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 Email usage continues to grow 
99% of email users admit to checking email at least once a day  

90% of Americans use email
74% of Baby Boomers think email is the most personal channel
to receive communications from brands

Followed by 72% of Gen X, 64% of Millennials, and 60% of
Gen Z 

Email is seen more often than any social media post 
Average organic post seen on a Facebook Page: 5%
Average email open rate: 15-25%
Average click-thru rate of a Facebook Ad: 0.07%
Average email link click-thru rate: 2.5%

You own the list. Forever. 
Your social media followers don’t give you their address  
If that outlet goes under or out of style, you lose that list.
Forever. (Google+, MySpace, Facebook Page organic reach)

(December 2021 stats compiled by Hubspot)

Why authors need an email list
 
 

Hello there...

jennykate

Email marketing is considered the most effective 
marketing tool on the internet. 

Do you know why? Do you know how to set it up? What to write? 
This guide will show you the way.



How to build the email
marketing ecosystem
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Pick an email service provider (ESP). Free ones up to a certain
number of subscribers include MailerLite, Mailchimp, SendinBlue,
Madmimi, or Drip.

Create a freebie or magnet. This should be something the reader
wants: free book or novella, scenes, maps, case studies, recipes from
a series. 

Build your landing page. This is where readers will sign up for your
list. Not too cluttered and to the point. Make it fun.

Use the double Opt-in. This keeps you out of ANTI-SPAM law trouble.

Create an automated email trail. This is a series of introductory
emails for the reader to get to know you. Usually 3-5 emails is plenty.
Ideas include:

One to introduce the stories, the setting, the character
One to provide release, appearance, and event dates
One to introduce you - who you are, why you write, how you got
into writing, any background/credentials
Use the P.S. that shows the covers of your books with the link
Do not send an email with "buy my book"

It's like a date, let the Readers get to know you before you ask
for a favor
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Use copywriting style. Writing emails is very different than writing
books. You are making a pitch. This is marketing language. Use short,
choppy sentences. Or phrases. Keep each email under 250 words.
Use bullets and lists and headers.

Use photos sparingly. It's tempting to pretty up your email with lots
of photos. But those slow down the email from opening. 

 Segment your list. Assign each new subscriber to a group. This will
tell you who actually opens your emails. This will matter when you
start having to pay for subscribers.

Groups can be: Newbie, Readers, Superfans, Curious, Freebie
Readers who are replying, clicking and opening are Superfans.
Focus on them for releases and events.
Readers who open nothing can be those just looking for
Freebies or the Curious. After a few months, remove them
from your list (it will save you money in the long run).

 Split test. All of the ESPs are set up to help you with testing. It's
important to understand what works and what doesn't to obtain
maximum open rates, click-thru rates & ultimately book sales.  

Test subject lines, photos, contents, anything to increase open
rates. 
Test only one component at time or you’ll receive skewed results.

 Avoid spammy words. FREE, BUY, OPEN NOW, PROMISE,
OBIGATION. Google for more. 

These will get your emails kicked to spam.

 

Cont'd....



What should I email?
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Anything beneficial to the reader. 
Email is for the reader not you. Keep that in mind always. 

Email should provide them with insight into you and your books.
Readers enjoy buying books from people they know or think they do.

 

□ Current work in progress updates

□ Book launch announcements

□ Events and appearances

□ New blog posts

□ Research

□ One photo of your last trip & what
you learned (keep the size small so
you don’t clog up their email box)

□ Positive reviews your book
received

□ Interviews with research subjects
or other authors

□ List of your favorites (books,
authors, movies, plays, music)

□ Promotions and/or giveaways

□ Progress reports on the current
work in progress

□ Deleted scenes (also good for a
freebie)

□  Milestone news (anniversaries,
birthdays)

□  Backstory (you know, all that
stuff you wanted to put in your
book but your agent made you
take it all out)

□ Quotes and questions

□ Call to action (buy the book,
attend the event, respond to a
question, meet the author). Use
Calls to Action sparingly so the
reader doesn’t feel spammed. 
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Email Best Practices
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□ Spend some time on the subject line. Make it compelling and
short. For a two-page guide on subject lines visit
www.thewriternation.com/toolkit  

□ Best days to email: Tuesdays and Wednesdays before lunch

□  Ask for replies. This helps the email providers recognize the
email as something the Reader asked for. It will keep it out of
Spam. 

□  Use the same font. This isn't the place for cute or overly
creative.

□  Keep it short. You're competing in a world of scrolling and
attention spans of seconds. 

□ Be consistent. If your audience only hears from you once in a
blue moon, they won't remember why they signed up in the first
place. Email at least once a month, but twice a month or weekly is
more effective.

□ Use the P.S. Believe it or not, it's the most read portion of the
email. A great place to put your call to action: ask for replies, pitch
your next event, post a buy link. 

Happy Writing!

http://www.thewriternation.com/


Peace & Prose!
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I hope this guide helps jumpstart your email
marketing. For more marketing information

or to ask me a question, visit
www.thewriternation.com
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