
MARK DAWSON’s FREE VIDEO COURSE:	USING FACEBOOK ADS TO BUILD YOUR MAILING LIST
VIDEO 3: SUBSCRIBERS, MAGNETS AND MONITORING

Mark Dawson: 

[00:00:30] 

Hi there, it's Mark Dawson from the Self Publishing Formula, 
back again with the third and final video in your free 
masterclass on how to use Facebook Ads to blow up your 
mailing list. Now, in this particular video, the last one that I've 
got for you, what we're going to be looking at is what we do 
with those subscribers once we've got them to react to our ad 
and they've come to indicate they want to be on our mailing 
list. We're going to be looking at reader magnets as well, the 
free incentives that I would recommend that you include in 
your ads to try and get new subscribers to take the plunge and 
sign up for your mailing list. I'm going to keep it nice and brief. 
I want to get into the content and finish this masterclass for you. 
I'll see you at the end when we can talk about what comes next. 

[00:01:00] 

Okay then, so here is what you're going to discover in this third 
and final video of your free masterclass on using Facebook Ads 
to add subscribers to your email list. We're going to look at 
how we're going to be collecting the subscriber details from all 
those new subscribers who've seen our Facebook lead 
generation ad, have interacted with it, and have indicated that 
they want to get their free book, and they're happy to be on 
our mailing list. 

[00:01:30] 

We're going to look at how we actually get their details. We're 
going to look at reader magnets because it's not possible 
these days, not really possible, certainly not effective, to just 
offer people a chance to be on a newsletter list. It might have 
worked five or six years ago, but those days, unfortunately, 
have gone. These days we need to give people something in 



order to persuade them to part with their email address. The 
best way to do that is to use a list incentive, sometimes known 
as a reader magnet, and we're going to look at exactly what we 
can use to sugar that pill, so that we can get people to join our 
list. 

 

[00:02:00] Then third and finally, we're going to look at how we monitor 
and optimise our ads. It's all very good to run these ads, it's 
pretty simple to do it. I hope you've seen that from video 
number two. But what we need to make sure is that we're 
monitoring them constantly. It doesn't need to take very long. 
But we need to keep an eye on them to make sure that we are 
getting subscribers at the right price, and if we're not, how we 
can actually go about optimising those ads to bring the cost of 
acquisition down. 

[00:02:30] 

 

 

 

 

[00:03:00] 

So let's get started. We're going to look at how we collect our 
new subscribers. Okay, so I'm back in the ads manager. We 
don't need to be power editor to get the email addresses from 
our subscribers. We can do it in here, and it's really, really 
simple to do. Let's just find a campaign that we've been 
running for lead gen. So here is one for me. I'm just going to 
click into that. We're going to go down to the ad set level. So 
let's have a look at that. So Facebook is bringing this up for us 
now. 

 

[00:03:30] 

 

 

 

[00:04:00] 

Let's go down to the ad level. Here we go, at the bottom here, 
just beneath the first column of results, if we click on that little 
download icon for leads form, we can then retrieve our leads 
and really simply we can set the time frame that we're 
interested in, if we wanted to do just for yesterday, it would 
then be a question just of looking here, 68 targeted, hit 
download. Facebook will then prepare the download and it will 
fire it back to us as a CSV, which we can then cut and paste and 
drop directly into our email mailing provider. Now, that could 
be MailChimp, it could be AWeber, ConvertKit, whichever one 
we're using, it's a simple question of just importing those 
subscribers as a cut and paste. 



 

 

[00:04:30] 

 

 

 

 

[00:05:00] 

Now, it does also, Facebook has recently linked in with CRM. 
So as I say, we could be looking at something like MailChimp, 
but others are coming on stream all the time as well. So the 
downside with doing it manually is that you have to do it. If you 
forget to do it, even say, twice a day is a good time to do it, if 
you forget or you're on holiday, or it just slips your mind, then 
the people who've clicked to indicate they want that free book 
that you're offering them, they might not get it for a couple of 
days, and that's not going to be the kind of experience you 
want them to get as they join your mailing list. We want to 
make it much, much more seamless than that. 

 

 

[00:05:30] 

So the best way to do it is to have them automatically added to 
your CRM or your mailing provider as soon as they sign up. So 
you can do it with something like Zapier, which is a third party 
software tool that links, for example, Facebook with MailChimp, 
and as soon as it realises that someone has subscribed to your 
mailing list through Facebook, it will grab that email address 
and will automatically drop it into your MailChimp account. 
That's very simple to do. It's not the cheapest piece of software 
in the world. I think it starts at $25 a month, something along 
those lines, and then scales up the number of times that you 
need it to operate each month. 

