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Jim Palmer has put together a true masterpiece for those serious about their 
business. There is no more powerful way to build your business and consistently 
nurture your relationship with your customers than this. �������	
��������������
������	�� is a step-by-step blueprint to growing your business by leaps and 
bounds . . . no matter what is happening in the economy. This gives you 
everything you need to master the art and science of ironclad client 
relationships.

—Troy White 
www.CashFlowCalendars.com

Jim has finally drilled down to the core of what most business owners don’t 
understand: a high-value newsletter, as Jim explains it, is the glue that keeps 
your customers bonded to you for life. This book is not only timely to the 
changes now happening in our new economy, but it’s a MUST-read for any 
entrepreneur who wants to create customers who stick for life! 

—Ari Galper, 
Creator of ChatWise www.Chatwise.com

and Unlock The Game www.UnlockTheGame.com

I didn’t believe it either. But adding a hard copy newsletter to my business was 
the best thing I ever did. It increased my credibility, visibility, and profitability 
virtually overnight. If you don’t have a newsletter, you’re making a huge 
mistake by missing the opportunity to develop a deeper relationship with your 
prospects and clients for maximum profitability. �������	
��������������
������	�� is THE resource to start with. Jim is the undisputed Newsletter Guru, 
and his book lays out everything you need to know to start building your own 
newsletter TODAY. Don’t miss out on what I call the biggest secret to building 
your business that you have probably never considered. 

—Nick Nanton, Esq., 
The Celebrity Lawyer & Best-Selling Author 

www.CelebrityBrandingYou.com



Jim’s book is an incredible resource guide to producing a successful customer 
newsletter. The single most important way I grew my business in 2008 (yes, 
even in a recession) was through my newsletter. Jim’s book gave me practical 
ideas that will help me get even more clients. Whether or not you’ve ever done a 
newsletter before, the secrets in this book are worth their weight in gold. ����
���	
��������������������	�� is a must-have for every successful entrepreneur. 

—Shannon M. McCaffery, 
Chief Marketing Implementer 

www.marketingimplementer.com

Jim presents you with a proven strategy that makes sense and is simple to use. 
Newsletters are one of the smartest marketing strategies any business can use, and 
Jim clearly and easily tells you everything you need to know! 

—Susan Berkley, 
Owner, The Great Voice Company 

www.greatvoice.com

Jim Palmer presents you with a proven and easily doable customer-contact 
strategy that makes sense and is simple to use. As an internet marketer and Web 
site conversion strategist, all too often I see marketers and business owners who 
fail to pick the “low-hanging fruit” of consistent marketing and follow-up, 
which is a regular customer newsletter. Newsletters are one of the smartest 
marketing strategies any business can use, and Jim clearly and easily tells you 
everything you need to know! An absolute MUST-read! 

—Adam Hommey, 
The Website Surgeon™ 

www.thewebsitesurgeon.com

Jim Palmer is one of the most brilliant marketing minds I’ve had the pleasure of 
doing business with. He truly understands “Relationship Marketing” and details 
how to build a fence around your prized clients so they come back time after 
time WITH their friends! I am a BIG fan of Jim’s and you will be too after 
reading this book! 

—Eric Paul, 
The “High Impact” Marketing and Presentation Expert 

I wish a book like this was available when I was learning how to publish 
newsletters. Today I publish three monthly newsletters, and there were a lot of 
great tips in this book for me. As a beginner, this book would have made 
creating newsletters a lot easier. I recommend this book to any business owner 



who’s looking for a reliable marketing tool to generate new customers every 
month for your business. 

—Robert Skrob, 
CPA, President, Information Marketing Association 

www.Info-Marketing.org

Jim presents you with time-tested, proven strategies that make sense and are simple 
to use. Newsletters are one of the smartest marketing strategies any business can use, 
and in �������	
��������������������	�� , Jim clearly and easily tells you 
everything you need to know in his step-by-step formula! He has truly left no leaf 
unturned. We highly recommend this book to every business person—simple as 
that—because no matter what business you’re in, you should be sending a client 
newsletter every month. 

—Diane Conklin & Gail Saseen, 
Complete Marketing Systems, LLC 

www.completemarketingsystems.com

Jim’s book is for important people to use as a reference and a guide to producing a 
successful customer newsletter. It’s filled with practical ideas that will help you 
get your newsletter out the door and into your customer’s hands! 

—Jim Gillespie, 
America’s Premier Commercial Real Estate Coachs�

www.RealEstateSalesCoach.com

In today’s economic reality, smart business owners know strong customer 
relationships are critical. Jim Palmer knows this, and his book should be 
required reading for anybody who wants their business to thrive. Do not dismiss 
this book as something only “newbies” should read. Jim offers wisdom and 
specific strategies for anybody who calls themselves an entrepreneur. 

—Mike Capuzzi, 
Inventor, CopyDoodles™

www.CopyDoodles.com

This book has the three essentials for any successful business person: It’s easy 
and quick to read, it’s easy to implement and use, and it has a super high return 
on investment in the book and on your time. Jim Palmer knows how vital a 
newsletter is for any business, and now you can have customers that stay with 
you for the price of this book. 

—Dave Frees 
www.successtechnologies.com



�������	
��������������������	��  is a must-have resource for every 
entrepreneur and business person. Jim has crafted a step-by-step guidebook that 
is loaded with expert advice to grow your business. No other marketing tool can 
demonstrate expertise, establish credibility, and engender loyalty. Better yet, by 
investing in this resource you bring Jim to the office with you! 

—Angela Pipersburgh, 
Christian Chamber of Commerce, 

Shaddai Marketing and Communications 

This easy-to-read book is packed with practical, useful information to help you 
leverage the power of newsletter marketing to grow your business and gain 
customers for life. It’s a must-read for entrepreneurs. 

—Christine Kloser, 
Author, �������������������

www.TheFreedomFormula.com

If you’re looking for more profits and customers for life—even during a tough 
economy—then read �������	
��������������������	�� . Jim’s insight and 
willingness to share his knowledge are a breath of fresh air in the marketing 
community. 

—Bobby Deraco, 
President, Synapse Print Management 

www.synapseprint.com

�������	
��������������������	��  is a gem of a book. It has taken our 
newsletter marketing efforts to a whole new level and the best part is- we're 
getting great results! Jim Palmer not only tells you how to create a powerful 
newsletter, he gives you the “whys” as well. This book should be a part of every 
business resource library! 

—Angela V. Megasko, President 
Market Viewpoint, LLC

www.marketviewpoint.com



Do you know a friend, colleague, or perhaps a group 
that would enjoy and benefit from this book? 

If so, I’m happy to extend the following volume discounts! 

 

The Magic of Newsletter Marketing 
The Secret to More Profits and Customers for Life 

$19.95 U.S.  
 

Special Quantity Discounts 
5-20 Books - $16.95 

21-50 Books - $13.95 
51-100 Books - $11.95 
101-250 Books - $8.95 
251-500 Books  $6.95 

Call or e-mail today to order bulk quantities 
610-458-2047 

guru@TheNewsletterGuru.com 
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without the written permission of the publisher. 
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DISCLAIMER AND/OR LEGAL NOTICES 
While the publisher and author have used their best efforts in 
preparing this book, they make no representations or warranties 
with respect to the accuracy or completeness of the contents of this 
book. The advice and strategies contained herein may not be 
suitable for your situation. You should consult a professional 
where appropriate. Neither the publisher nor the author shall be 
liable for any loss of profit or any other commercial damages, 
including but not limited to special, incidental, consequential, or 
other damages. The purchaser or reader of this publication assumes 
responsibility for the use of these materials and information. 
Adherence to all applicable laws and regulations, both advertising 
and all other aspects of doing business in the United States or any 
other jurisdiction, is the sole responsibility of the purchaser or 
reader.







 

 
 
 
 
 
 
 

This book is dedicated to my family, 
Stephanie, Nick, Steve, Jessica, and Amanda 
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For nine months of the year we live and work on Martha’s 
Vineyard. As you can imagine, living and working on an island, no 
matter how beautiful, peaceful, and inspiring, has its challenges. 
The population is small, local sources of clients are few, and 
services can be limited. For anyone to visit takes a concerted and 
focused effort on his or her part. Plainly, we are off the beaten 
path.

That said, each year our clients travel from around the 
world to our island to work with us on Vision Day®—personal,
strategic planning days for their work and lives, relationships, and 
businesses.

We also coach the owners and leaders of public and private 
companies. Each of us has been doing this work for, well, more 
than ten years. 

The relationships we have with our clients are paramount 
and extremely important to us. Ours is a very personal business. 
Our clients are sophisticated, educated, and very resistant to 
pressure, anything “salesy,” or anything inauthentic. 

One of the key pillars of our business marketing is our 
monthly publication of a simple, one-page, two-sided newsletter. 

In fact, we have found it to be the single, most effective 
tool in helping us build and sustain our business. The Vision Day 
newsletter allows us to communicate with our community in an 
authentic, clear, and non-promotional voice. From our many 
readers’ enthusiastic responses, we know they read the newsletter, 
are inspired to work with us, and then remain a part of our 
community, often referring others. 
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When we first started publishing our newsletter, we were 
surprised when people—including former clients whom we hadn’t 
heard from in months or years—called to work with us. Today, 
we’re no longer surprised. Our newsletter recipients frequently tell 
us that they had been reading our newsletter all along and 
something in it inspired them to move forward. This is more the 
rule than the exception. 

Our newsletter allows us to keep our community close, and 
gives us a forum to highlight our clients’ successes. Among many 
other positives, our newsletter helps them understand our points of 
view about life and work. 

Best of all, our newsletter is both fun and easy to write, and 
we love getting the feedback that people enjoy reading it and find 
the information useful. 

Our success with our Vision Day newsletter is one of the 
reasons why we were so excited and honored to write the foreword 
to this book. 

Jim Palmer’s book, �������	
��������������������	����
������
����������������	����������������������	�� , is the first one 
to reveal the philosophy, strategies, and tactics for effectively 
marketing with newsletters to build your business. 

In it, he shows you clearly both why and how to use 
newsletters to retain clients, get new clients, and boost client 
loyalty. Whatever business or industry you are in, this book will 
help you produce a newsletter that you can be proud of and use to 
build your business. Even if you don’t think you can write one, his 
strategies will help you create and publish a newsletter that will 
inspire your customers and clients. 

Jim is a living genius in the business of newsletter 
marketing, and he can teach you how to get and keep more 
customers and significantly increase your profits. 

When it comes to newsletters, Jim is truly the “Newsletter 
Guru” and has been a great coach, friend, and mentor to us. In fact, 
he was pivotal in helping us to launch our Vision Day newsletter, 
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and his organization continues to help us produce it every month. 
After nearly two years of monthly Vision Day newsletters, we can 
attribute a return of 600 percent on our investment! No other form 
of marketing we do even comes close to the effectiveness of our 
Vision Day newsletter. 

We urge you to take out your highlighter and, with pen in 
hand, use this book to map out your own successful newsletter 
strategy. There is no better way to get the true “Newsletter Guru” 
to sit by your side and help you create a newsletter that will help 
your business grow by leaps and bounds. 

—Rob Berkley and Debbie Phillips 
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Women on Fire: 20 Inspiring Women Share Their Life Secrets 
(and Save You Years of Struggle!) 
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 Like starting and running a business, writing a book takes 
considerably more time and effort than first planned on. But also 
like running a successful business, the end result is very 
rewarding—it is a real feeling of accomplishment, even before the 
first book is printed! 
 First and foremost I want to thank God. His love, patience, 
wisdom, and the grace He shows me every day is a true blessing. I 
want to thank my wife, Stephanie, for being my best friend and 
supporting my dream of 
owning my own business. 
She has heard me say more 
than once, “Next year will 
be better!” To my children, 
Nick, Steve, Jessica, and 
Amanda, thank you for 
bringing incredible love, 
joy, and purpose to my life. 
No matter what else I 
achieve, nothing will ever 
mean more to me than my 
family.

