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Newsletter Makeover

The Before Mistakes and After Solutions
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Agenda

1. The Key to a Successful Newsletter

2. Getting it Opened

3. Sending Content Subscribers Want to Read 

4. Lessons in Design

5. Using the Reporting Information
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The Key to Newsletters

■ Education focused rather than just promotional
■ Establishes my Organization as the Expert
■ Keeps my Business in subscriber’s Mind

Newsletters are 
to SELL

Do You Have the Right Mindset?

Newsletters build 
relationships, 
retention and 

loyalty

They will come 
to me when 
they’re ready 

to buy
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It takes an average of 7 customer touches before a sale occurs.

The Key to Newsletters

■ Some buy right away

■ Others research and try

■ Some show interest but are not ready

Newsletters allow you to stay in 
contact until they are ready to buy.
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Getting Your Newsletter Opened

Are you keeping your Newsletter from going into the Bulk Folder?

Determine your spam score before sending
- Use the Anti Spam Checker

Ask subscribers to White List you
- “Click to add us to your address book”

Sale, Free
All capital letters
Excessive punctuation
Red text
Excessive use of “click here”
Excessive use of $$ and other 
symbols
Excessive graphic to text ratio

Things 
to 

Avoid

Please confirm your continued 
interest in receiving email from 
us.
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Getting your Newsletter Opened

■ Sending on a Regular Schedule?
Allows readers to expect and anticipate

■ Using a Consistent From Email
Address?

Keep consistent for whitelisting / spam 
filters

Is your Newsletter Recognizable?

Give a Sense of Familiarity

Using a Consistent From Name?

Using your most recognizable 
brand in the From Name?

Using a Consistent Title in the 
Subject Line?

– Carry the relevance through to 
your subject line
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Getting your Newsletter Opened

Over 25% of online customers use 
Preview Panes to view emails.

- Marketing Sherpa 2007

What Preview are they Getting?

Give a sense of Familiarity

Preview is about 200 pixels down

Use of logo/branding graphics

Have consistent placement of 
branding elements and static 
sections

Use a consistent color palette
Resources:
Finding the Hex Values

– Color Cop
Picking your Palette

– Color Schemer Online
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Getting your Newsletter Opened

What Preview are they getting?

Maximize the top 2 – 4 inches
■ Is your Company name and logo visible?

■ Is a Headline with clear benefit visible?

■ Are you using a Table of Contents here to highlight what they Can’t see?
– Use as Anchor Tags to pull them down

– Re-word / add short descriptions
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Center for Traditional Medicine

Clear Branding - logo, company 
name, color palette

Table of Contents
Five Sections

Providing Education 

Uses Links with each section
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Sending Content they Want to Read

Want clues about your contact’s interests?  Look at the Click Rates
in your Previous Newsletters. 

Which were the most / least successful?  

What do they have in common?

Trend best placement, copy, content of the most popular links.

Include a link with each section of your email. 

Improve your content by finding out what your readers value.

Don’t want to do the detective work?  
Send a Survey. 

■ Ask them what they want to hear 
about.

■ Ask how often they want to receive 
it.  

■ Ask only what can be used to 
improve your newsletters.
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Cater to Varying Interests

As you learn more about your readers 
you should be Creating Multiple 
Versions of your newsletter.

Create Lists / groups with similar 
interests

Send different Versions of your 
newsletter for different interests

Don’t want to have to create whole 
different versions?

Create your General Newsletter

Use the copy feature

Add in just a Block or Two that is 
Unique for each group.

“80% of consumers Stop Reading emails 
they have signed up for because they deem 

them Irrelevant.”
– Study by the Ad Agency Quris
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Sending Content they Want to Read

85% Educational
15% Promotional

Are you Promoting in your Newsletter?

As long as you’re providing valuable content, 
readers won’t mind promotions.

What is a good balance?  