 

 

 

[00:06:00] 

There are other ways to do it, and these are always developing. 
I'm not going to go into too much detail here, but you can find 
it up here in publishing tools. You would have seen how I got 
to there when I was clicking on those details. You just need to 
find your CRM, connect it, and then manage the leads. We just 
close those ones down. So let's see if MailChimp is in there; it 
is. There are plenty of options there. We can put MailChimp in. 
There we go, it's going to tell us that we can do it through 
Zapier. 

 

 

[00:06:30] 

So plenty of potential ways of doing it. If you're on a budget, 
then the best way is probably going to be to do it manually, just 
to download those on a spreadsheet and then drop them into 
MailChimp or AWeber, or whatever it is that you're using. If 
you've got a bit more money to play with, then I'd say, look at 
something like Zapier to make that an automated process. 



 

 

 

[00:07:00] 

Okay, so what about reader magnets? What are they? And how 
can we use them to improve the rate of signup to our 
newsletter lists? So there's plenty of things that we can use as a 
reader magnet, but just generally before we get into that, just 
to reiterate what they actually are. As I said back at the start, it's 
not really possible anymore just to offer people the chance to 
join our newsletters in exchange for, let's say, new release 
warnings or behind the scenes blog posts, content like that. 
That's passe now, it doesn't work as well as it did at the start of 
this indie revolution. 

 

[00:07:30] 

We need to be a bit more creative these days. In particular, we 
need to offer value. The reason for that is that someone's email 
address is seen more and more these days as particularly 
valuable personal information. Nobody wants to be spammed. 
If I'm going to give you my email address, I want to get 
something in return as a part of that transaction. 

 

 

 

[00:08:00] 

So what can we offer readers in order to get them to join our 
list? Fortunately, there are lots of things that we can offer. The 
most obvious thing is a novel. So if you've got a novel, I would 
say you should give fairly strong consideration to offering that 
as a reader magnet in order to get people onto your list. Now, 
whenever I suggest that when I'm speaking at conferences and 
teaching people how to do this kind of stuff, I usually, in fact, 
almost always get some people who'll put their hands up and 
effectively accuse me of losing my mind, because they've 
worked for two or three years sometimes on these novels and 
then here I come along saying, "You've got to give it away to 
build your email list." Of course, you don't have to do it, there 
are other options. But the principle is still the same. I do 
understand where they're coming from. 

[00:08:30] 

 

 

 

 

But the way I address those concerns is like this: I'm in this for 
the long run. This is not a flash in the pan for me. I want this to 
be my career for the rest of my life. I know I am absolutely 
convinced through several years of experience now that's 
demonstrated to me that my email list is my most valuable 
asset. It's the thing that's going to make it more likely that I am 
able to do this for the long run, rather than just a short term 
thing. So when you look at it that way, giving away a novel, 



 

[00:09:00] 

considering that I'm going to be writing many more novels, of 
course touch wood, all things being equal, is a pretty 
reasonable transaction, as far as I'm concerned. 

 

 

 

 

[00:09:30] 

So I would say, think about giving away a novel. If you're not at 
that stage where you're comfortable doing that, maybe you 
don't have a novel to give away yet, think about other things. 
I've got several novels there, and of course, that's for people 
who are slightly more advanced, that's what I do at the 
moment, I give away more than one novel. But it doesn't need 
to be that. You can look at giving away something shorter like a 
novella or short story. 

 So when I started out, I put together a couple of short stories, 
maybe 10-15,000 words, took me about a week to write those, 
and they've been very effective reader magnets over the 
course of the last two or three years. But it could be something 
else. It doesn't even need to be a novella, it doesn't need to be 
a novel. It could be something like a PDF giveaway. Now, let 
me show you what one of those looks like. 

[00:10:00] 

 

 

 

 

 

[00:10:30] 

So you don't need a novel, you don't even need a novella, you 
can do something really simple like those. So one of my 
characters, in fact, the character I'm best known for is a guy 
called John Milton, and the backstory for Milton is that he was a 
government agent, much like James Bond, for many years, and 
then he decided to try and quit and get out. So one of the 
things I thought would be really interesting is if I prepared a 
dossier, a psychological assessment that was carried out on 
Milton by the secret intelligence service as they realised that his 
heart was no longer in working for MI6. 

 

 

 

 

 

[00:11:00] 

So I put this together, it was over a lunch break, I think, when I 
was still in full-time employment. It took me a couple of hours 
to do it, it was good fun to do, and it didn't cost me anything. 
All of these logos that you can see, I grabbed off the internet, 
put it onto a Word document, and then just made a PDF from 
it. This has worked really, really well. My readers have loved 
this, and it was fun to do. You can see I kind of played around 
and redacted some areas, made it look official and mysterious, 
and a really, really useful little PDF that readers that have really, 



really enjoyed. And just to reiterate, it didn't cost me anything 
to do this. It's the kind of thing you can include in an ad, you 
can say, "Look, would you like a copy of the secret 
psychological assessment for John Milton." You'd be surprised, 
or I was quite surprised, how popular this has been. 