I want to thank my parents, Jim and Barbara Palmer, and 
my in-laws, Cynthia and Anatole Bredikin, for being great role 
models of what a happy, committed, long-term relationship looks 
like. Both couples have been married more than fifty years, and 
that is just too rare these days—way to go! I also want to thank my 
dad for showing me that you can achieve success in business while 

1�*�2�����%�&����#���	�&�3�����&�	
�&�
4���	
�&�����������������������	��4����5667�
���
����������!�86����	�����!'�
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also balancing a large family. I have enjoyed and learned from our 
many conversations about life and business. 
 I have been blessed with many great friends and mentors. I 
hesitate to mention names for fear that leaving someone out will be 
seen as a slight. However, I must mention a few friends who have 
been instrumental in the growth and success of my business. 
 I thank Mike Capuzzi for his friendship and never-ending 
and remarkably insightful marketing and business advice. Mike 
introduced me to Dan Kennedy and Bill Glazer and played an 
instrumental role in reshaping my “corporate business” mindset 
into that of a fast thinking, action-oriented entrepreneur. The 
countless hours Mike and I spend together masterminding each 
other’s businesses are both a source of inspiration and a great joy. 
 I met Bobby Deraco in 2004 when he became the print 
sales rep for my first business, Dynamic Communication. He took 
meticulous care of my account and we became good friends and 
subsequent business partners. Bobby introduced me to a 
revolutionary new print system and then spent nine months 
working closely with me to develop what would become my 
second business, No Hassle Newsletters. Bobby’s energy, 
integrity, and unbelievably savvy entrepreneurial vision are a 
constant source of inspiration to me. 
 My company would not be successful without a skilled and 
dedicated support team. Thank you to Adam and Darbie for 
keeping my many Web sites and shopping carts working. Thank 
you also to Wendy, my assistant; my No Hassle Newsletter 
production team, Sara, Roz, and Jennifer; Mike for being the 
genius IT guy that he is; Chris for being a talented and 
hardworking graphic artist who somehow always meets my ever-
growing demands and production schedule; and a special thank 
you to Tammy Barley for doing a magnificent job editing this 
book.
 I also want to thank Dan Kennedy and Bill Glazer for 
always being willing to pull back the curtain on Glazer-Kennedy 
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Insiders Circle to teach me and tens of thousands of other 
entrepreneurs and business owners how to run and grow a 
successful business. Their newsletters, CDs, DVDs, books, and the 
value-packed seminars have given me more of an education in a 
few short years than perhaps my last thirty years in business! 
 Last but certainly not least, I want to thank the countless 
customers and clients who have entrusted me with their customer 
newsletters and newsletter content, and trusted my company’s 
ready-to-use newsletter templates and consulting services. As most 
entrepreneurs would attest, running your own business, finding 
ways to continuously deliver more value, and helping others 
succeed bring immense joy and a great feeling of accomplishment 
and satisfaction. So much so, that getting paid for it is merely icing 
on the cake! 

 To Your Newsletter Success, 
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How many marketing messages bombard you every day? In 

2007 the research firm Yankelovich, Inc. set out to answer that 
question for people who live in New York City. The answer was 
five thousand messages a day. Every day. That’s the way the world 
is today—you have to compete for attention. 

It’s getting harder and harder to stand out from the crowd 
and get your message through to your customers and prospects. 
The same Yankelovich study tells us that thirty years ago the 
number of messages was only two thousand per day. 

Ads are everywhere. They’re not just in newspapers, on 
billboards, and on radio and television. You can find ads on video 
screens, in elevators, and in the back of taxicabs. CBS has even put 
ads for its shows on supermarket eggs. It seems that if there’s a 
free space anywhere in your life, there will be an ad on it soon. 

There are more marketing channels too. There are ads on 
the Internet, of course, and e-mail messages that fill your inbox 
with marketing. There’s affiliate marketing and viral marketing. 
And it all means more competition for the scarce attention of your 
customers and prospects. 

That’s the bad news. The good news is that newsletters are 
a simple and cost-effective way to cut through the clutter and tell 
the people you want to reach all about you. 
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Newsletters are not perceived in the same manner as a 

postcard, a flyer or other forms of direct mail marketing. When 
people receive these or anything else that has a sales and marketing 
feel to it, their guard goes up and they think, “Uh-oh. What are 
they trying to sell me?” 

Newsletters tend to be informational, making them more 
welcomed when they are received. As such they have higher 
readership than other forms of advertising. People also tend to be 
more receptive to what you have to say in your newsletter because 
newsletters aren’t meant to be sales tools. Rather, they are 
designed to be a resource. 

In one of his No B.S. Marketing Letters, Dan Kennedy put 
it this way, “People are conditioned to be less resistant to reading 
information, such as articles, than they are advertising.” Since 
people are conditioned to be less resistant to reading information, 
which is exactly what a newsletter should be, most people read a 
newsletter with their guards down. 

A customer newsletter is the strongest marketing and 
business building tool available—bar none. 

Newsletters open doors. 
That is the magic of why newsletters are such an effective 

marketing tool—people don’t realize they’re actually reading 
something that’s going to cause them to buy . . . 	� the newsletter is 
done correctly. That’s the big caveat here. And that’s what this 
book will help you to do. It’s the wand that will open doors and 
bring you customers. 

)
��&�%
����������������������������*��������
I discovered the amazing marketing power of newsletters 

when I ran a bicycle store in the early 1980s. As store manager, a 
percentage of my income was based on a simple profit system. 
When the store made more money, I made more money. 
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I quickly figured out that selling a higher quantity of 
bicycles was not the best answer to increased earnings. Bicycles 
generally have a low profit margin and take time to sell, assemble, 
and service. We needed to concentrate on selling something else, 
something with a high profit margin. So I did some research. 

What I discovered was that of all the items sold in the store, 
the specialty bicycle clothing had the highest profit margin. I’m 
specifically talking about the helmets and the fancy jerseys, shorts, 
gloves, and shoes. The only problem was the lack of demand. In 
the early ’80s a casual bicycle rider did not necessarily want to be 
seen in the colorful jerseys and skintight black shorts that are 
commonplace today. In those days many cyclists simply wore 

regular shorts. 
To prove my case, and at the 

risk of some embarrassment, I 
present to you a picture of me 
heading off to work ������
discovering the advantages of special 
cycling clothing (left). 

I rode my bike a lot, and 
on weekends I rode with my son, 
Nick, in his bicycle trailer. By 
the time the second photo was 
taken (right) I had—thankfully—
learned the benefits of wearing 
the padded gloves, padded 
shorts, hard-soled shoes, and so 
on. This clothing made cycling much more enjoyable. 

0��&�9��������	���1�����2�
�������
:����������������������
��;

��	��	�����
!
�	����	����!����&�	
�&�	��
�����	�������
�����������!&��3'��!�
������*	�*���&�3��!� ���	�	�&�	���������
�������	����!��	���#��#�����	$���������	��'�
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As an avid fan of cycling, and with real world practical 
experience, I found that when I explained the advantages of 
bicycle clothing to customers in the store, they too quickly saw the 
benefits and purchased the bicycle-specific clothing. 

Seeing how well we sold clothing face to face, I knew that 
if I could simply tell (educate) a lot of people about the advantages 
of bicycle clothing, we would sell much more, which would 
increase the store’s profits, and ultimately my paycheck. 

The best way I thought of to communicate with a large 
audience at one time was to write a newsletter and send it to our 
entire list of customers. 

I typed it out—yes, on an electric typewriter! I explained 
the advantages of the special clothing, using descriptive language 
that clearly painted a picture of benefits to the customer. For 
example, instead of simply writing a headline such as 

, I wrote a headline that said 
.

I wrote the newsletter in a conversational tone, just the way 
I would talk to a customer in the store, and I mailed the newsletter 
to every name we had on the store’s customer list. I also used the 
newsletter as a prospecting tool and distributed it to the members 
of the various bicycle clubs within an hour’s drive of our store. 

Did it work? You bet! Before I started sending the 
newsletter, our annual sales of clothing were about $8,000 to 
$10,000. A few years later, we sold $100,000 worth of clothing! In 
just a few short years I was sold on using newsletters as an 
effective marketing tool. 

Mail your newsletter to everyone on 
your database. Do not waste time trying to decide who 
“deserves” your newsletter based on how much they 
spend or when they last made a purchase. If you have 
their name and address, send them your newsletter! 
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But wait, the story gets better. 
 Several years later, I advanced in my career and became 
Director of Operations for a national bicycle store franchise called 
Bike Line. As part of my job, I handled much of this company’s 
marketing efforts, 
including producing their 
monthly newsletter. 

When a prospective 
franchisee contacted our 
company from a lead 
generation ad, in addition 
to sending them the typical 
franchise information 
packet, I also had their names added to the company’s mailing list. 
I remember one prospective franchisee who inquired about a 
franchise and was initially very excited about opening a store, but 
then seemed to lose interest. Over several months there was little 
contact between the prospect and our company. However, since he 
was on our mailing list, he continued to receive our monthly 
company newsletter. 

Then, nearly eleven months after seemingly losing interest, 
he recontacted our company and said he was ready to move 
forward and open his own franchise. That’s right, he ultimately 
decidedly to purchase a franchise—which was about a $150,000 
investment plus royalties! 

When our new franchisee came to corporate headquarters 
to begin his two-week training program, I met with him on the first 
morning and asked about his initial hesitation to invest with our 
company. He told me that while he was originally very interested 
and excited about our company and the prospect of opening his 
own business, he wasn’t 100 percent convinced of our company’s 
stability. That seemed like a fair statement, so I asked him what 
eventually changed his mind. His answer? While he was reading 
our newsletter every month, he was learning about our company’s 
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continuous growth, reading about various franchise success stories, 
and how some franchisees were opening their second and third 
locations. It was after several months of reading about our 
continued growth and success in our newsletter that he ultimately 
made the decision to invest in our company. 

That is a story with a very happy ending. The end result 
was a large initial investment plus an ongoing revenue stream for 
at least ten years. 

My belief in newsletters as an amazing—almost magical—
marketing tool is so strong that in 2001 when I decided to go into 
business for myself, I knew that newsletters would be my main 
product offering. And what a ride it’s been! 

Before we get down to the details of creating a great profit-
building newsletter, I want to explain an important marketing 
concept.

You want all of your customers to remain close to you. You 
want the relationship you have with your customers to grow, and 
you obviously want more repeat business. In addition, every 
business owner wants their current customers to refer other 
customers to them. 

Being in regular and frequent contact with your customers 
is known as “Building Your Fence.” Your fence is designed to 
keep your clients and customers  and the poachers . A poacher 
is anyone who is trying to steal your customers. It could be a direct 
competitor, but it could also be another company that is targeting 

Whether you sell a $20
pair of bike shorts or a $150,000 franchise, a monthly
newsletter is an amazing marketing tool that can
significantly contribute to your growth and profits. 
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the same dollars that your customer uses to buy your product or 
service.

To remain strong and effective, 
a fence must be properly maintained. If 
you are not in regular and frequent 
contact with your customers and 
clients, your fence will begin to 
deteriorate, losing one slat or whole 
sections at a time. Either way, the 
result is the same. As your fence 

becomes weaker, you 
will lose customers and 
profits.

Let’s be prac-
tical for a moment. You 
have probably invested 
a great deal of time and 
money growing your 
business and building 
your customer list. 

Don’t let your hard work, and the hard-won relationships you have 
with your customers—and the profits they bring you—slip away 
by being lazy and not communicating with them. 

One of my mentors, marketing genius Dan Kennedy, 
actually coined the phrase “fence building.” One of the best pieces 
of marketing advice comes from Kennedy’s book, �� '�'�"	��
��
������	��. “My single biggest recommendation is the use of a 
monthly customer newsletter. Nothing, and I mean nothing, 
maintains your fence better.” 

