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services .

" Thenewsletterhashelpedus

grow,

" hesays .

"

It' s costeffective
,

and is a

greatway of makingsureanythingreally

significantourclientshavedonegoes to

therightpeople.
"

TPI is
a

model of brevity , accessibility
andfocus . Mailed to

a community of

hundredsratherthanthousands
,

it starts

with a personalmessagefromFisher
,

continueswith a digest of themonth' s

industryheadlinemakers
(

whichdrives

traffic to
hiswebsite

)

andendswitha
list

of eventstakingplacethefollowingmonth.

Ane-newslettershouldbethepoint
wherethedifferentstrands in a company' s

marketingcometogether , agreesthe

founder of RostrumCommunications
,

MarkHoulding .

"

If youhavehadpositive

coverage in thepress , yournewsletter is

theperfectwayto distribute thatcontent
,

"

hesays .

" Allyouneed is a
headlineand a

link to
thearticle. "

Whenhisclient
,

theDocklands-based

computerservicescompanyConnect

Support Services
,

wasprofiled in the

TelegraphBusinessClubforitsfixed-price
solution to theproblem of differentiating
itsservice in theface of cheap ' metoo'
rivals

,

a
link to thepositivearticlewas

includedonConnect'
s

e-newsletter . Good

newscan' t travelfastenough...or canit?

WHATFREQUENCY?
According to Fisher

,

informationshouldbe
' metered ' outratherthangoingglobal

instantly evenwhen it'
s positive.

"

Reporting thingstooquicklycanlead to

exaggeratedoptimism or pessimismand

neither is good ,

" hesays . It'
s tempting to

announceyourlatestproduct or service
,

butmakesureallthebugsareout
of

it

first .
Youwouldn' t sendout a pressrelease

withoutrunning it bythemarketing

departmentandperhapsyourfinancialPR

advisersaswell . Remember
,

onceit'
s
out

there
, youcan' t recall it.

Manybusinessesdon' t need to sendout
newslettersmonthly or evenregularly.
Thinkaboutthedifferencebetween a

newsletter
,

a
bulletinand a

mailshot if

youare a quotedbusiness
,

it maybe

necessaryforyou to sendregularreports to

shareholdersandpartners that'
s

a

bulletin . Alternatively , somethingmay

happenthatreallyneeds to gooutas a

priority . Product recalls or industry-critical

upgradesfallintothiscategoryandcallfor
a one-subjectmailshot . Everythingelse

,

fromyourknighthood to yournewoffice

in
China

,

cango in thenewsletter .Do a

thoroughjobon it

,

thengivetherecipients

plenty of
timebeforethenextone.

Quarterly is usuallyplenty notsorare

thatpeople forgetwhoyouare
,

butnot

frequentenough to triggertheG&T
( groan

andtrash
)

reflex.

Yourfirstaim is to gettheemailopened.
If

therewassomething of
interest in the

lastoneyouraudiencewill .Borethem
twiceandtheywillautomaticallydelete it

if theydon' t unsubscribe .
But if yougetthe

designandthecontentright , your

THEFOCUS
IS

ON
KNOWLEDGE

SHARINGANDUSEFUL

INFORMATIONRATHER

THANONPROMOTING
OURSERVICES!!

e-newsletterwillbringyoubusinessas it

doesfortheuserexperienceconsultancy
Webcredible . Itse-newsletterhashit
opted-in inboxesmonthlyformorethan
fouryears , growing to 22 ,000subscribers.

" Much of thathashappenedby it being
forwarded

,

butthemainbenefit to us is

that it generatesaround 1 ,750visits
a

month to ourwebsite
,

"

saysPRand

marketingmanagerJonWhite .

"

It' s
a

soft
sell

,

andthefocus is onknowledgesharing
andprovidingusefulinformation forthe

industry ,

ratherthanonpromotingour
services . Weobviouslydothis

,

but it'
s very

much a secondarypoint in theformat. "

Hestresses theimportance of analytics.
There'

s
noexcusefornotknowingexactly

whathappens to yournewsletter
,

because

youshouldget a reportfromyourprovider ,

or
thelikes of CampaignMonitor

,

Omniture or GoogleAnalytics ,

thatwilltell

youfarmorethanhowmanypeople

opened it andwhoclicked through . They
willgiveyoureportsthatshowyouexactly
howyoursubscribersareinteractingwith
thee-newsletter

,

whichpartsare of interest
,

whoforwarded it

,

unsubscribed
,

bounced

out or evenmarked it asspam . Incredibly ,

iRUMCOMMUNICATIONS

though ,

thereare
a significantnumber of

smallbusinesses thatdon' t dothis.

VITALSECONDS
AsMargaretFarmakis at

ReturnPath

pointsout :

" Readerstend to
dedicatean

average of 51seconds to e-newsletters
,

typicallyskimming thecontents .Only
19%% of

themarereadfully.
" But if you

tailorcontent to
theaudienceandmake

thedesignasengagingaspossible , you' re

likely to demand a longerattentionspan.
Sokeepgraphics to a

minimum
,

make

headingspunchyandinformative
,

use

abstractsandlinks to keepdownthe

wordcount
,

andensuretheemail '

s general

subject linewillmakereaderswant to

open it
. Also

,

increaseaccessibilityby

optimising it
formobilephones.

Trydifferentapproachesandmonitor

openandclickrates to findoutwhat' s

working , adaptingyourapproach

accordingly . Aimforyoure-newsletter to

be100%%opted in

,

asthenyou' ll know

you' re hittingtherightpeople ,

whilean

unsubscribebuttonwillallowyou to keep

yourdatabaseclean . Encouraging feedback

fromreadersallowsyou to
findoutmore

about themandwhattheywant to read . It

canevenhelpyou to develop a better

product or
service . Get to thisstage ,

and

youre-newsletterwillhavebecomean

invaluablebusinesstool.

ONLINE
EXCLUSIVE

Onlineexclusive :
TheGrowing

Businessguideto makingthe
bestuse of your51seconds
wwwgrowi ng b u

siness . co . uk
/

enewaletters
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