Invest in High-Value Customers
Focus on those who spend the most amount of money or are the most frequent 
customers. Provide special treatment, exclusive discounts and tailor special 
event to their interests and needs. Start an exclusive “club” so they are the first 
for everything.  -MarketingSherpa Special Report: Marketing During a Downturn 2008
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CasaQ

■ Focused on Latino Education
Traditions
Holidays
Recipes
Facts

■ Includes some CasaQ Product 
Promotion

85% Education
15% Promotional
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Sending Content they want to Read

Best places to sell:
Top left and right corners generally 

have the highest click rates. 

Bottom – after reading the valuable 
content, feature more 
information about your company 
and products.

Test different layouts with 
your audience. They may 
have a different  behavior 
than you expected.
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Sending content they want to read

Keep Track of Everyday Content
■ Listen to and keep a log of Customer Comments and Complaints 

Use your Expertise 
■ Your know-how is Something Special 

– You’re so close to the knowledge you use every day that you forget this fact!

■ What did you do to help a customer?
– List the elements of knowledge you had to apply

■ List your customers’ concerns, desires, and fears  

■ Link what you know with what they need to know 

■ Give them information they can use – How To’s
Positions your organization as the expert / go-to person

Having a hard time getting good content?
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Having a Hard Time Getting Content?

Free snapshot tool: 
Screen Hunter

http://www.wisdom-
soft.com/sh/sh_free.htm

Let your readers give you content

Make Your Newsletter Interactive
■ Include Polls and share results

■ Let them ask you questions and then     

provide a Q&A section.  

■ Have a “Help us Improve this Newsletter”

section (link that brings them to an online survey)
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Having a Hard Time Getting Content?

Get Others in the Industry Involved
Interview industry experts / vendors

Have a Guest columnist

There are many organizations / people that will be willing to give you 
content for exposure they can get from your newsletter

RSS: News Feeds
■ Get a pool of topics that can be sources for articles in your newsletter
■ Positions your organization as go to place for information
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Home Twin Cities

■ Trivia about MN
Interactive 
Reward

■ Local and national 
market news

■ Home maintenance tips

Real Estate

Providing Value
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Send Content they Want to Read

Provide interesting, relevant content = “My friends would find value in this!”

Are you making it easy and encouraging people to forward your email to 
their friends? 

Place “Forward” links or buttons near the Top of the newsletter

If you send valuable content, watch your readership and list size grow.

If that friend likes what they see, they can join your list.  
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Wildlife Only

■ Table of Contents 

■ Education focused

■ Side promotions 

■ Encourages forwards

■ Encourages Sign ups
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Lessons in Design

Assist in Scanning
■ Ideal number of articles is 3 to 5
■ Have visual separation between topics
■ Use headlines, bolding and bullets
■ Include estimated reading time
■ Say just enough to get the reader 

interested, then Use Links!

Users spend 51 seconds reading the 
average newsletter.

– Nielsen Norman Group Report: Email Newsletter Usability

How much are you saying?
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Bliss Honeymoons

■ Good use of Headers, bullets and 
bolding to assist with scanning

■ Clean white look with 3 articles 
and visual separation between 
each

■ Education focused content

■ Positions them as the experts
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Lessons in Design

■ Are you including links with each 
section of your newsletter?
■ Doesn’t just save white space, let’s 

you track interest

■ Do your links stand out?
■ Don’t mix them into the text or put 

them just below a line of text

■ Give them white space to increase 
click rate 

■ Are you using the right wording?
A/B TEST to see if a certain 
phrase gets more clicks

Marketing Sherpa’s Newsletter Test

Click to Continue 8.53%

Continue to Article 3.3%

Read More decreased by 1.8%

Including Links in Your Newsletter
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Lessons in Design

Including Links in Your Newsletter

Don’t miss an opportunity to get people to your website
Are you including links behind your Images?

Are your links directing readers to an effective landing page?
Don’t dump them on the homepage and make them search
Put them right where you want them
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Lessons in Design

Are you giving readers the 
option to see Past Issues?