Commit right now to starting (or restarting) your monthly 
newsletter. Dollar for dollar, newsletters are the most effective 
marketing tool available. Plus, customers who read your newsletter 
are usually in a good position to do business with you again and 
recommend your product or service to others. 
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Every time you mail your monthly newsletter you make 
your fence stronger. Think of this as adding another slat.

��������	��
��������	���
Before we continue, let me just say that in 

addition to listening to what I have to say in these 
pages, I strongly encourage you to pick up and 
read Kennedy’s book, �� '��'�"	��
��������	��'�
I am a voracious reader, and many books have 
helped me grow my business. But when I speak, I 
almost always give credit to this book (I also give 

away a copy to someone in the audience) as being ��� book that 
opened my eyes to a different way of marketing and growing a 
business. If you do not have this book in 
your library, get it. Once you’ve read it, 
you’ll kick yourself for not getting it 
sooner!

It was a great pleasure to meet Dan 
Kennedy at the 2008 Glazer-Kennedy 
Insiders Circle Super Conference in 
Nashville, Tennessee where my company 
was exhibiting as one of Glazer-Kennedy’s 
preferred vendors. 

������	����������
"���?�����!�����
��������������@���'�



��� ������
"�
��(����������*���	����
	�
��
��������������������

 So far you’ve seen that newsletters are proven marketing 
tools that help you to build an all-important fence around your 
customers or clients. But how exactly does producing a newsletter 
benefit you and your business? 
 Here are the seven secret ways newsletters bring sweet 
success.

�������+�,"�������������)�� �-�� �����
�����
No matter what business you are in, your current customers 

hold the best prospect for future growth. According to research 
from Bain and Company, getting business from your current 
customers costs about a fifth of what it costs to acquire a new 
customer. Not only that, the longer they are customers, the larger 
their average order is likely to be and the more products or services 
they’re likely to buy.

����./01/�2����
	����������
The 80/20 Rule of Marketing says that 80 percent of a 

company’s profits come from 20 percent of its customers. 
However, this is backwards from what most companies, especially 
small businesses, do. Most businesses spend the majority of their 
marketing time and resources trying to acquire ��� customers. 
That makes no sense. It is so much easier and quicker to sell to 
your current customers. 
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So the right thing to do is to spend 80 percent of your 
marketing dollars continuing to grow and nurture these existing 
relationships.

You already have an 
established relationship with your 
current customers, and they have 
already purchased from you. This 
means they find value in what you’re 
selling and they trust you. This is a 
huge hurdle that we all have to 
overcome when we are prospecting for 
new customers—a hurdle that you’ve 
already overcome with your current 
customers.

A regular newsletter helps you 
stay top-of-mind with your current customers. Your newsletter 
arrives and instantly your customers are thinking about you. After 
receiving your newsletter on a consistent basis, your customers 
actually begin to look forward to receiving it—it’s a welcomed 
friend—and they are curious to see what tips you are sharing with 
them this issue. 

Issue after issue, your newsletter reinforces your 
relationship with your customers. It makes your fence stronger. It 
also gives you a way to tell current customers about products and 
services you provide that they may not know about. 

�������+�1"�������������)�� �%�������
����
����

You want your newsletter to help you get more new 
customers. Good, informative articles give your newsletter what 
marketing pros call “pass-along value.” Since your customers 
value your products or services, they’d like to tell other people 

9��!��/���	������������������
%	����������#������	���Jim
Palmer’s 80/20 Rule of 
Marketing&�#������������
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about them, but most of them just don’t know how. Your 
newsletter makes it easy. 

When a customer passes along one of your newsletters to a 
friend or colleague, two wonderful things happen. First, you get a 
referral. Referrals are great for you because people believe and 
trust their friends and business colleagues more than they believe 
any marketing message. The second wonderful thing is that 
customer doesn’t just hand over the newsletter. He or she usually 
points to a specific article or information item and says, “You 
should look at this. I do business with this people.” Now your 
newsletter is in the hands of a prospect, and it’s more than a 
marketing piece. It’s been customized by the referral to tell your 
prospect about a specific product or service. 

No wonder friendly pass-along is one of the best ways your 
newsletter can help you get new customers. But it’s not the only 
one.

Because people read newsletters as a publication and not a 
marketing piece, a newsletter is a great way to tell potential 
customers about your business in all kinds of situations. Here are 
some ideas: 

� Mail your newsletter to all current and past customers, as 
well as to any prospects that have requested information 
about your company. Include any other marketing materials 
that may hook their interest. 

� Your salespeople should hand out copies of your newsletter 
when they make sales calls. Integrate the newsletter into the 
sales process. Point out special articles or news items that 
your customer will be interested in. 

� Place a stack of newsletters at businesses frequented by 
customers. This can turn into a simple cross-promotion. 
One golf coach I know places her newsletter in a 
chiropractor’s waiting room and hands out the 
chiropractor’s newsletter as part of an information packet 
she gives her clients. 
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� Put a stack on the information table at community events. 
� Place copies in the information rack at the Chamber of 

Commerce.
� Give out your newsletters at trade shows and exhibition 

booths.
� Post a PDF copy of your newsletter on your company’s 

Web site. 
� Put them in the envelopes with your checks when you pay 

bills.

�������+�3"�������������)�� �*����������4����$�
Newsletters help you build credibility because when people 

read your brochure, they treat it as a piece of marketing literature. 
But when those same people read your newsletter, they read it like 
a publication. 

Your newsletter also gives you the opportunity to tell 
people stories about what you do and how well your products 
work. You can illustrate the benefits of your product or service 
with statistics and with customer testimonials. 

�������+�5"�������������)�� ��
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Because you are deciding the direction and content of each 
newsletter, you are differentiating yourself from others—especially 
the larger businesses who typically do not produce customer 
newsletters.
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This is extremely important for this reason: Your customers 
may not be ready or need your product or service today, but when 
they are, they want an experienced professional. And through your 
newsletter, you’ve been able to build a relationship and the 
reputation of an expert. People want to do business with someone 
they trust, so when they are ready for what you offer, they’ll turn 
to you. 

�������+�8"�������������)�� ��
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Branding is the art of making people aware of who you are, 
what you do, and how you’re different from and better than the 
competition.

Many marketing authorities cover the subject of branding 
with a lot of mumbo jumbo. Here are the basics, plain and easy: 
You want to have a little bell go off in people’s heads when they 
hear your name. You want them to say to themselves, “Oh yes, 
they’re the people who . . .” 

Establishing this brand recognition is pretty much a 
numbers game. How many numbers depends on which expert you 
choose to listen to. 

Marketing expert Dr. Jeffrey Lant says you should contact 
people seven times in eighteen months to make your brand stick. In 
their book ������	��� �������# , Arnold Sanow and Dan 
McComas put the number at nine times in eighteen months. Other 
marketing research suggests that once a month is a good 
frequency.

I’ve been doing customer newsletters for almost thirty 
years. I’ve read the research, and I’ve seen the results clients get 
with different mailing frequencies. My research and experience tell 
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me that to get the best results from a newsletter you need to send it 
out, like clockwork, every month. 

If a decision maker gets your newsletter every month, he or 
she will remember you and what you do. That’s because of the 
ways newsletters are different from other marketing materials. 
(What comes on an infrequent basis? Junk mail.) 

Thing about some of the magazines you receive—�	��,
�������, ������� "	����, or some other publication. These 
magazines are delivered to your home on the same two to three 
days each month. This helps cement a higher value to the 
magazine, and it becomes a welcomed guest and not an annoying 
pest.

The same can be said about your newsletter. When it is 
delivered at the same time each month, it will build up that same 
level of importance. It will help build your brand. 

�������+�9"�������������)�(�����
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Think about this. Newsletters can be taken anywhere. They 
are received at the office, but are taken home, on a plane, to the 
kids’ soccer games—everywhere. And when the newsletters are 
informative, fun, and easy to read, they are not thrown away. They 
are kept and referenced. Plus, newsletters are often read by 
multiple readers. People pass along newsletters to friends, business 
associates, or even their neighbor. This is a ���� benefit of 
producing a newsletter. 

:
�;��<���������$�#
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You don’t have to take my word for all of this. You can 

listen to what other experts have to say about the benefits of 
newsletter marketing. 

As mentioned previously, Dan Kennedy is one of the most 
widely respected marketing experts in the world. I mentioned this 
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earlier but it warrants repeating. In his book �� '�'�"	��
��
������	��, Kennedy said, “My single biggest recommendation is 
the use of a monthly customer newsletter.” 

“Well,” you might be saying, “he may be an expert, but 
that’s just his opinion.” Okay then, here’s a quote from Bank 
Marketing. You know how conservative bankers can be. 

“Statistically validated and reliable surveys show that 75 
percent of readers remember seeing an issue of their bank’s 
newsletter, and over 50 percent of them read every or almost every 
issue. Better yet, newsletters generate response and cross-selling 
opportunity—a full 24 percent of readers said newsletter articles 
led them to request more information, respond to an offer, or do 
more business with the publishing bank.” 

You still might be skeptical. You might think that a 
strategy that sounds so simple won’t get results for someone like 
you. Fortunately, I’ve been helping clients use newsletters to 
improve their profit for almost three decades. That means I’ve got 
lots of clients and I can let them speak for themselves. 

How about this from mortgage banker Ken Pitts? “Every 
time we mail our mortgage newsletter, ����<���������
�	�� , we 
get at least one new client by way of referral!” 

Or how about this from marketing manager Rebecca 
Monroe? “Our President/CEO and VP of Sales/Marketing believe 
that the newsletter is one of our best marketing tools.” 

I’ll share one last testimonial before we move on. Austin B. 
Meadows, president and CEO of Security Cubed, shared this with 
me about his newsletter: “I am in front of my customers every 
month. Many call me to say how much they enjoy the newsletter 
and thank me for sending them. I even have customers call me 
with their changes of address so they don’t miss an issue! Most 
important, my referral rate has increased significantly.” 

If you still want more, there are lots of testimonials on my 
Web site, www.NoHassleNewsletters.com.
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Now that you know just how a newsletter can benefit you, 
it’s time to show you how to generate a magical, profit-producing 
newsletter.
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It doesn’t take any more work to produce a great newsletter 
than a run-of-the-mill newsletter. You’ve still got to pull the 
material together, create the content, and format it. It takes the 
same effort to send it. 

Knowing that, why not spend the same amount of effort 
and resources and make your newsletter great? There are lots of 
ways to do a bad newsletter, but great newsletters all begin the 
same way—with a plan that evolves from a few simple questions. 

=�����
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Before you start producing newsletters, you need to stop 

and think about what you want to achieve. A great newsletter isn’t 
just about the newsletter itself. It’s also about the customer’s needs 
and the way the newsletter works with your other marketing 
efforts.

Following are questions I often cover in the first 
conversations I have with clients for custom newsletters. At the 
end of this chapter you will find a Newsletter Planning Program 
Form with these same questions summed up to help you organize 
your thoughts. 
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Here’s the cold hard truth about your customer newsletter. 
It’s not about you and what you want to write about. It’s about 
what your customers want to read and what is of interest to them. 

You’ve heard that you must “know your audience.” A good 
way to do that is to get a mental image of your target customer 
when writing and designing your newsletter. Here’s how. Think 
about who your average customer is. It could be male or female. It 
could be a certain age. It could be a certain demographic. Try and 
get a detailed picture of the unique qualities of your target 
customer.

Next, go online and find a picture of what you imagine this 
person looks like, then put that picture on your desk. As you’re 
writing, just keep looking at that picture and write as if you’re 
having a conversation with that person. It sounds a little hokey, but 
it’s a very cool exercise, one that brings impressive results. 

Visualizing your customer becomes very easy if you think 
of a specific person you can use as a reference point. You already 
have customers and you want to meet their needs. If your customer 
is Art Jones, and you’re going to send the newsletter to Art, use 
him as your mental picture. 

You’ll get much more insight if you ask, “What would Art 
like?” than you will if you ask, “What will my customers like?” 
You’ll have a better idea of what to write about if you ask, “What 
questions has Art asked me?” Instead of “What questions do my 
customers ask?” 

