors are sitting on this bunch of potential in the form of a few thousand email addresses—and they’re doing next to nothing with it.

      They complain that their books aren’t selling in between releases, and that they need to fight for sales, while doing nothing with the people who have already shown themselves to be interested in their books, or at least have shown themselves willing to receive emails from those authors.

      I know, it’s nuts.

      So in this book I’ll be doing something about that.

      This is not a book for beginners without a list. If you want to know the principles of a mailing list and how to set one up, I have described the basic processes in Self-publishing Unboxed. In that book, a 101 guide to self-publishing, I described what you need in order to run an author mailing list, I’ve discussed websites, landing pages, companies to use and things to look out for. If you don’t have a list yet and want to know what you need, go and read that book first. That’s what it’s for.

      In this book we go into much more detail about what you can actually do with your mailing list once you have all these things set up.

      This particular book, and the entire concept of the Three-year, No-bestseller Plan For Making A Living From Your Fiction, was born from my belief that authors are not using their mailing lists to their full potential. A mailing list is not just a service of the author to their reader, it is also an extremely powerful marketing tool.

      This book will show you basic principles of different types of mailing lists, how to use your list to engage your readers, how to set up your list to perform basic automated tasks that help you sell your books, and how to set it up so that you will never have to buy an ad on another listing service again.1

      Who am I to write this book? As I said in Self-publishing Unboxed, I used mailing lists back in the early 2000’s when I didn’t understand anything about mailing lists or know why they were working so well. Back then, there were no services to handle mass email (“mass” meaning more than 20 emails, LOL), and there were no services to deal with any of the things that we now consider standard, including spam blocking. There was a lot of spam, and it all went into your inbox, especially if you owned a domain.

      Anyway, back in those days, I sold non-fiction print books. They were specialist books that were often rare and never cheap. I would sometimes buy libraries from estates of the deceased, make a list and email it out to the 150-odd people on my mailing list. Yes, the only way you could do this was by copying their addresses in the Bcc field! And by doing this, I noticed the efficiency of marketing through lists. No ads to buy, no stuff to photocopy and staple, no folders to mail. It was a huge saving especially in terms of time. And it was much easier to reach people.

      Fast forward to the present, and I’m writing fiction. I self-published my first book after selling some stories and books with traditional publishers. But unlike selling physical books—where you always get the buyer’s address, because otherwise how can you send the book?—with ebooks you have no idea who your buyers are. Amazon does. Apple does. Kobo does. So when your book is delivered to the buyer, you can’t slip in a flyer for something else that you think might interest the buyer. This had been a major source of sales for me. I would colour code the paper of the flyers so I knew where it came from if someone mailed me (you remember mail and postage stamps?) an order. You can’t do that with ebooks delivered by a third party.

      I was not used to that, and didn’t like that situation at all, so when people started talking about mailing lists, I jumped on the bandwagon. Over the past few years, I have made a liveable income doing this.

    

  


  
    
      
        
          
            Two

          

          
            Why You Might Not Like To Read This Book

          

        

      

    

    
      THIS BOOK IS not going to be for everyone.

      This book is about mindset and strategy. It’s not about paint-the-dots examples. This book is designed to make you think, not to tell you what to do. This book also assumes that, armed with the ideas you will get and your wits, you’ll be able to read the help files of your mailing list provider (or, for that matter, Google) to check on how exactly to set things up in your particular mailing list provider. Each of them (MailerLite, MailChimp, AWeber, ConvertKit) treats lists and subscribers in such a different manner that it would be impossible for me to give a single step-by-step how-to in this book. Besides, I don’t want to. It’s boring stuff, and seriously, you can read, so check the help files. That’s what they’re for, and they’re always the most recent and up-to-date source of information.

      Also, I would say that you need an open mind to dive into the possibilities of what you can do with your list.

      But it could be that you have already decided that you only want to use your list to talk to your existing fans about snippets of new books and your cats.

