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			​Introduction: 

			​Why Email Still Wins

			Everything I know about email marketing, I learned from the relationship I have with my wife, Kelli. When we first met, our conversations were light and exploratory—testing the waters, seeing if we connected. But as our relationship grew, so did the depth of our trust and communication.

			What I didn’t realize at first was that building an email list—much like building a relationship—requires patience, intention, and trust.

			Authors looking to sell more books and grow a massive platform must go the extra mile to build and deepen a connection with their readership. Otherwise, they’re left at the mercy of algorithms or complete chance. 

			The one asset you truly own—no matter how favorable or dire the circumstance—is your email list. Having one gives you a distinct advantage over authors who rely solely on social media or retail sites to sell more books and reach their ideal readers. These services may be free to use, but they control the rules, limit your reach, and can disappear without notice. That’s why your email list isn’t just a tool; it’s your safety net and foundation.

			What’s dangerous about relying on systems you don’t control, like social media or online retailers, is that your access can disappear overnight. Whether you unknowingly violate a rule or the site itself goes under (RIP Vine, Mixer, MySpace), you could lose your direct line to readers. Even if recovery is possible, you’ll waste time, sales, and momentum trying to rebuild.

			Amazon holds complete control over your publishing account. One wrong move, even by accident, can result in permanent termination. I’ve shared in previous books the story of an author who earned six figures relying entirely on KDP Select. He didn’t have a website, print editions, audiobooks, or an email list. When Amazon shut down his account, his entire presence disappeared. With no direct line to his readers, he had to rebuild from the ground up and hope they would find him again.

			A solid email list safeguards your author business by creating a direct connection to your readers. By delivering value through email, you stay in control of your audience relationship. That connection can lead to more sales, deeper engagement, and steady business growth.

			When I first broke into the publishing business in 2014, I didn’t even know what an email list was. I soon discovered it was a collection of email addresses used by authors to send newsletters, promotions, or updates to subscribers. It seemed intimidating to me at first, especially when I learned that some authors had hundreds of thousands of email subscribers. 

			I couldn’t fathom how anyone could even begin to accumulate that many when all I had were maybe a dozen people, all of whom were friends, family, and acquaintances. 

			I tried everything to get more subscribers, from begging on social media to beating up my current subscriber base to send more readers. Over my first year and a half of being in the business, I spun my wheels trying to gain any traction growing my email list. 

			That wasn’t enough for me to throw in the towel. I knew I could make email marketing work; I just needed to study more and implement what I’d learned. I peeled through books, videos, and online courses, learning what I could.

			I eventually sought guidance from someone who’d gone farther down the path. That mentorship helped me turn email marketing from an afterthought into a core pillar of my business. By applying what I learned and building on the foundation I already had, my list grew from a trickle to thousands of eager readers.

			You won’t find shady shortcuts or sketchy tactics in this book. No hacks, no Jedi mind tricks—just ethical strategies that build real trust with your readers. If you treat your subscribers with respect and deliver genuine value, they’ll stick with you for the long haul.

			Authors who consistently invest some time each week in their email list gain a lasting edge, one that compounds far beyond social media bursts or the whims of the algorithms.

			In the pages ahead, you’ll learn why email marketing is the single most effective tool for standing out in a crowded digital world—outperforming social media, blogs, and even author websites. You’ll discover how to attract the right readers, repel the wrong ones, and build a strong foundation with systems that support long-term growth. I’ll walk you through how to choose and manage your email service provider, craft high-value emails even when you’re short on time, and grow a responsive list of readers who want to hear from you. You’ll also learn how to analyze results, improve performance, and manage your list with confidence.

			Anyone lacking the confidence to craft an email can lay their fears to rest, because I’m going to show you precisely how I produce high-quality emails even at a moment’s notice and with little thought. All the while, you’ll still deliver value and build trust with your subscriber base. Eventually, you’ll realize how straightforward it can be to build a thriving list of loyal readers who can’t wait to hear from you.

			Finally, you’ll learn how to analyze your email metrics such as open, click, and unsubscribe rates so you can make smarter decisions, improve performance, and ensure your messages continue reaching the readers who care most.

			By the end of this book, you’ll know exactly what to do and how to do it. Results will vary from one author to the next, but if you’re making progress, even small steps forward, you’re on the right track. I’m not saying you should coast through, but I’m also not encouraging the kind of burnout hustle I fell into early on. You’ll learn how to strike a healthy balance so email marketing works with your writing, not against it.

			If you take what you learn here, apply it right away, and build on that knowledge over time, you’ll look back in a few years and recognize the massive impact it made on your life. You’ll see exactly why I view email marketing as the digital equivalent of making friends and building a network of peers. Once you see your list through that lens, it becomes much easier to send your next email, launch your next project, or share something meaningful with your readers.