Concentrate on your perfect 
target customer when writing your newsletter.
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Then when you prepare and write your newsletter, close 
your eyes, picture “Art,” and write to that person. Imagine yourself 
having a conversation with him, and the conversation becomes 
newsletter articles. Your goal is to make sure that Art stays 
engaged in the conversation and thanks you when you’re done. If 
you do that, you’ll connect with a huge amount of people on your 
list.
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Great customer newsletters are filled with things that 
customers want to read. Most customers want to read articles and 
stories that are interesting and informative. Sure, some articles will 
obviously have to do with your company, products, and services. 
But there is a limit to how much your newsletter should be about 
your company, or you risk turning it into another sales/marketing 
piece—and that’s not the goal of a newsletter. If customers 
perceive your newsletter as just another marketing piece, they will 
not eagerly read it every month. 

I recommend you maintain a 50/50 ratio—50 percent of 
your newsletter focused on your business, products, and services (I 
call this “work stuff”) and the other 50 percent on the “other stuff.” 
The other stuff consists of articles and stories that are fun, 
interesting, and informative, and typically have nothing to do with 
your business. 

I’ll give you a big clue—while the other stuff has nothing 
to do with your company, it is the real secret to the success of 
many customer newsletters. It is what your customers enjoy 
reading, and as such, they keep reading your newsletter. That 
builds top-of-mind awareness for you and your company. 

You may be asking, “Jim, what do you mean by the ‘other 
stuff’?” I am talking about short, interesting, and informative 
articles, factoids, tips, cartoons, humor, and sometimes even 
puzzles. The secret is, this is what your customers enjoy reading, 
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no matter what business you’re in. This is what they look forward 
to, what brings a smile to their faces. 

 is one of the most widely subscribed to 
magazines. It is largely a collection a stories on a variety of 
subjects, and one of their most popular categories is humor. This 
should not come as much of a shock when you consider that so 
much of what we read and hear is either bad news or negative. 
People appreciate reading good news. They appreciate learning 
something, and they particularly appreciate when you 

.

If your newsletter informs, educates, and entertains—with a 
special emphasis on entertains—they will read it month after 
month. If you give them a newsletter that focuses too much on 
your business, products, and services, they will not likely read it 
every month, and you will come to the conclusion that newsletters 
are not very effective. 

The “other stuff” is so important, and so needed, it is the 
reason that I created what is my most popular product to date, 
Success Advantage. 

Success Advantage is my monthly newsletter and ready-to-
use newsletter template program. To help people create and send 
their customer newsletters every month, I supply subscribers with 
at least twenty pages of customer-loving content (the “other stuff”) 
covering a wide range of topics that they are free to use in their 
newsletters. I also provide subscribers with ready-to-use newsletter 
templates to remove the hassle of designing their newsletter. The 
newsletters are provided in MS Word so that they are quick and 

 The kiss of death for any 
newsletter is being boring. 
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easy for anyone to edit. So, if you want to have your monthly 
newsletter about 90 percent ready to go even before you write a 
single word, go to www.TheNewsletterGuru.com/solutions and 
subscribe to Success Advantage. 

So what makes good content for the “work stuff” part of 
your newsletter? Think about the questions your customers ask 
you. Those answers make great copy for your newsletter. 

Let’s say you have a chiropractic practice. Patients have 
heard about carpal tunnel syndrome and ask questions about it. 
Patients know that chiropractors deal with back pain, so they ask 
you all kinds of back pain questions when they come in the door. 
And if you’re a chiropractor, you get questions about general 
health issues like keeping kids healthy. 

All of those questions and concerns can be turned into 
articles for your newsletter. Help your readers solve a problem. 
Answer their questions. 

Conversely, say you are an accountant. Each month you 
send a newsletter jammed with information—about tax laws or 
pending legislation that Congress is considering. As this 
accountant’s customer, would you read it? No! That’s what you 
pay your accountant for—to know the tax laws and follow his 
industry.

Don’t make your newsletter about your business. No matter 
what business you’re in, you know your customers’ problems. You 
know the questions they ask. That’s what your newsletter should 
be about. 

I actually created my very first newsletter about bicycle 
clothing with the help of my readers. I connected with my readers 
on a very personal level because I spent an awful lot of time on the 
sales floor, and really knew who they were. I knew what their 
pains were. And that’s what I addressed when I was writing. 

As I said before, your newsletter is not about what’s 
important to you—it’s about what’s important to your customers. 
Every month identify your customer’ needs and wants, give them 
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solutions, and yes, even entertain them, and you’re on your way to 
a great newsletter. 

But you also need to consider your business objectives. 

�������	�
�� Take out two sheets of paper. On one, make a list of 
your customers’ problems. On the other, make a list of the most 
frequent questions they ask. Get help from your staff, especially 
your front line staff. It is likely that this exercise will provide your 
editorial content for a year or more! 

������
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It’s important to keep your newsletter customer-focused, 

but you must also remember that you’re producing a newsletter to 
help your business do what the father of modern management, 
Peter Drucker, said was the goal for all businesses: to create and 
keep customers. 

With a newsletter, you want to always remind your 
customers of how much value you deliver so that they won’t even 
think of considering a competitor. A newsletter is designed to help 
your business get and keep more customers, and to increase your 
profits by boosting your repeat and referral business. 

Be sure to remember that the ultimate goal of your 
newsletter is to increase your profits (just like it was my goal when 
managing the bicycle shop). 

You want to get more business from your current 
customers. If you do a great job for your customers, they will love 
you for it. 

The problem is that they don’t know all the ways you can 
do a great job. You can let them guess. You can let them look 
somewhere else for the products or services you could provide. Or, 
you can use your newsletter to tell them about all the ways you can 
help them. 
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The first “work stuff” secret to generating a profit-
producing newsletter is to tell your customers what else you do. 
This is huge! Many customers will engage in business with you 
and perhaps do repeat business with you over the same few 
products or services because they are completely unaware of your 
other offerings. 

Take the insurance guy as an example. He may handle a 
company’s business insurance, but his customers may not even be 
aware that he also handles homeowners and auto insurance. He’s 
probably missing out of many business opportunities simply 
because his current customers have him pigeonholed as their 
business insurance guy, not their personal insurance guy too. 

Or, as before, let’s say you’re an accountant. You do your 
customers’ taxes and perhaps their financial statements. They 
know that. They may not know that you can also help them with 
business planning. Use your newsletter to share the story of how 
you’ve helped another client with business planning. Mention that 
you can help clients with planning, and invite them to call. 

Don’t miss out on these opportunities. Use your newsletter 
to educate your customers on what other products and services you 
provide.

The second “work stuff” secret to generating a profit-
producing newsletter is to tell your customers what’s new. As 

Whatever your business,
a highly effective newsletter is one that provides a
proper balance—where the content is not all about 
business (“work stuff”)! 
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business owners, we’re always coming up with new products or 
services, and using your newsletter is an excellent vehicle for these 
announcements. Every time you come up with a new product or 
service, write about it in your newsletter. Remember to think from 
the standpoint of ����������
������� �������
�����!
"������
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 �#����������#������"�

For this type of article—a product related article—you 
obviously want to list the name of the new product as well as the 
benefits it provides. This could work for services also. Talk about 
some of the causes or uses, and describe how your new products 
will benefit them. That’s how you’re going to connect with people, 
your target audience. Include some stories of how other people 
have used them and the success that they’ve had using your 
product or service. (I’ll discuss writing success stories in Chapter 
Five.)
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Ask yourself these questions when planning your 
newsletter effort to help you focus on your overall marketing plan. 
The newsletter won’t be the only way your customers will get 
information about you and what you do. Other possibilities include 
personal sales calls, telephone sales calls, voice mail, 
advertisements, postal mail, e-mail, an e-mail newsletter, and your 
Web site. What are some other ways you will connect with your 
customers?

�������	�
��  Make a list of other ways that your customers and 
prospects get information about you and what you do. 

Once you’ve got your list of contacts and information 
sources, spend some time analyzing how your other forms of 

�

�

�
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marketing will work with the newsletter and how the newsletter 
can make them more effective. 

� #�������
������������������>�
The masthead is the major graphic element at the top of the 

first page of the newsletter. It includes the newsletter title. The 
masthead should identify your company. It may say that you 
“present” the newsletter title. It may include your logo or a symbol 
that represents your kind of business. A spine is a good symbol for 
a chiropractor. A professional speaker might be represented by a 
microphone.

In most cases, the newsletter title you develop should not 
be the name of the company. It should, however, be a name that 
sticks in the mind, that rolls pleasantly from the tongue, and, along 
with your graphic of choice, easily conveys what the newsletter is 
about.

� #�������
����������>�
The tagline is at the bottom of the masthead. You can think 

of it as a subtitle. The tagline for 9�������	���3������
� (you can 
see the graphic in Chapter Four) is ��������9�������	���
"��	
������������3�������������3�%��
���������9�������	���
��
��	�!'

The newsletter title and the tagline should work together. 
They should tell anyone who picks up your newsletter what it’s 
about. It should give them a clue about the benefits of reading the 
newsletter.

� )
��
	�����������������
�������������>�
 To expand what I touched on in Secret # 6: Newsletters 
Help You Build Your Brand, here is the most important secret to 
generating a profit-producing newsletter: �������
�� ��������

!
� ����&�
��
'  Great newsletters show up like clockwork. You 
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can count on them reaching you every month with solid 
information, helpful tips, and good ideas. Consistency far 
outweighs the size of a newsletter, whether it’s color or black and 
white, or even the quality of the content. This may be the most 
important thing you learn in this book. 

You simply must have frequency to build trust and 
relationships. That trust and those relationships turn into business 
and a long term competitive edge. 

A common mistake that many newsletter writers make is 
the failure to be consistent. If you aren’t consistent with your 
newsletter, it doesn’t matter what content it contains. It becomes 
junk mail—just another pest—that your customers receive every 
once in a while. 

Consider it in these terms. Magazines and other 
publications arrive monthly on schedule. Junk mail in all of its 
various forms arrives sporadically. In what category do you want 
your newsletter to be perceived? 

 I strongly recommend monthly newsletters because when 
they are produced monthly on a regular schedule, they have a 
higher perceived value. They build a stronger bond and brand with 
your customers, and your customers begin to look forward to them. 
If you publish less often, you lose that important top-of-mind 
position. If you publish more often, there will be customers who 
think you’re bombarding them with marketing messages. 

It’s also vital that you publish your newsletter month.
That way you develop habits and get into the rhythm of 
production. You and your contributors will know when copy and 

 Consistency is the most
important characteristic of great newsletters. Mail
them the same time every month. 
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pictures should be done, so you’ll all be on the lookout for good 
information and pictures. You’ll know when the newsletter will be 
mailed. Your salespeople will know when the next issue will be 
available.

That will also set up expectations for your customers. Your 
customers will get used to hearing from you at the same time every 
month. They’ll look forward to the fun, interesting, and readable 
content of your newsletter. 

You’ll find that the regular schedule will aid your other 
marketing efforts too. If you’ve got a special sales promotion 
planned, for example, you can alert people in the newsletter for 
two months prior. Then, when it’s promotion time, your 
promotional efforts will have the way paved for them by your 
newsletter articles. Your salespeople can hand out newsletters as 
promotion flyers. 

Send your newsletter every month and you’ll build better 
relationships, improve customer retention, and draw more new 
customers.

The final question to ask yourself when planning your 
newsletter effort is another point of consistency. What should 
appear in every issue? 

While we discuss the , let’s also briefly consider the 
. Dependability is more than just sending out your newsletter 

at the same time every month. It’s being consistent with the kinds 

 Decide to publish your 
newsletter monthly, and then stick to it! Missing a
month (or more) will cause your fence to fall into 
disrepair.
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of articles you include and where you place regular articles. Of 
course, your readers are smart enough to find their favorite article 
by hunting around, but why make them work for it? Why make 
extra work for yourself by plotting a whole new layout each 
month?