      That’s OK. It’s a valid use of a newsletter and I like cats. But in this case, if you have made such a clear decision about how to use your list already, then you may not get a lot out of this book, because this book is for people who want to use the full potential of mailing lists. A chatty newsletter to your readers is just one very small part of how you can use it. Not that you shouldn’t use it like that, not at all. I do. Except I don’t have cats.

      But you can do so much more with your list. So even if you’re such a writer and you’re curious, or you’re wondering if you’re somehow missing out on something good, then read on.

      Especially if you’re a writer who fears “bothering people” by sending email to the subscribers on their list.

      Because you know those preconceptions you have about who is on that list and why? They’re mostly wrong.
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      COME IN, COME IN. The door is open and everyone is welcome here.

      There is a little table next to the door, where you can leave your preconceptions, your assumptions, your opinions about mailing lists. You can deposit your opinions on landing pages there, as well, and automated emails and—gasp—popup forms, too.

      It’s OK, no one will touch them while you read, and they’ll still be there once you finish reading. Warning: I’d hazard a guess that you may not want some of them back. For that purpose, there is also a bin next to the table.

      This book operates under only one principle, which I feel you should apply to your whole career:

      If it doesn’t take a huge amount of money or time, try it. If it works, do more of it.

      Don’t ask fellow authors if you should do something. If you ask fellow authors, you will find that there is no shortage of assumptions and opinions when it comes to mailing lists, processes to recruit people and what to do when those people are on that list. Most of those opinions are negative. Most of them are self-destructive.

      You know the schtick:

      
        	“I hate popups!”

        	“I never subscribe to mailing lists!”

        	“They just send me spam!”

        	“As soon as a site asks me to sign up, I leave and never come back!”

        	“People who subscribe are just after freebies!”

      

      And so on, and so forth.

      For the most part, those opinions and preconceptions get in your way. Why? Because the preconceptions may only apply to a small percentage of people, vocal though they are. Because you believe that these people do as they say.

      For example the people who say that they’ll never come back if a site has a popup that asks them to sign up. Do you think they really follow through with this? Well, if they did, most of the Internet would be off-limits to them. And just think about all the energy they would need to spend trying to remember which sites ask for sign-ups. They might even need to keep a list of these sites.

      Of course these people don’t follow through with their statement. Not only that, but when they want to get something, they’ll sign up. They’ll complain to high heaven, but they’ll sign up. It is not about these people. At least, it’s not about them as individuals.

      Your task is to figure out, through testing, which method gives you the best results for the aim you have set. Determine which result you want, try it, and see what happens. Use a pop-up sign-up form on you website for a set period, and don’t use one for another period. Check how many sign-ups you get for each 100 unique visits for each period. Make your decision based on this, not on the comments of a few.

      So here is lesson one: It’s not about what people say, it’s about what people do.

      The above just concerns the preconceptions of other people. Never mind the most damaging preconceptions of all: your own.

      You don’t want to do something because you would never be swayed by a certain tactic. You don’t want to do something because you don’t like this thing.

      As an individual, you are but a grain of sand in the avalanche of humanity. Don’t get me wrong: so am I, and so is everyone else. But in your mind, you, and your way of thinking, are majority speak. For successful marketing, this mindset gets in your way. You may indeed be part of a majority opinion. Most likely, you are not. At any rate, you can’t assume that you are or aren’t for your particular audience.

      So what can you do?

      You test it on your audience. You evaluate the results. Don’t let yourself be led by a few loudmouths who don’t do as they say, or by your own preconceptions.

      Oh, while you’re at it and you’re still in the hall, put your sense of wanting to be liked by everyone in this little box here. Yes, it’s called a safe and I’ll throw the key into a deep and cold pond. I’ll give you a net at the end of the book, but you probably won’t need it.

      Go forth, step into the inner sanctum, and be preconception-free.
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