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      This book is dedicated to all writers who are great storytellers, but struggle with the technology side of writing a book.
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      Are you interested in getting some helpful hints delivered to your inbox?

      As I’m sure you are aware, authors are encouraged to give away a free book to encourage people to join their mailing lists.

      My books are different - they solve a problem. Just because you picked up one of my books doesn’t mean you want a free book on a completely different topic. Because of this, I offer subscribers to my mailing list, free help - usually in the form of blog posts. I tend to focus on the technical tasks that authors and bloggers need to learn. As of this publishing I have 30 books in print and several more in various stages of completion. I’m always looking to be helpful - often creating books around subjects that I get a lot of questions on from authors and bloggers just like you.

      I also use my newsletter to let subscribers know about new releases and share information on my regular sales.

      

      If this sounds like something you would be interested in, join me by filling out the new subscriber form at: http://bakerviewconsulting.com/reader-list/
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      Hi There!

      

      Thank you for considering one of my books. My name is Barb Drozdowich and I come from a background as a teacher and technical trainer. I’ve worked in the author world since 2006. I’ve hosted webinars in person and online. I’ve addressed audiences all over North America. I’ve taught authors one on one – explaining topics that they find challenging.

      I recently had a brain tumor removed. What a shocker! Although I hope to live for many more years and drive my husband batty, it occurred to me that I have a lot of content that I’ve never published. The content is either books that I started as a NANO project and not finished as I got distracted or bits and pieces of content that were waiting for me to organize into books or in-person presentations that I’ve shared widely within my local author community.

      Now that I’m not working according to the orders of the doc, I find I have a lot of downtime between radiation treatments and immunotherapy. We’ll see how many more projects I can finish in whatever time I have remaining – hopefully, years :)

      I look forward to comments from readers. I am always interested in how my efforts are received. I hope you learn a lot from this book and go on to sell a lot of the books you have written.

      

      I can be reached through my author website –http://barbdrozdowich.com or my business website - http://bakerviewconsulting.com

      

      All of my books are listed at the end of this book and are available for purchase at most retailers.
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      Hi there and welcome! My name is Barb Drozdowich. I’m the author of 30 books focused at authors, bloggers and small businesses that address technical subjects. I spent years as a technical trainer in the banking industry teaching complicated subjects to non-technical people. I then worked as a Technical Virtual Assistant helping clients, mostly authors, with various technical tasks that are part of their work. The success of my students is gratifying - makes me feel I’ve made a difference in someone’s life!

      Because of my immersion in the technical world combined with my continued exposure to non-technical people, I was frequently put in the position of debunking myths or correcting “advice” received from a different sources. There are many industry experts trying to sell books, or sell courses or sell services that may be experts in their field but have no understanding of the technical details that they are overlooking or dismissing in their explanation. Items or actions that are possible game changers.

      For example, I was recently at a writer’s conference where the presenter encouraged the attendees to add all their email contacts to their mailing list. She commented, “they will unsubscribe if they don’t want to be on your list.” OK - point taken. But she was totally overlooking the fact that this activity is illegal in a whole bunch of countries. Maybe she didn’t know what she was suggesting was illegal but the attendees were happily writing notes about her advice and I was trying to pick my jaw up from the floor.

      This type of thing is not unusual in my world - this confrontation with offered details that are just wrong. When I complained, I was often told I’m too picky or I was getting too much into the weeds. However, a group of clients has encouraged me to put together this list of details that are often overlooked but that are really important to long-term success.

      
        
        ***

      

      

      I’m the nerd in the group - often with my nose buried in a technical manual or reading my favorite tech blog posts. I have a science education and I love research - I do a ton for every book I write. A book often starts with questions from clients or someone on social media and I end up falling down a rabbit hole of research. Not a hardship I assure you!

      I also bring to this book years of experience creating, sending, and analyzing client newsletters as well as designing and analyzing websites. I have a large collection of subjects and resulting data to test my research and resulting theories against. This book is not based on my experiences with my own mailing list and what I “think.” This book is based on facts, research, and testing on real people with real newsletters.

      I hope you enjoy what I have to share and I hope that you learn a lot - details that you can apply to your mailing list and newsletters. Keep in mind that there are people everywhere that do everything wrong and still have a positive result. They aren’t the norm and they shouldn’t be used as an excuse to not improve your game!
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        Don’t piss off your subscribers.

      

      

       

      You are probably wondering why I wrote the sentence above. Are you saying to yourself that you are not going to piss off your subscribers?

      I have heard this many times…but I have seen many examples of newsletters that piss off subscribers.

      In this chapter we are going to talk about my top 5 examples of actions that piss off subscribers.

      

      1) Not asking for permission

      Although it seems obvious, and in fact, in many countries, permission must be obtained before adding someone to a mailing list by law. It is not uncommon for me to hear the following from clients: “But they are friends…clients…neighbors…so I’m sure they are interested in hearing about my new book release so I will add them to my list.” Whether the people you add are close friends or not, they need to be allowed to make their own choices. As we will talk about in future chapters, we want people on our mailing list who will purchase our book, buy our product, or visit our store - to be participatory. Having someone on your list because they are a friend but never participate doesn’t make much sense from a business point of view.

      

      2) Sending irrelevant content

      People have busy lives. Sending content that wastes their time won’t endear you to them. As you will learn in this book, I encourage sending subscribers regular, fairly short notes. Long-winded, chatty missives might be appreciated amongst friends, but aren’t necessarily appreciated by people whose only contact with you is your books or products. And under the title of irrelevant, don’t send subscribers content other than what you said you would. I see folks deciding that since subscribers are interested in books, they must also be interested in a new venture of promoting other products. Don’t make that assumption!

      

      3) Breaking promises

      The newsletters that I see that do well set expectations and then meet those expectations. Newsletter creators who tell folks who sign up to their list what they will receive and when they will receive it, satisfy their subscribers. However, newsletter creators who tell folks what they will receive and then do whatever they want to manage to piss off their subscribers. It is not unusual for creators to say they will send monthly sales newsletters and then decide that subscribers want to receive weekly notes filled with chatty news. Don’t say one thing and do something else.

      

      4) Overwhelming your audience

      This point is a continuation of the previous point. If you tell folks they will receive short, monthly notes, don’t pivot and send long-winded weekly notes. That will overwhelm many of your audience. Tell your audience what they will receive and stick to it.

      

      5) Making it difficult to opt-out

      The ability to unsubscribe from a mailing list is required by law. An unsubscribe link needs to be present (and newsletter services will put one in place). I will go one step further and say that the ability to unsubscribe from a mailing list needs to be obvious. We don’t want to piss off our subscribers - even those who are leaving our list. Annoyed people are much more likely to share how annoyed they are with friends. They are also much more likely to hit the “spam” button which can affect your sending reputation - more on that in a future chapter.

      

      I hope these 5 points get you thinking about your newsletter and what you are going to do to change it. In the next chapter we will talk about the clarity of the subscription process and how you can improve it.
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