One of the most important elements of a great newsletter is 
what I refer to as “your personal monthly message.” This can be as 
short as a paragraph, but the main idea is to show some of your 
personality to your customers—break down the “company” façade. 
Your personal monthly message is where you can make a personal 
connection by talking about non-transactional things, such as an 
interesting vacation. The whole idea is to let your customers see 
you as a person, and not simply a business. 

Great newsletters use the same basic layout every time. The 
most important stories in your newsletter should be in the same 
place in every issue. Follow the lead of the +�����������4������ .
The +�����������4������  has the same basic layout every business 
day. Readers don’t have to wonder where to find the top story. It’s 
always in the same spot. 

If you go into your grocery store, you always know you can 
zoom up this aisle and zoom down here to get the bread. You know 
exactly where the milk is. Now once in a while your grocery store 
will move things around because they want to have you look at 
more items. I’ll be honest with you, that ticks me off. So don’t do 
that in your newsletter. Make sure you’re consistent with the kinds 
of articles you include and with the format of where you place 
them.

With that in mind, we can now plan what should be in 
every issue. You should have the following: a main article, a back 
page article, other stories, regular features, an offer, and a response 
mechanism. We’ll discuss each of those next. For your 
convenience, you will find an Issue Planning Form master at the 
end of the chapter with these points listed along with a box for the 
names of the individuals you assign the articles to and a second 
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box for the articles’ due dates so you’ll have them in time for 
publication. Copy the form as needed. Use it to help you plan 
every issue. 

(����)���������	���
�����
�(����������
�
The main story of a newsletter is typically found on the 

front page. The main article is one of the most important stories in 
your newsletter. As the lead “work stuff” article, this is usually 
where you will write about your products and services. Take note 
that when you write about your products and services, it is 
important to do so in a way that does not appear to be selling your 
customers anything. Remember, your customers expect to read 
information, not sales brochures. 

One way to achieve this balancing act is to tell other 
customers’ ����
��������
� . Share how a customer benefited from 
using one of your products or services and, if possible, include a 
customer testimonial and evidence of the benefit received. 

The main story on the front page is also a good place to tell 
your customers what else you do. Keep in mind that customers 
usually begin a relationship with you based on a single transaction. 
Unless you’re the greatest sales person in the world or have the 
most unbelievable follow-up program, chances are very good that 
your customers are unaware of the many other products you sell or 
services you provide. 

I want to give you another big secret on why monthly 
customer newsletters are so effective. It is because you are 
marketing and communicating with people who are already ��!���.

�������	�
��  On a blank sheet of paper, draw a line down the 
middle. In the left column, make a list of every product or service 
you offer. In the right column, note a specific customer who’s used 
that product or service. When complete, you will have several 
months of “main articles” already mapped out!
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Put your main article in the same place every time and 
make it easy for your readers. 

	�
��������
�  No article, including the main article, should 
“continue” more than once, or at all, if possible. Don’t make your 
reader constantly flip through the pages to finish reading an article. 

(����)���������	���
�����
�������&
�������
�
The back page of your newsletter is not simply the mailing 

panel. It is the first thing your readers will see when the newsletter 
comes out of the mailbox or when he or she comes upon the 
newsletter in a stack of mail. The back page is the second highest 
valued piece of real estate of your newsletter. Here’s why. 
 The vast majority of newsletters are designed as self-
mailers and folded. On one side of the fold is the mailing panel. On 
the other side is the prime real estate section, because when a 
newsletter arrives, other than the mailing panel, this is the first 
section of the newsletter that is seen—and usually read. You want 
your second most important message to go in this section. 
 Here’s an example of how I used the back panel to increase 
profits for one of my clients, an HVAC dealer. He wanted to 
increase his profits by introducing a new product line—whole 
house generators. We wrote an article addressing the benefits of 
investing in a whole-house generator, included a picture, and 
placed it on the back page of his newsletter. This newsletter 
generated thirteen inquiries, and each generator sells for 
approximately $6,000. By using the back panel to introduce this 
new line of products, he not only educated his customers on a new 
product available to them, but he also increased his revenues. 

This is also a great place to make a personal connection 
with your customers using “personality based” writing (more on 
personality based writing in Chapter Five) in a personal monthly 
message. On many of the newsletter templates that I provide at No 
Hassle Newsletters and Success Advantage 
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(www.TheNewsletterGuru.com /solutions) I include an article area 
called “Personal Monthly Message” to help you. 

When planning your newsletter effort, determine what kind 
of back page article will work best for your business this month. 

*��
��	����
��
“How in the world do I come up with so much content 

every month?” you ask? Earlier I suggested including informative 
articles, factoids, tips, cartoons, humor, and puzzles. Here we’ll 
sum up some of those content ideas and come up with more. You 
may find it helpful to flag this section as your Other Stories 
Brainstorming Section. 

������
�����!
�����
�����
#�����&�'  You’re the expert on 
your business and what you do. Tell them about new 
developments. Introduce them to new products or services. Give 
tips for using existing products or services. Think of new uses for 
those products or services. Offer them articles that help them learn. 

Short, helpful articles about services you offer are the kind 
of pieces that generate pass-along referrals. Pass-along value 
makes your newsletter a great way for your current customers to 
refer you to their friends and colleagues. 

If you run a house cleaning service, you know that your 
customers do some cleaning when you’re not there. Your 
newsletter should share cleaning tips your customers can use. That 
way your value goes beyond the cleaning you actually do. 

The chiropractor can do a short piece on back pain. The 
accountant can share �	%����	����>%��!� ��	�����������������
<�%�.

Readers love leadership-management tips. They love to 
read articles on saving money; in winter, for example, you might 
include the tips section �	%����	����0�������"�������%������!����
0����<���	��� 	��. Readers find such tips informative, helpful, and 
enjoyable.
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������
�����!
������
�'  Don’t just describe what you do. 
There are certain times when you’re writing articles in your 
newsletter where you can be selling. After all, newsletters are sales 
letters in disguise. But there’s a way to do that so that it reads like 
a success story. Demonstrate your benefits for your customers by 
telling them a story about someone like them who succeeded 
because they purchased your product or service. Here’s what I 
mean.

Instead of describing a product or service, paint a story that 
illustrates the benefits of the product or service. Instead of using 
the headline B0C�9������
�����#��!�3�����
��������%����� ,
say ����	��������%��������%���������������
������D5E&666�	��
9������
������	��� . This is a much more effective headline. It 
grabs the readers’ attention. It allows you to share one of your 
success stories and gets readers thinking, “I wonder if this 
coverage would work for me?” 

What you’re doing is you’re providing information. It’s all 
about good information. But you’re doing it in a way that’s going 
to cause people to think, “Hmm, I could benefit from that.” 

This is an extremely effective way to make your newsletter 
more interesting while still meeting your ultimate goal of 
generating more profits for your business. 

In addition to the stories of how others are using your 
products and services, include testimonials. One question I get a lot 
is, “Jim, how do you get testimonials?” If you’ve seen No Hassle 
Newsletters, you know I have a lot of testimonials there. Here’s 
my secret to doing that. Ready? 9����' That’s all I do. I ask people, 
“Would you be willing to give a testimonial?” The best time to ask 
is right after I do a job and they’re happy with it. 

Recently I launched a new joint venture project, and the 
first issue went out and the customers are very happy. And I said, 
“Obviously you’ve seen my Web site. You know I’m a fan of 
testimonials. I’d love to get one from you.” Following my own 
advice about taking action, I continued, “Write it up and e-mail it 
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to me.” I told them exactly what to do and how to do it. That’s how 
I’ve gained and collected so many testimonials. Your business 
would benefit from collecting testimonies as well. 

What other story ideas do you have? Are there other pieces 
you can use to provide sidebars or extra information about the 
main stories? Be creative. 

������
�����!
�����&���������
���
��+�����
��
�+���

'�
Mention a special product or service or an upcoming promotion. 
Or come up with samples or trial offers to get them to return to 
your business. For example, if you have a coaching program, a lot 
of folks do a “first, second, and third month is free,” and then the 
client’s investment begins after that. 

������
�����!
��������
������'  Just because newsletters 
are serious business doesn’t mean you should be long-faced and 
serious all the time. Lighten your message with gentle humor. 
Obviously you’ll want to use non-offensive humor. 

One of the things that I talk about a lot is ������/��"	����.
������/��"	����� is a magazine about not really much of anything. 
There are short stories, quips, and so on. Their surveys have shown 
that the most popular thing people read—and read first—is the 
humor.

�����
������&� �������������#
����
��
#����
��� . This is 
a great way to say who you are currently working with. That is 
using the power of association. Often you see partial lists of 
customers on a business’s Web site or in their brochure, if they do 
those. (I’m not a fan of brochures.) Those customers’ names can 
draw notice to your business, especially if you have some 
recognizable names. 

I want to share a really quick story with you. When I first 
got started in the newsletter business, I went down to the local 
Target store. I knew they did an internal newsletter, and I said to 
the manager, “Let me redesign your newsletter. I’m going to do it 
for free. The only thing that I ask is that I can promote on my Web 
site that I’m doing your newsletter.” 
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What I did from there is I listed Target and the Target logo 
on my Web site as a client. I did not specify that it was the Target 
of the town I live in. I just put Target. When I met with other 
perspective clients, I said, “By the way, I’m doing Target’s 
newsletter,” which was true and accurate. It carried weight. 
Welcoming new customers or clients makes for good content—the 
new people feel welcome, your current customers become aware of 
new directions your business is going, and the power of association 
benefits you. 

�� ������&����
���������
� . Client profiles can be great 
sales tools, though I recommend you keep them short and to the 
point. A client profile that’s a page long is a real yawn, and people 
will not read that. 

When I do client profiles, or when I do them for my 
corporate clients, I ask clients questions in the form of an 
interview, questions that I know will elicit the answers that I want. 
For example, “How has using this product benefited your 
company?” You can either use their answers verbatim, or you may 
edit them a little bit, depending on how their answers go. Then you 
can turn that content into an article. 

,�
�������
��-���
� . By doing so you are letting your 
customers sell for you. Customer quotes are like testimonials, but 
they’re just a little different. 

A testimony is usually something about you and your 
company, and/or how your products and services have helped. A 
customer quote may be only a sentence or two that supports an 
article you’re writing, so it isn’t the same as a full-blown 
testimonial. You can find quotes in letters and e-mails of 
appreciation from your customers. When I find a good quote—
whether it’s in print or in an e-mail—I put it in a newsletter, often 
on a graphic that looks like a yellow legal pad, so that it stands out 
as a line from a letter written by a satisfied customer. 

���#
������������
�����!
 �� work well. Sometimes 
you’ll conduct surveys, if you are a brick and mortar or if you’re 
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selling a certain product. Sometimes the company of the product 
you’re selling will conduct surveys. You can feature those in your 
newsletter.

����� 

�������&���  are another great way to inject 
pizzazz into your newsletter. I think, in general, the usual way that 
you see employee spotlights is kind of boring. You know, This is 
Michelle. She takes care of AR. Michelle’s favorite hobbies are 
horseback riding and whatever. It’s just not important news worthy 
of your customers’ time. 

But there’s a way you can do it and here it is. If you do an 
employee spotlight, do it in a way that highlights their particular 
skills, their experience level, or perhaps the impressively large 
company they used to work for. An employee spotlight written this 
way makes your customers feel good about doing business with 
you because you have high quality employees. 

)�� ����

�����
���
���������$����!
����
�
!
� �������
������������ �����#�  (shameless plug coming), check into 
subscribing to Success Advantage. Successful newsletters require 
good external content. The trouble with most newsletters is that 
they overkill on such a narrow subject range. Even the most 
dedicated reader is eventually going to switch off. 

Great newsletters should have good 50/50 balance of work 
stuff and other stuff—they must be informative, enlightening, and 
entertaining! The other stuff is what I put in Success Advantage, 
the things that just about anybody reading a newsletter is going to 
find fun and enjoyable. I often say that Success Advantage is the 
������/��"	�����for people who put out newsletters. 