 

[00:11:30] 

 

 

 

 

 

[00:12:00] 

So you don't need a novel, you don't need a novella. Those are 
probably optimal, but if you're not in a position where that is 
possible for you right now, then really do think about 
something like this. If it's not something like this, then maybe it 
could be something about the location of your novel, it could 
be conversations between characters, backstory. It could be a 
video with you talking about the research process. It could be a 
tour of your writing office, or whatever it is that you want. Just 
think about something that you think your readers, your 
potential new readers might be interested in. Then put 
something together and go with it, see how it pans out, 
experiment a bit. This is something that's worked very well for 
me, it could work for you. But there are plenty of options out 
there for you to test. 

 

 

[00:12:30] 

 

 

 

 

 

[00:13:00] 

Okay then, so we've looked at reader magnets and we've 
looked at what we give away in exchange for getting people on 
our list. Now, let's have a quick look at monitoring the 
campaign. What are we going to do to make sure that the 
campaign is running within the parameters that we consider to 
be acceptable? The key information that I want you to check is 
as follows. And before I get into that, I just want to warn you 
that Facebook is an incredible platform, it offers just a plethora 
of information, that you could go so far down the rabbit hole 
you wouldn't know where you are. One of the things I want you 
to take away from this training is that it's not necessary to 
obsess about all of the stats that Facebook will give you. 

 

 

 

I'm going to suggest really that there's only one that you need 
to pay attention to. But I'll tell you right now the things that I 
keep an eye on to make sure that my campaigns are operating 
optimally. The most important one, the only really, really 
important one is this: how much is it costing you per 



 

 

 

[00:13:30] 

subscriber? If it's costing you $2 or $3 to add someone to your 
mailing list, that's going to be much too expensive. You need 
to be looking at $1 maximum, and I would be uncomfortable at 
that kind of level. 

 

 

 

 

 

 

[00:14:00] 

What I'm looking at is sub 50 cents. That works out reasonably 
well for me. The reason I can say that is because I have worked 
out how much subscribers are worth to me over the course of 
maybe the next five or six years. Because I know how many 
books I've got in my back list. I know from surveying my 
readers, how many each reader tends to read. With that kind of 
information, I can work out how much each of those 
subscribers is likely to be worth to me over the course of the 
next, let's say, 10 years. Provided my cost of acquisition is 
below that, then that's a transaction that I'm happy to continue. 
Starting point though, is to work out how much that 
subscriber's costing you. The good news is that Facebook will 
calculate that for you without any bother whatsoever. 

 

 

[00:14:30] 

We're also going to look at relevance. This is a fairly new 
statistic that Facebook has introduced that will give you a 
rough idea of how healthy it thinks your campaign is with 
regard to the audience that you're serving it to. Facebook 
wants its content to be relevant. It wants its audience to get 
what it expects to get. It doesn't want it to be disappointed by 
being served ads that don't serve their interest. So we need to 
make sure that our ads remain relevant, because if Facebook 
thinks they're relevant, it will often make them a little cheaper 
to serve. 

 

[00:15:00] 

 

 

 

 

We also need to look at click-through rate. That's a good 
indication of how healthy an ad is. Now, click-through rate is 
the percentage of people who see an ad, who then click on it. If 
you can get up to about 10%, you're doing extremely well. I'd 
say 5% is pretty good. But we'll get into that in just a minute. 
Then finally, frequency. Now, this will determine how many 
times each member of your targeted audience is seeing your 
ad. If you're getting up to, say, 7, 8, 9, or 10 times, then that's 
certainly gone stale, and you need to think about refreshing the 



 

[00:15:30] 

targeting or perhaps refreshing the creative so that you're 
delivering something original. Of course, I'll show you how to 
find that too. 

 

 

 

 

 

 

[00:16:00] 

 

 

 

 

[00:16:30] 

Okay, when we're checking the health of our ads, when we're 
monitoring their effectiveness, we need to be in the ads 
manager. We don't need to be in the power editor for this. So 
I've loaded up the manager for you here. The first thing we 
need to do is to make sure we're looking at the right campaign. 
So the one I'm running for lead gen right now is right here. It's 
pretty simple to see how much each lead is costing me, in this 
campaign yesterday, I ran nearly $70 worth of ads, brought in 
135 leads, a simple case of dividing that by that, it brings me a 
cost per lead of 52 cents. So that's reasonably healthy. If we dig 
into the campaign and then into the ads a bit more, we can 
look at how effective each of those ads has been. Then we can 
decide if that's something that we want to consider. So there 
we go, 52 cents per lead on that one, that's not too bad at all, 
reasonably happy with that. 