			Let’s dig in!
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			​Chapter 1:

			​Stop Chasing Everyone and Start Attracting the Right Readers

			I remember exactly where I was when a friend pointed to my first book and asked, “Who is this even for?” The question hit me like a cold slap. Not because I didn’t have an answer, but because I thought I did. That moment made me realize that I was writing for everyone, which meant I was speaking to no one at all.

			The more dialed in you are with who your ideal reader is, the better you’ll know the precise audience you want to attract onto your email list. Once you know your audience, you’ll be able to provide them with exactly what they want in this two-way relationship. 

			Quality matters more than quantity in building a subscriber list. In my early days of email marketing, many of my peers had deep email lists. They flexed large numbers, seemingly bragging about how incredible they were at email marketing. However, when pressed for open and click rates, they gave me either radio silence or reported atrociously low stats. 

			A big email list doesn’t always indicate an effective marketing strategy. If all you want is volume, you can find any shady service to boost your numbers and get thousands of email subscribers. That is not how you want to build your business, and it’s a fast way to get added to a blacklist by various organizations that monitor online spam. You’ll be dead in the water if your email or domain land on that list, so do yourself a favor: Don’t buy subscribers and never acquire emails without the recipient’s permission. 

			Every country has its own rules for email marketing, but two of the most widely enforced are the CAN-SPAM Act in the United States and GDPR in the European Union. These laws require you to get clear permission before contacting someone using an email address, and you must include an unsubscribe link in every message. The penalties for breaking these rules can be serious, so don’t mess around. Follow the law, protect your readers’ privacy, and build your list the right way.

			Let’s assume you’re following the rules and only communicating with subscribers who want to hear from you. How do you attract more of those subscribers who want to see your email in their inbox? Knowing your audience puts you in a better position because you know exactly how to communicate with them and precisely what they want. They’ll naturally want to check out your emails and learn more about what you have going on in your world. This relationship lets you share information that is helpful to your publishing business, and your readers will get what they need because they are interested in what you have to share. 

			Well-curated email lists will see better results in so many ways, but one important metric is higher open rates. Greater open rates lead to lower likelihood of landing in spam folders or on any dreaded online blacklist. Let’s talk more about how to attract the right subscribers to your list.

			Define the Purpose of Your Email List

			An email list can play many vital functions in an author business, including:

			
					Driving book sales

					Promoting new releases

					Building a reader community

					Gathering early feedback

					Sharing valuable and relevant content

					Cross-promoting with other authors

			

			Knowing precisely what you want from your email list is critical, because you need to feel personally invested in it. You shouldn’t build a list just because someone like me or another author says you should. Do you want more book sales? Would you like to get early reader feedback or to build an advance reader copy team (ARC)? Or are you looking to work with other authors to grow together? 

			You’re welcome to think big and expect bigger from your list, but you can’t do that without first knowing what you want. Prolific indie author and self-publishing expert Craig Martelle shared in an interview how he doesn’t build an ARC team drawing from his email subscribers.i With a large email list in the tens of thousands, Craig didn’t see the purpose in giving away free copies of his book for reviews. The fact is, his readership will leave reviews without the promise of advance access, so using his email list for building an ARC team doesn’t make sense for him. 

			Knowing what you want from your email list is the first step to building it. After all, if you don’t know why you’re emailing your readers, then every one-time broadcast, like a newsletter or update, becomes noise instead of a real connection. You’ll send inconsistent content, attract and keep the wrong subscribers, and struggle to measure what’s working. Without a clear purpose, your email list turns into a leaky bucket—full of effort with nothing to show for it.

			Your email marketing strategy will change over time and evolve. For instance, you might not agree with how Craig uses his list now; maybe you want more reviews by having an ARC team for your next book launch. That’s okay! 

			Side note: A soft launch refers to a gradual and low-key introduction of a new book or project to a limited audience before a wider release. Authors can test the waters, gather feedback, and create buzz without the pressure of a full-scale launch.

			No author’s career follows the same path, so it’s important to consider your reasons for email marketing in the first place. This understanding will help guide what you do and how you communicate with your subscriber base. 

			What is driving you to build an email list today? Are you nurturing superfans, selling books, or building long-term relationships? It’s okay to want all of these, but I want you to commit to one specific focus as a starting point so that it’ll be much easier for you to draft every broadcast. 

			Genre, Voice, and Reader Expectations

			Reader expectations play a crucial role in how you communicate. Take this lightly, and you’ll see your subscriber base dwindle down to nothing. Get it right, and you’ll see excellent subscriber retention and continued list growth through consistent promotion. 

			Genre makes a huge difference in the tone and frequency of your emails. Different genres and niches have distinct tones that resonate best with readers. A romance author might write with warmth and intimacy, while a thriller writer may favor a more suspenseful and urgent tone. Fantasy fans might like whimsical and imaginative language, while nonfiction readers could prefer something more straightforward and professional.