It’s a fact that people enjoy reading the other stuff more 
than the work stuff. Sorry to say it, but it’s true. One of my large 
corporate clients is a Chamber of Commerce with about two 
thousand members. Whenever I go to a meeting people tell me, 
“Jim, I love the tips you put in there, the management, the 
leadership. I love the HR tips.” And I say, “What about the other 
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articles?” Here’s the answer I often get, “Why would I want to 
read about what the Chamber did last month?” 

It may be a little bit different in your business, but I would 
wager a nice lunch it’s not. So take great care what you put in your 
newsletter to make sure there’s a good balance of the work stuff 
versus the other stuff. 

�����
���������'��������
	���%����������������
Every newsletter you send out should be filled with 

interesting, informative, and entertaining articles. The mix of 
topics will be slightly different every month. However, great 
newsletters typically contain one or two things that are in every 
issue. These will be your regular features. 

Your regular features will depend on who you are and what 
your newsletter is about. For example, a newsletter about fitness 
will always have fitness tips and perhaps healthy eating tips. A 
salon newsletter may always have a feature about grooming and 
nail care, and perhaps a cartoon about the salon business. The 
exact elements will vary for each newsletter. 

The point to remember is that if you begin a relationship 
with your customers through your monthly newsletter, and they 
come to enjoy the regular feature, don’t disappoint them by not 
including it one month. A good example of a regular item that 
thousands of people count on is the cartoon graphic on the front 
page of F�3�����!. It is always interesting and, more importantly, 
it is always included in every paper. Regular features help establish 
your unique identity. 

A mortgage lender may want to include a “Mortgage 
News” segment in every letter. A cleaning company might decide 
on a “Cleaning Tip of the Month.” A professional service firm 
might want to include at least one client story/testimonial. 
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Don’t miss the opportunity to ask your readers to contact 
you. Give them a reason to do so. You can offer them a special 
report, a tip sheet, a free consultation, a demonstration of a new 
product, just about anything that will entice them to contact you. 

When you want to include the occasional promotion or 
discount, be very cautious where you place it since it will be read 
as an advertisement. I recommend that when you include one, do 
so as an insert. Do not put it in the body of the newsletter. 

Why? One of the reasons newsletters work so well is 
because they are not perceived as another piece of marketing 
material, like a postcard or a flier. They are perceived as welcome 
information and good entertainment. 

The minute you start promoting or including coupons in the 
body of your newsletter, your newsletter becomes perceived as 
being another marketing piece, and it will lose its effectiveness. 
People will cautiously open subsequent issues, thinking, “Okay, 
what are they going to sell me this month?” So be certain your 
newsletter does not come across as a marketing ploy. 

In your wording, try to avoid using vague phrases like 
“within ten days of receiving this letter,” because you don’t know 
when exactly the post office will deliver it or when they’re going 
to read it. Instead, be precise. “This offer expires at 4 p.m. Eastern 
time on March 6th.” There’s no question what you mean when you 
say it like that. 

When choosing the color of your promotion page, consider 
this. Newsletters are often black ink on white paper. Print your 

 Decide what feature(s) 
should be in every issue. Use the Newsletter Program 
Planning Form to help you organize your thoughts 
about newsletter strategy. 
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special offer on canary paper or light green or light blue. Many 
people, particularly those not expecting an advertisement, prefer 
pastel colors to those screaming neon ones. 

��.
�����
�(
��������
The offer alone is not enough. Make it easy for them to 

respond. That can be a coupon or just a phone number. With your 
call to action, always give clear instructions on how to reply. I 
suggest that you include more than one way for your customers to 
respond. For example, if you were running a contest and asked 
your customers to reply by e-mail, keep in mind that there are 
some people, believe it or not, who do not have or use e-mail. 
Giving multiple response options such as e-mail, Web site, fax, or 
telephone gives you the best chance to for the highest response. 

:�		������������������	
��:�		����������
����
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� �

I’ve often been asked, “Is it wise to send the same 
newsletter to different customer groups?” For instance, perhaps 
you own a business that has both retail and wholesale customers. 
My answer: more than likely it’s not a good idea, and I’ll tell you 
why, but have no fear. Sending two newsletters is not as difficult 
as you may think. 

If you have two or more different customer groups (here 
we’ll use our example of a business that has both retail and 
wholesale customers), obviously you’re going to write a separate 
personal monthly message, because if you’re talking with 
wholesale customers you’re generally talking a different language. 
Wholesalers have a different language than retailers. You might 
use certain jargon or buzzwords. Any special offer, obviously, will 
need to be tailored two different ways. 

And of course, if you’re going to do a customer profile, 
you’ll want to write about one of your wholesale customers in the 
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newsletter that goes out to your wholesale customers, and you will 
profile a retail customer in the newsletter that goes out to your 
retail customers. If you do otherwise, people will be confused 
about what you’re doing. (Remember, know your customer and 
gear the newsletter toward him or her.) 

Here’s how to make this fairly easy on yourself. You don’t 
need to customize each entire newsletter. The only place you really 
have to customize is the article on the front, which is usually your 
work stuff, and your article on the back page, which is usually your 
personal monthly message. Your other content as well as your 
contact information will probably remain the same. 

������������&���(������&�����
When you send your newsletter every month, you’ll get 

into a rhythm that will make producing your newsletter easier. The 
Issue Planning Form at the end of this chapter will help you to 
coordinate your efforts each month and to complete your tasks on 
time.

�������������
This will become routine, but it’s still a good idea to write 

down the key due dates every month and share them with everyone 
who needs to know. At a minimum you should have target dates 
for the following: 

� Deciding on the main story and back story 
� Deciding on other company-focused stories that will go in 

the newsletter 
� Select other non-company-focused articles to provide 

balance
� When stories need to be completely written and edited 
� When pictures should be selected 
� When captions will be written 
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� When you will do the final review before sending the 
newsletter to production 

� When the copy and pictures go out for production 
� When the finished newsletters will be available 
� When the newsletters will be mailed and distributed 

What I like to suggest is that you put a recurring 
appointment in your Outlook or whatever schedule you’re using, 
then you will know the kind of article you must write, its word 
count, and the date each month you’ve got to bang out that article. 
It gets into a routine. Boom, the date pops up, then you get your 
article out. 

 Now that you know the secrets for planning a profit-
producing newsletter, we are going to tackle the nuts and bolts of 
the newsletter: the design, layout, and copy. First, let’s discuss 
design and layout, so you can begin to visualize your newsletter 
taking shape.
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Design and layout are the “packaging” of your newsletter. 
Technically, “design” or “graphic design” usually refers to the 
things in the newsletter that stay the same. That includes the 
masthead, tagline, the address block (your contact information), 
and other things that don’t change their placement, look, or content 
from issue to issue. 
 “Layout” usually refers to the arrangement of the 
“elements” of the newsletter on the page. “Elements” include text, 
pictures, captions, and graphics. 

Your newsletter’s design and layout affect the image that 
your newsletter and your company present. Your design and layout 
also affect how easily people can use your content and how much 
value they get from your newsletter. Your newsletter is an 
important part of your overall marketing strategy. A professional 
and consistent look will help present a polished and professional 
image of your company. At the end of this chapter there’s a 
Checklist for Layout and Design form to help you evaluate your 
own newsletter. 

�����������������
The mailing panel is one of the first things your customers 

see when they get your newsletter. It is important to put as much 
emphasis on the design of the mailing panel as you do the front 
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page. One of the things that you’ll see in most of my newsletter 
designs is what I refer to as the “horizontal aha.” This is the small 
horizontal box above the fold and just below the address box. This 
is where I put a short, interesting tip or factoid that when read will 
cause your customers to go, “aha!” The idea is to engage them 
quickly, even before they break the tab and unfold the newsletter. 
The secret is that the sooner you engage them, the greater the 
chance that they’ll read your newsletter. 

#����:���������'$��
If you want people to look at something in your newsletter, 

you should present it in a way that attracts the eye. You can see 
examples of each of these in our samples at the end of this chapter. 
You should also try looking at other print publications. 

����������������������#���
�
 
'  A colored element on a 
black and white page attracts the eye. So does a thick, black border 
around a text box. 

It isn’t absolutely necessary to produce your newsletter in 
color. With the proper use of shading, reverse text (white text on 
black background), borders and bold fonts, you can design a black 
and white professional newsletter. 

/
�����
�����#���
�
 
'  Decades of newspaper reading 
have taught us to look for headlines. We look for them to get an 
idea of what to read. We scan the subheads to pick up on the key 
points.

������������#����
�
 
'  Without anything else to draw it, 
the eye comes to rest about two thirds of the way up the page and 
slightly to the left of center. That’s a good place to put something 
interesting.

������
������&�����������#���
�
 
'  We love pictures. 
They may not be worth a thousand words, but pictures and 
graphics draw our attention. That may be why the captions on 
photographs are among the most-read parts of any publication. 
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Make sure your newsletter has good quality pictures and 
graphics. The originals should be focused and crisp. The 
reproduction on the page should be the same. 

 Do not use pictures captured from the Internet—they 
are 72 dpi (dots per inch) and newsletters are printed at 300 dpi. 
When you capture images from Web sites, they look grainy and 
out of focus when printed. You want your images to be crisp and 
clean and to compliment your article, not detract from it. Pictures 
sell the story, and the choice of picture will almost guarantee 
whether or not your newsletter article will be read. 

There are many photos sources available on the Internet 
where you can purchase professional photographs for a few 
dollars—iStockPhoto.com and Fotolia.com are two sources widely 
used. Search their databases using keywords, and select from 
thousands of photos. There’s bound to be at least one to 
compliment your article and add professionalism to your 
newsletter.

 The largest picture, headline, or article 
on the page will draw the reader’s attention. Devote the most space 
to the most important content. 

 Another way to grab attention 
is with a startling, interesting, or provocative comment in the form 
of a callout box. If you look at the front page of many daily 
newspapers, you’ll see a quote of some kind or a half sentence 
from an article, pulled out and blown up into a large font and 
framed inside a box with a border. If you’re using 10- or 12-point 
Times New Roman for the bulk of your newsletter, the font in the 

 Pictures “sell” the story.
The right choice of a picture will almost
guarantee that the article will get read. 
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callout box might actually be 18- to 24-point Times New Roman. 
The box and contents call your attention, which is where the term 
“callout box” comes from. Make sure the text you put in each 
callout box is compelling. 

Someone who picks up your newsletter should be able to 
get the key points in any of your articles just by scanning. 

Use simple subheads to highlight key points. If you have 
more than one key point in your text, you can use more than one 
subhead. That’s a technique we’re using in this book. Look at any 
chapter, and the subheads will give you an outline of the key 
points.

Use to call attention to important words and 
phrases. Notice how your eye naturally is drawn to the boldfaced 
word in this paragraph. 

You want to stop a scanner dead in their tracks. Because if 
a scanner scanning the newsletter doesn’t stop and read the 
articles, it’s not likely they’re going to get a lot out of it. The whole 
idea is you want them to read the newsletter. 

There are also devices you can use to increase readability. 
Charts often make concepts clear. Bulleted lists are great for 
summarizing key points and make newsletters crisp, clear, and 
easy to read. 

 If you are only producing
a two-page newsletter, print it on heavier stock such as
#80. By using a heavier stock paper, the newsletter will
feel like a four-page newsletter—and get the attention 
 it deserves. 
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������������
������������$ �	�����
Headlines and body copy are the way that text is presented 

to the reader. You want your design to be both professional 
looking and readable. Start by fully understanding the following 
important terms. 

A � �
���
 is a style of type. This line is in a typeface 
called Times New Roman. 