How about when they are new to you?
Link to best issue in new subscriber 
welcome letter
Use Autoresponder to automatically 
send out high performing past issues

Including Links in and to Your Newsletter
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Black Sheep Adventures

■ Clear Branding
■ Table of Contents
■ Five articles
■ Clear Separation between topics

Use of links with each section

Saves white space and allows for 
tracking interest
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AdamsJette

Marketing & Communications Small 
Business

■ Effective Preview Pane

Branding and clear benefit

■ Provides educational material -
bright ideas, tips and tricks

Keeps their business top of 
mind

Includes links to Past Issues
Gets readers to the website
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Atlas Travel

■ Plenty of white space 
even with a lot of news to 
share

■ Broken into Company 
news and Industry news

■ Descriptive Headlines with 
links

■ Let’s readers easily read 
only what interests them

Estimated Reading Time



Copyright © 2008 Constant Contact, Inc.

Lessons in Design

Including Images in your Newsletter

■ The smaller the image size, the faster the download time
Suggested image size for emails is, at most, 100 KB or 600 pixels across
1 KB = 1,000 bits/bytes 
3 to 5 images per newsletter

■ Accommodate recipients that have images blocked
Let them know who that email is from 
Include your company name as text
Let them know what was supposed to be where
that Red X is

Add a description with each image (alt tags)
Provide a web hosted version:

59% of consumers and 90% of business 
email user view emails with images 
turned off. - MarketingSherpa 2008
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Gift Basket Originals

Includes Table of Contents 

Three Main Focuses

Clear Headlines with visual separation

Education and then Promotion

Four Images

– Not too cluttered

– Text surrounding images for 
those with blocked images
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You can Preview and Edit just the text 
version

Optimize the text version

– Make sure your Company Name      
immediately appears

– Get rid of Navigation Links 

PDAs display full links instead of link names

which can take a lot of space

Lessons in Design

Have you looked at the Text version of 
your newsletter?

The text version is likely seen 
by about 15% of your list. 

– Return Path 2007
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Lessons in Design

Are you sending a TEST of your newsletter?

■ Do the links work?
■ Landing page a direct connection to why they would 

click through.

■ What does it look like with images off?
■ Enough descriptions / text for those with blocked 

images.

■ How does the text version look?
■ Extraneous lengthy links removed

■ Is it going into the bulk folder?
■ Avoiding spam like content / design
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Using the Reporting Information

Spam
■ Measures your familiar look and feel, relevancy and frequency

Opt Outs
■ Some is okay, but a spike is a sign your content is not relevant

Opens
■ Measures effective subject lines, timing and frequency

Clicks
■ Measures effective content, layout, link placement and wording

Forwards
■ Sign you are giving subscribers what they want!
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Temperature Check

5-10%

20-29%

2-5%Click Rates

10-19%Open Rates

B to B B to C

Marketing Sherpa, 2007

Compare Apples to Apples

Benchmark and go for Improving Your Numbers

Metrics vary by industry, value proposition, length of 
customer life cycle, audience, age of list, etc.

There are no good metrics other than your own to measure 
success against
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Using the Reporting Information

Improving your Newsletter Metrics

■ Create Benchmarks of your report data and then TEST

■ Make One change at a time
■ Subject Lines / Headlines / Link text - determine what words hit your 

audience’s hot buttons 

■ Format, design, copy style, placement – look at your clicks report

■ Content / Segmentation – look at your clicks, opt out and spam report
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Using the Reporting Information

The Opt Out Report

Are you making full use of your 
unsubscribe page?

■ Did you know that people that unsubscribe 
are given a comment box?  

■ Did you know you can export the comments 
to see why people are unsubscribing?  
(FAQ#1606)

■ Are you monitoring and acting on it? 

Identify where to make improvements 
to your newsletter program.
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Using the Reporting Information

■ Average touch rate is twice a month
E.g. Newsletter and update/promotion

■ Communicate at least 4 times a year
Stay “top of mind”

■ Don’t over promise
Better to provide a good monthly 
newsletter than a mediocre weekly one

■ Under promise and over deliver
If you have something to say and it is 
relevant, send a card layout

The Opt out and Spam Report

Are you sending too often or not enough?

Note: You don’t have to keep up 
with the magic day and time to 
send if you are sending valuable 
content.



Copyright © 2008 Constant Contact, Inc.