 

 

 

[00:17:00] 

Let's pull another example down now, so we can have a quick 
look at how this one is performing. There you go, yesterday this 
one was performing at a rate of 44 cents per lead, so that's a bit 
more healthy. I like to get them down to 30, 35 cents, but I'm 
not unhappy at that kind of level because I know that that is 
within the acceptable tolerances parameters of acquisition 
costs that I can live with. So there we go, not too bad at all. 

 

 

 

 

[00:17:30] 

The next thing I want you to pay attention to is this score over 
here: relevance. So as Facebook described, relevance is a 
rating from 1 to 10 that estimates how well your target 
audience is responding to your advert. The score is shown after 
your ad receives more than 500 impressions, it's only visible 
when looking at reporting for adverts, and does not appear for 
ad sets and campaigns. Now, how do we work out how the 
audience is responding to the advert? Well, factors that will 
lead to a better relevance score include likes and shares and 
comments. Factors that will lead to a lower score include 



people hiding it, people disliking it, the kind of opposites to 
the previous ones. 

[00:18:00] If you can get a score of 9 or 10, you're doing pretty well. I'd 
say 6 and 7 is okay. When you start to get ones, twos, threes 
and fours, I would say that ad is probably not being judged as 
particularly relevant, and that will probably mean you're getting 
charged more to serve that ad out, because Facebook doesn't 
want irrelevant content to be served to its users, and it will 
penalise you with a higher cost per serve if it thinks that you are 
irrelevant. So just keep that in mind, that relevance score. 

[00:18:30] 

 

 

 

 

[00:19:00] 

Okay, now, we need to have a look at things like click-through 
rate. So let's have a look here at, I think it's engagement. Let's 
just try delivery. Hold on. Let's look at frequency first of all, 
that's the next thing I wanted to show you. So frequency here is 
the number of times that this ad was served to members of the 
relevant audience yesterday. So the people who saw the ad, 
well, the audience members only saw the ad just over 1 time, 
1.01 times each. That of course, is absolutely fine, but it was 
only including yesterday. 

 

 

 

 

[00:19:30] 

But if I look at it for, let's just say, the last month, let's see what 
that does to the relevance score. It jumps up a bit to 1.64, so 
that's a little bit more frequent, but that's still within the 
tolerances that I would consider to be fine. I think you need to 
be a lot higher before you start to have a problem. So let's just 
look at lifetime for that, and that ad, over the course of its life, 
so it's been running since October last year, has been served 
on average, 2 times to each member of the audience. So again, 
I'm not unhappy with that. I think that's a reasonable level. 

 

[00:20:00] 

 

 

 

 

Then finally, click-through rate. I'm going to grab this one. Let's 
have a quick look in here, and I think this is it, yep, click-
through rate here. Just slightly hidden, let me make that a little 
bigger for you. The click-through rate for this ad is 10%, which 
is very, very good. Over the course of its lifetime, 1 in 10 
people who see the ad, take action and click through, and 
interact, at least click to see the lead form. They might not all 
enter the lead form, but at least they're seeing it. That's very 
healthy. I'd say a CTR of 5% is pretty decent. Anything getting 



 

[00:20:30] 

up to 10 and above, you're doing really, really well. So I'm 
quite pleased with that, and of course that CTR, Facebook is 
noticing that, and that will be another reason why that's got a 
fairly high relevance score, because the audience is reacting to 
it, responding to it, Facebook has seen that and is rewarding 
the ad with a lower cost per serve because it thinks that the 
audience considers it to be relevant. 

 

 

[00:21:00] 

Okay then, so that is the end of video three, and it's also the 
end of this free masterclass on Facebook Advertising, using 
Facebook Ads to find subscribers to fill up your mailing list. I 
hope you found it interesting and I hope that you found it 
useful. I'm looking forward to seeing your ads on Facebook as 
you try to find new readers who are going to love your books, 
going to join your mailing list, and help you build the 
foundation upon which you can construct what I hope will be 
an amazing self publishing career. 

 

 

[00:21:30] 

 

 

 

 

 

 

[00:22:00] 

Two final pieces of housekeeping before I let you go. The first 
thing is just to get involved in our Self Publishing Formula 
Facebook community. You can find us if you search for Self 
Publishing Formula or SPF Community on Facebook. Or if you 
can't find us, just drop us a line at 
support@selfpublishingformula.com. I'm really looking forward 
to seeing you in that group. I'm there all the time. We've got 
plenty of students, some veterans that you'll have heard of 
before, all really, really engaged and helpful to try and show 
you how to use these amazing ads to further your career. So I'll 
leave it there for now. I hope it's been as interesting for you as 
it has been for thousands of other students, and I will see you in 
the SPF Community on Facebook. Bye bye. 

 

 