There are two basic kinds of typefaces that you’ll see in 
great newsletters. 1) There are “�
�������
� ,” like Times New 
Roman. A “�
���” is the little curl or footing on the letters. A 
�������
 is a typeface with both serifs and shading. Times New 
Roman is a bookface. 2) There are also “����2�
���” typefaces. 
That means that there are no serifs on the letters. *��	
&�����
����2	+������,��������������������+�&����	��	��9����2�
����2	+�(

A ���� is the rendition of a letter or word in a typeface. This
is Times New Roman 10-point font. ����� is the size of the type. ��������
���
��%
#�.�����342���������'

Right now you’re probably thinking, “What does that have 
to do with me and my newsletter?” But this is important, so stay 
with me. 

Pick up a major newspaper and look at it. You’ll notice that 
the newspapers and the newsletter samples at the end of this 
chapter all use similar typefaces. They use sans-serif typefaces for 
headlines. They use bookfaces for body copy. 

You should too. Sans-serif typefaces are good for 
headlines. The eye finds it easy to stop at the end of a line. 
Bookfaces are good for body copy. They encourage the eye to keep 
moving.

Readability studies and newspaper practice over decades 
tell us that your newsletter readers will have an easier time reading 
your informational copy if you follow these same conventions. 

You should also keep things simple. In the early days of 
desktop publishing, I saw lots of newsletters that used ten or more 
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different fonts. I still see the occasional newsletter that uses four or 
five different fonts. I call that “Ransom Note Desktop Publishing.” 

Keep all your headlines the same size and typeface. Make 
your subheads in the same typeface as your headlines, but slightly 
smaller. Body copy should be the same all over the newsletter. 

I suggest 18-point Arial for headlines and 10- to 12-point 
Times New Roman for copy. Headlines are often the same color 
type as the main color of the masthead. That creates a color theme. 

����������������������������
We’ve already touched on this in Chapter Three. The 

masthead is the major graphic element at the top of the first page 
of a newsletter and includes the newsletter title. 

The masthead, like other design elements, should look 
professional. The masthead is very likely the first thing readers 
will notice about your newsletter. Many companies make a mistake 
by using clipart or amateur, hand-drawn graphics here. Don’t do 
that. Go for a professional design. Remember that your masthead 
appears on every newsletter, every month. 

The typefaces, masthead, and tagline are all design 
elements. They won’t change from newsletter to newsletter.

����������������%��	�������G9�������	���3������
�&H���������������������+����
��������F�	%���	�!���������!�%��	�'�F�	���������������������	%���	�!��������
����������������������/���	%������������
�����������������:�
�������������������'�
���������������������������	��#����������!���	
������	�����������	��' 
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Graphic designers do lots of good work. But over the years 
I’ve found that some graphic designers can be dangerous to 
business effectiveness when it comes to newsletters. 

It’s not that they’re bad people or that they want to lead you 
astray. It’s just that their business is design and they generally want 
to do more of it. They value creativity and want to be known for 
being creative. 

Designers can be dangerous when they confuse pretty or 
creative with effective. Most effective newsletter designs are 
professional, but they’re also simple and straightforward. 

If your customers are saying, “What a great design!” 
instead of “Wow! I can use that,” you’ve got a design that’s not 
helping you to achieve your objectives. You need to make a 
change.

Designers can be dangerous when they want to create a 
different newsletter every time. The best newsletter design is 
consistent issue after issue. You get used to it and your customers 
get used to it. It’s easier for both of you. The only person who 
benefits from frequent new designs is the designer. 

Designers can be dangerous when they don’t know how to 
design for readability. It’s surprising to me how many people are 
good at graphics but either they don’t know about how to design 
for readability or they think it doesn’t matter. 

 You don’t want readers to
notice your design. You want them to notice and rave 
about your content. 
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Designers can be dangerous when they think that all 
publications are alike. Amazingly few know about the special 
design rules for newsletters. 

If you chose a designer who does any of these things, you 
can have a heart-to-heart chat with him or her. If that doesn’t 
change things, it’s time for a new designer. 

Take a look at the various design elements from three 
newsletters.
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�����.
�����
� To help inspire you with your newsletter design, 
I’m including more than thirty cover designs in the  ����
������
�� section in the back of the book. Many of these 
newsletters were designed in color. If you would like to see them 
in color, you can download my portfolio at 
www.TheNewsletterGuru.com/freebookbonuses.





��� ������(�"�
#��������
 $������������

 

Good copy is the core of your newsletter. Good copy is 
what engages the reader and increases your sales and profits. You 
can have great information, but if your newsletter is not well 
written it won’t deliver any value to your customers. Here are the 
factors that make great newsletter writing. At the end of this 
chapter you’ll find a Checklist for Article Copy to help you 
evaluate your writing. 

%����������������#�������&��2����4���
Most of us learned to write by writing academic papers in 

stiff, formal language. That might be great for college, but it won’t 
get the job done in your newsletter. 

People enjoy writing that uses a conversational tone and 
reminds them of conversations with a knowledgeable friend. Use 
words that you would use in conversations with your customer. 

Don’t use your special jargon or special acronyms to 
excess. Use words that you would use talking with a person who 
doesn’t necessarily know your side of the industry with its special 
language and shorthand. Don’t abbreviate except for the most 
common titles, names of states, and other commonly known 
abbreviations.

Follow the guidelines for good, clear writing. Use simple 
sentences. Use common words. Keep your paragraphs short. 
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Contractions were once considered too informal to use in a 
lot of marketing materials. Now the use of contractions is very 
standard and an accepted practice. The reason is simple. That’s 
how you talk to somebody. For instance, replace that is with that’s, 
you will with you’ll, and so on. 

	�
��������� When you �� separate words that are normally 
used in a contraction, you make a stronger point. For example, 
“This is not sold in stores.” So use contractions to sound 
personable, and use two words instead of the contraction when you 
want to make a powerful statement. 

	�
���������� One word that has real power is the word 
“even,” E-V-E-N, because it can add uniqueness to your offer. 
Consider how much weaker this statement is: “We’ll refund the 
cost of shipping” than this: “We’ll even refund the cost of 
shipping.” Adding the word “even” makes it unique and a little 
more powerful, like you’re doing something that other people are 
not.

%����������������#�������)���������
�����$�
The whole idea behind producing a newsletter is to build 

rapport. Rapport is the key to getting a good response. You build 
rapport when you convey your personality in your newsletter 
writing.

Your word choice should reflect you and your common 
way of talking and thinking. Readers value writing with a 
personality, and they’ll keep reading your newsletter if you provide 
it.

What do I mean by personality-based writing? Well, if 
you’re a subscriber and you get my e-mails, most of those are 
personality-based. In my e-zine I talk about my family, the fact 
that my wife and I like to go kayaking, things like that. You want 
to share a little bit about your personality. 
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The best way to write conversationally is to speak directly 
to the reader in the first person. Use the word “you” often, and 
include personal examples rather than general. For example, “This 
month we’ve created a special deal just for you, our valued 
customer.” Your customers will feel more of an affinity with copy 
like that, that reaches out and uses the word “you.” 

The opposite recommendation, by the way, is avoid writing 
copy with the word “I.” Try to stay away from that because it’s all 
about you. You want it to be all about your customers, Y-O-U. 

Many of my corporate clients have a hard time writing with 
personality because they feel that if the writing isn’t “professional” 
(i.e., stiff), then they are not conveying the proper image. But in 
my experience, I have found it is actually the opposite with 
newsletters. Customers not only want to read things that are of 
interest to them, but they also want to see your company in a more 
personable light—not a cold, corporate entity. Remember, 
newsletters need to be informative and fun to read, so don’t be 
afraid to let down your corporate veil. Trade in your three-piece 
suit and your formal words for jeans, a cotton shirt and informal 
language. Write your newsletter with some personality. 

����
����@�������=�?���
Once I picked up a magazine called >�������(�
��	��'� I

was thumbing through it and began to read an article about cruises. 
And I said, “Oh my gosh. I’ve got to tell my wife about this 
tonight!”

They wrote the article in the form of a Q & A interview, so 
when I looked at the page I saw a big Q, and then a big A, and I 
was able to scan and pick out the questions I had an interest in. 

I want to mention a couple of them specifically, because I 
think it will help drive the point home. The article was about ocean 
liners.

Talk about conversational tone and writing in a way that 
you would talk to somebody! It said, Question: “I’ve heard that 
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crossings are often rough. Will I get seasick?” For the answer, it 
spoke about the massive stabilizers on board that reduce the 
vessel’s rolling by as much as 85 percent, so even with waves as 
high as twenty feet you would feel little more than a comfortable 
rocking.

Another question was: “Uh-oh, the waves are actually 
getting pretty rough out here. And I’m feeling a little punk. Now 
what?” The writing reflects the personality of the asker, and the 
answer is just as personable. It discusses over-the-counter remedies 
and some other things you can do. 

Here’s the last question I’ll mention. “I’ve never cruised 
because I’m afraid I’ll feel trapped.” The answer really made me 
laugh. It said, “Excuse me, but have you seen the size of these 
ships?”

That’s a great example of drawing a reader with a 
conversational tone and good information, and doing so in a very 
entertaining way. 

You can try the same. Instead of writing an article, write an 
interview using Q & A. You could actually do a mock interview 
with somebody in your office, or have somebody interview you. 
Simply create the questions that you want to elicit the right 
information for. 

%����������������#�������&����
���
People today are bombarded with messages and 

information competing for attention. Think about how you open 
your mail. The odds are pretty good that you do it near a 
wastebasket. You zip through the pile of mail, flipping most of the 
envelopes into the wastebasket unopened. 

Then you look at what’s left and you decide, “What am I 
going to read?” If you’re like most people you’ll answer that 
question by figuring out how long it will take to read each piece. 
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The magic threshold that I preach is ten minutes or less. 
You read things that you think will take less than ten minutes and 
give you value. You set everything else aside to read later. For 
many of us, “later” never comes. 

That’s how your customers work. They cull out what they 
think will be interesting and helpful from the mounds of incoming 
information.

No individual piece should take more than three or four 
minutes to read. Ideally each article should fit on part of a single 
page. On occasion it is okay to have an article continue to a 
different page, but don’t make it continue again. This is too much 
work for your reader (not fun), and most readers will quickly lose 
interest.

 I think it is worth re-mentioning there are some newsletter 
sections that, quite frankly, many people find boring. You can 
develop a better newsletter by simply leaving these sections out. 

One of the most boring sections of a newsletter is a 
message from the president or chairman or some other executive 
message. Most of the time people don’t read this section. They are 
usually poorly written and are not interesting to the reader. Boring. 
In other words, the kiss of death. 
 Another boring section of the newsletter is any article 
announcing awards won. They are usually awards from some 
association that your customer hasn’t ever heard of (and doesn’t 

 Great newsletters can be 
read in ten minutes or less. 
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care about). Unless it is an award that you are certain your 
customers will care about, it is best to leave it out of your
newsletter. Remember, the goal of your newsletter is to generate 
new business for your company, not to bore your reader. 

A really good way to bore your customers is if you write 
about what you do. Just as an example, if you have an automobile 
repair shop, and you put a newsletter out about what to check for it 
your car makes a certain sound, that is actually boring to your 
customer. Why? The reason they have a relationship with your 
automotive repair place is because they want bring their car to you 
to have it serviced. They don’t want do that work themselves. 

It’s just like my accountant story, which I tell a lot when I 
speak live. My accountant sends me a newsletter. Yes, you may 
chuckle, he’s not a client of mine, but he uses some other generic, 
canned newsletter. It’s four to eight pages of small, 10-point Times 
New Roman text with very few pictures. Most of the content that 
he puts in the newsletter is all about the tax code and the tax law 
and what you need to do to avoid audits, things like that. 

He comes to see me once a quarter. Once I said, “Scott, 
here’s your newsletter.” And I jokingly added, “You can save the 
postage.” He asked, “Well, why aren’t you reading it?” I said, 
“Because that’s why I hire you. You need to know the tax code, 
tax laws, and how to avoid an audit. I don’t.” 