			Let’s not ignore your needs though. The tone you choose should align with your brand and the emotional reaction you want to evoke from your audience. Email marketing isn’t about pretending to be someone you aren’t. You don’t have to fake it till you make it; be authentic and lead with your best self every time. I always think before I send an email: 

			Does this email represent me in the best possible way? 

			I carefully review every word and link in an email before hitting send. Typos and grammar mistakes matter, but what counts more is making the message clear, professional, and worth reading. Mistakes can happen. One or two minor errors won’t ruin your reputation, but sloppy, rushed writing will. If you’re asking readers to invest time and trust in you, your emails should reflect the same care you put into your books.

			What sets you apart from the other emails in a crowded inbox is your unique voice. Embrace it! You will always attract and keep the right subscribers when you’re being your truest self. 

			One of the most common questions in email marketing is how often you should contact your subscribers. This depends on audience expectations. Some genres, like self-help, may thrive on frequent updates, reflecting the audience’s need for answers and solutions to their problems. Others, like sci-fi horror, might benefit from less frequent emails. 

			Regardless of genre, focus on what your subscriber base prefers. Do they like to have one email per week? Or do they thrive on three or more broadcasts? If you’re not sure, ask. Your email subscribers will appreciate having a say in how often you appear in their inbox. Asking puts them in the driver’s seat so that they’re more invested in what you have to share from one week to the next. 

			The type of content you write can also dictate frequency. Serial fiction authors might send chapters regularly, while authors with standalone novels might opt for less frequent, more substantial newsletters. It’s been my experience that nonfiction readers appreciate more frequent emails and fiction readers can skate by with one email every week or even every month. 

			Common Mistakes That Kill List Quality

			The quality of your subscriber base far outweighs the quantity. After all, which would you rather have:

			
					an email list of 100,000 subscribers with 1% opening your emails 

					an email list of 10,000 subscribers with a 50% open rate

			

			It’s simple math. The large list boasts 1,000 content-consuming subscribers. The much smaller list has 5,000 people who engage with your email. The first list is great to brag about, but the second list carries more weight based on its higher engagement. 

			Building an email list shouldn’t be solely about subscriber numbers. Getting email subscribers is the simple part. Keeping them engaged over the long haul is hard. You will lose subscribers; it’s inevitable. Don’t personalize unsubscribes. Life gets in the way, or people lose interest and want to move on to other things. When you lose one email subscriber, remember that there are thousands who’ll willingly replace that one inactive or disengaged reader. 

			The metrics that matter most center on subscriber engagement, not just how many people are on your list. We’ll dig deeper into that soon. Yes, having a much larger list is nice and makes life easier, but only if you have people on your list who truly look forward to your content. 

			Even though I already touched on how you can easily buy subscribers through shady services, there are other means that can be nearly as ineffective. For instance, you will find many promotional services that offer list-building services through giveaways. This option might include giving away a free book to someone who subscribes using their email address. 

			The problem with list-building this way is that you’re attracting a readership who are going to expect you to deliver more stuff like the freebie. When you ask them to buy a book, they might be less apt to grab a copy since they have to part ways with more than their time. There’s nothing inherently wrong with this practice, but it’s not as effective as it once was.

			Free giveaways can draw in a lot of new subscribers, but the drop-off and disconnect will happen once the fuzzy feelings of receiving a free ebook have subsided. Now, the reader faces opening your emails and they’re being asked to open their wallets to get your book. (Gasp!) Giveaway campaigns are effective in drawing in new subscribers, but they can also provide fleeting success since the subscriber base is often less invested in your content over time. 

			Consider why giveaways attract both ideal and less than ideal readers. When someone grabs a book for free, they’re usually not thinking about building a relationship. They just want the freebie. But downloading a book and reading it are two very different things. Some readers stop at the download, which means your lead magnet ends up forgotten on their device.

			That’s not to say that giveaways are all bad, but be prepared to see a massive reduction in subscribers who stay or remain engaged for the long haul. 

			You’ll see that you’re attracting the wrong readers by looking at engagement rates, unsubscribe stats, and bounce reports. Low open and click rates may suggest disinterest, while high unsubscribe rates indicate that your content isn’t aligning with reader expectations. Also, negative feedback is a key sign of a disconnect. If you ever get an email response from a disgruntled subscriber, you’ll know you either didn’t deliver on your promise or the reader is in the wrong place. 

			If you’re pulling in the wrong crowd, it’s time to reassess. Start by digging into your subscriber data. Find out who is opening, clicking, and sticking around. Then tighten up your messaging and promotions so you’re speaking to the right people, not just anyone with an email address.

			Make sure your content speaks directly to your ideal reader. Segment your list and customize your emails so each group gets what matters most to them. From time to time, run an engagement campaign or simply ask what your audience wants.

			Above all else, stay true to your voice. The right people will show up and stick around when your message feels real, intentional, and worth their time.
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