Using the Reporting Information

Your past newsletters can help Refine your overall Strategy

Print out your Newsletters
Find similarities in what’s getting good / poor results

Does your newsletter have hot spots?
1. Record the Click Rate for each link
2. Color code all the links that perform higher than average, average, and below average
3. Do your emails have consistent hot spots where you see above average clicks.  If so, capitalize 

on this real estate in future emails

Does your audience respond better to certain content, layouts, 
timeliness?

1. Compare your open and click rates
Click to Open Rate (CTOR) = unique clicks/unique opens

2. Find similarities among high performers
3. If you find that all the newsletters you’ve sent with How To’s had high CTORs, design future 

emails using that lesson
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The Key to Newsletters

Have the Right Mindset

Newsletters are about building Satisfaction and Loyalty so subscribers are 
more likely to:

Purchase from you

Recommend you to others

Newsletters 
are                                              
to            

SELL

Remember:
Newsletters are not about 
immediate purchases
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Want more on what we covered today? 

Email Marketing Demo
Watch live as we get into the Constant Contact tool, 
pick a template, create and send a newsletter.  

http://www.constantcontact.com/learning-center/webinars/live/index.jsp

Survey Demo
See how to use Constant Contact’s survey tool to 
create surveys and polls, include them in your 
newsletter, and what can be done with your results.

http://www.constantcontact.com/learning-center/webinars/live/index.jsp

Subject Line Design 
Get more in depth knowledge of writing a subject line 
that will get opens and keep you out of the spam 
folder.

http://www.constantcontact.com/learning-center/webinars/live/details/Subject-Line-Design.jsp

Deliverability
Learn more about being labeled as spam and getting 
blocked by ISPs.

http://www.constantcontact.com/learning-center/webinars/live/details/Email-Deliverability.jsp

Building Better Lists 
Explore best practices to grow your email list.

http://www.constantcontact.com/learning-center/webinars/live/details/Building-Better-Lists.jsp

Recorded Tutorial:
Create a Poll – Why and how to create a poll.

http://www.constantcontact.com/display_media.jsp?id=25t

Additional Free Live Webinars
http://www.constantcontact.com
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Questions?

Download the Handout
Slides we covered today along with additional material:

- Newsletter Makeover Checklist

- Reviewing your newsletter Sign Up Process
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Newsletter Makeover Checklist

Are you using a recognizable From Name and consistent From Email?

Is the Subject Line have a recognizable title and benefit?

Do you have a Logo and consistent Color Palette in place?

Does your brand and a clear benefit appear in the preview pane?

Is your content at least 85% Educational?

Is your content valuable and Relevant to your readers?

Are you using clear headers, bullets and bolding to assist with scanning? 

Do you have 5 or less main focuses?

Did you include links that stand out with each focus?

Do you have 5 or less images?

Did you make your images clickable?

Did you include a description with each image?

Do you have a prominent forward to a friend link?

Do you have a prominent subscribe me link?

Did you use the anti-spam checker?

Did you preview and optimize your text version?

Did you send a test?
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Getting Newsletter Sign Ups

What is your Sign up process like?

Take a walk through and ask yourself: 

■ How much Effort is it?

■ Can you require Less information?

■ Are you asking for the Right information? 

Only ask for what’s Needed to send Relevant emails
Requiring just Name and Email gets highest number

of subscribers
Want more, ask for it with a survey later

Are you asking for the email address twice?
Avoids a bounce / lost prospect
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Getting Newsletter Sign Ups

Review your Welcome Email

■ Do links already in use still work?

■ Are you using personalization?

■ Is it warm and engaging?

■ Does it highlight the benefits of 
your email program?

■ Does it make them feel part of a 
privileged group?

Does it provide immediate gratification? 

- Include a snapshot of what the newsletter
will look like 

- Include links to newsletters that did
particularly well in the past

- Provide a special offer just for newcomers

Does it adequately explain the frequency 
and type of content you will be sending?

What’s the First Impression your giving?
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The “After” Welcome Email

Design Includes: 

Personalized greeting 
Frequency
Exclusive feel
Preview
Links to past issues