���������
	������&:���
������ �
AIDA is an age-old formula you may have heard of. It 

stands for ���
�����, ���
�
��, ���� or �
���
 and ������. It’s what 
I’ve been using to write newsletter content for years, and it truly 
works magic. Sometimes I’d rather just sit down, open up Word, 
and write on a stream of consciousness. But I’ve been doing 
newsletters long enough that I know there are certain ways you can 
grab attention and create interest. Bits and pieces of these topics 
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have been touched on, but let’s look at each one in a little more 
detail.

��
���������
�������
�����'  Before you can deliver your 
powerful sales message, which is your article, you first have to 
grab the reader’s attention. That’s the job of the headline. A 
headline, combined with subheads and even pictures, is how you 
grab your reader’s attention. 

Now for the article that you write, you need to have a big, 
bold headline that leaves them with the feeling that says, “My 
gosh, I need to read this. I need to find out more!” That’s the job of 
the headline. Your article may be fantastic, but if your headline 
doesn’t grab them, they’re not going to read the article. 

A long time ago, when I managed the bicycle shop, I 
created a newsletter so I could sell more bike clothing. Even then I 
knew that I needed to create headlines other than simply the 
monthly special, such as  	����������D56 . People buy for two 
reasons—they either want to run away from pain or run toward 
gain. With that in mind, I created headlines based on conversations 
that I had with people in the store. 

If you recall from the first chapter, one of the headlines that 
worked really, really well was, ������
��������	�	��������<�����
9����������I6��	����� . The reason I chose that was because when I 
was talking with people on the sales floor, whether I was selling 
bikes or whatever, people told me, “Jim, I just wish I could ride 
more. Man, the seats are hard, my butt gets sore. I want to go out 
and get exercise, but it’s just killing me.” The headline evolved 
from there. 

You can also grab your readers’ attention with what’s 
called “identification.” For example, if your newsletter is highly 
specific and targeted, you should use the name of the group. Let 
me give you an example. Let’s say that you are an engineer firm 
and you have a bunch of engineers on your subscriber list. Use the 
word “engineer” in the headline in some manner. Here are two 
examples: >��	�����&�3���0������	����������������	������J  or 
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�	%����	����>%��!�>��	������������?����3�����'�'�'� and then you 
can finish the sentence. If you use the name of the group that 
you’re writing to in the headline, it causes people to stop in their 
tracks.

Another way to grab attention with the headline is with a 
benefit. A benefit is a promise to make your reader rich, or famous, 
or powerful, or loved, or to help save them money, or to help make 
them more money. It’s a promise that things will be different if the 
reader buys your product or service. 

Following are three very powerful, classic headlines. You 
might have read about these or heard about them if you’ve done 
any reading on copywriting. I’ll break them down so you can 
understand how to use them in a template format. 

Classic headline number one: <���9���	�����!����������
��	����������

����	������	��'� If we were to make a template out of 
that headline so you could actually fill in the blanks as you create 
your own headlines, <�� is the key word. In the second blank 
write who the story is about or targeted to. In the third blank write 
how that person improved, or can improve, a certain performance. 

� <�����I6*0���*,����������	���	��K8�0�����
� <��������$��L6�"�!�������������0�����	���

So it always starts with how, and then who the article is 
about or targeted at, and then what the benefit is. If you use that 
formula, you can just fill in the blanks and can come up with some 
pretty cool headlines. 

Classic headline number two: This headline starts with the 
key words 9��0��. The second part of this headline is�0������'�So
9��0���3����������"�	%��&�0���������%��56M�,��0��������
9������
�' In the template form write 9��0��, and then in the blank 
put some qualification—what they need to do, who they need to 
be, you get the idea. Right after that, in the blank, write the benefit. 
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� 9��0����	%��	���#�	���	���&�0�������<�%���������<����
9��#�
�	�� Here, your business is doing home inspections, 
or perhaps you’re a realtor. 

� 9��0��/���,%���N8&�0�������O���	�!������#�
	������	���
�	�	.���������
So again—9��0��, then the qualifier, 0������, and then say 

what the benefit is. 
Classic headline number three: This headline has to do with 

a number, followed by how to achieve something. Here’s an 
example: 3�<������������	$�!*,������+�!�������@������/��
<����. The first part is some significant or impressive number 
followed by ways to achieve something good. 

� �����+�!�����?��#�0��������	����0����� This may work 
well for someone who’s a coach or a therapist. 

� ����+�!�����?��#�0�����������������	��� �
�� This
would be a good headline on a B2B newsletter if you’re a 
business coach or marketing coach. 
So this formula is Significant Number of Ways to Achieve 
Something Great. 

��
��
���������������
��)�����������������
�
��'  So 
your headline has stopped the reader, and now you need to draw 
the reader into your article. The best way to do that is with a story. 
Storytelling is incredibly powerful. Stories are the way that 
humans have made sense of the world since we first started to 
speak. A short story is essential to keep your reader interested in 
what you have to say. 

But you just can’t tell any story. Your story should tell 
about a person who is like the reader—in other words, your target 
customer—who solved a problem that the reader has, and did so 
because of your product or service. This is a ����
������� .

You need to identify with the reader and, if possible, join 
the conversation that’s going on in their head. 
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That’s something that Dan Kennedy and Bill Glazer have 
talked about for a long time. If you can join the conversation that is 
going on in someone’s head, which typically means it has to do 
with a current event (such as saving money on gasoline), then you 
have a good way to jump in. 

When writing stories, use vivid and emotional language. 
Powerful emotional language is not only something that’s 
preferred in copywriting, it’s essential to your success. Many 
people make buying decisions based on emotions. For these 
readers, the emotion of the story will be enough. Of course, other 
readers will need proof. 

And again, I want to remind you that people run toward 
gain, and away from pain. 

For example, I recently received a newsletter from my 
insurance company, and it really caught my attention. The headline 
was based on something that’s very topical right now, identity 
theft. I do a lot of business online, so I’m always very interested in 
things that have to do with identity theft. 

The story hooked me because I felt it was speaking to me 
personally. At the end of the story it told about a product, an 
identity theft rider that you can put on your insurance policy. To be 
honest with you, I never heard of that. So I called my insurance 
guy and said, “I got your newsletter. What’s this ID thing?” And 
he actually said, “Jim, it’s like forty bucks a year.” I said, “Oh my 
gosh, that’s an absolute no-brainer.” And I almost—in a friendly 
way, because he’s a friend of mine—chastised him. I said, “Why 
didn’t you tell me about this when it came out? Why do I get to 
read it in your newsletter?” I would have signed up for that 
instantly. I had no idea that for about $40 a year you could get an 
identity theft rider on your homeowner’s policy. 

Ah, the magic of newsletter marketing. 
It had started with a headline—something I was interested 

in. It told a story that related to me, and provided a solution. 
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This is the place for logic. As I mentioned earlier, some people will 
buy based on emotion, other people on logic. Perhaps you made 
your case in emotional terms. Now you need to back it up with 
logical proof—data—so that your reader will be more comfortable 
taking action. 

Testimonials work great here. You want to remind your 
customer of how you’ve helped him or her over the years. Or tell 
how long you’ve been in business. 

You can also use an argument from authority. There are 
two forms. One way is to mention expert testimony that supports 
your claims and recommendations. The second form of authority 
you can use is statistics. But of all the ways you can have evidence, 
a testimonial is the most powerful way. 

I’ve been counseled and coached by my mentors, Dan 
Kennedy and Bill Glazer, for a few years now. They agree that a 
poorly written testimonial from a customer is ten times more 
powerful than a beautifully written sales copy from you and your 
marketing department. People will believe other people a lot more 
than they’ll believe you. 

To build desire, reveal that you’ve only got a limited 
number or a certain amount of product you’re making available for 
a limited time. This pushes people to make a decision. 

So far we’ve grabbed the reader’s  with a 
powerful headline, we’ve drawn their  into the message 
with compelling stories, and we’ve substantiated our story with 

Highly effective 
newsletters tell, they don’t sell. 



The Magic of Newsletter Marketing78

some solid evidence, luring their �
���
 with emotions or logical 
����. So guess what this is all leading up to? ��
���������������
����������'

All the emotional hooks and logical proof are fine. But they 
don’t mean anything unless your reader takes action. They’re more 
likely to do so if you ��� them to do it. Experienced copywriters 
know that even if you do everything correctly up until now, you’re 
only going to get a fraction of the responses that you want unless 
you ask. 
 I have found that this is where a lot of people drop the ball, 
because I read a lot of newsletters. I read a lot of newsletters 
because I like to get new ideas and see what other people are 
doing. But I’m always amazed when I’m reading a good story and 
it suddenly ends. I think, “Okay, what is it you want me to do?” 

People skip writing a call to action for a couple reasons. 
Number one, they might be a little timid or shy to boldly and 
directly ask the customer to take action. If this is you, you need to 
get over this in a hurry, because if you’re assuming that the reader 
will figure out what to do and how to go about it, you may be 
assuming too much. You’ve got to tell them what you want them 
to do. And you’ve got to lead them to do it step by step. 

Bill Glazer said something in a talk once that I’ll never 
forget. He said, “For many of us our target customer is Homer 
Simpson.” If you picture Homer Simpson in your head when 
you’re writing, it will do wonders, because it will enable you to 
simplistically write out steps one, two, and three, telling readers 
exactly what you want them to do. Be as specific as possible. You 
can’t depend on them to connect all the dots. You’ve got to invite 
them to do it. 
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Clean writing is writing that doesn’t call attention to itself. 

Clean writing is free of grammatical and spelling errors. Here are 
some tips on how to write clean copy. 

����
����
��������
������'  Even professional writers do 
this. Next, sleep on it, then when you come back to a piece, it’s 
easier to spot errors and rough phrases. It’s easier to see how to 
improve your work. 

,�
� ������
�����
�� , but don’t make this your only 
spelling and grammar check. Spell-check programs are great, and 
you can even use them to improve your writing over time. But they 
can miss important things. 

Spell checking programs are excellent at finding words that 
are spelled incorrectly. But they can’t tell if a correctly spelled 
word is the word you meant or if it’s the right word for the 
situation.
 Here’s an example of how that can get you into trouble. It 
comes from the humor column of a denominational magazine. The 
writer intended to say that people with specific business talents 
could “use those in the service of the church.” 

Alas, two letters were transposed. The spell-check didn’t 
catch the error because the transposition still spelled a valid word. 
Instead, the line that went out in a letter to thousands and later 
caused quite a chuckle was that those people could “sue those in 
the service of the church.” 

/
�
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��'  There’s a feature 
built into the grammar checking function that can help you 
improve your writing. Select the option that gives you readability 
statistics when you check spelling and grammar. Then every spell-
check will give you two helpful statistics. 1) The Flesch Reading 
Ease Score gives you a measure of how easy your piece is to read. 
You want to make this number as high as possible. 2) The Flesch-
Kincaid Grade Level measures readability in a different way. It 
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computes the lowest grade level that can read your piece and easily 
understand it. You want to get this below 10 and usually above 6 
for newsletter copy. 

Fortunately, one of the best ways to judge the quality and 
readability of your writing is also one of the easiest. .
��� ����
#�����&���������'  Don’t read it on your monitor. Print it out and 
then read it. Even better, have someone else read your piece out 
loud to you. Reading aloud calls attention to every rough spot and 
unnatural phrasing. You’ll instantly discover that the way you talk 
out loud is not necessarily how you write, and your copy will 
swiftly improve. I suggest doing this for everything you write. 

5
�����
��
����
��������������
��� ����������
�'  When 
we look at our own writing, we usually see what we intended to 
write. We’re likely to skip over phrasing problems and not spot 
errors in word usage, spelling, and typos. 

There’s an expression in the information marketing world: 
“Good is good enough, get it out there.” I believe that. I don’t 
necessarily strive for perfection. I strive for doing the best job I 
can. To be honest with you, I use an outside proofing company. I 
can send them anything. I can send them PDFs, Word documents, 
whatever. For a very, very reasonable fee, two English majors read 
over it then send it back with their comments and suggestions. It’s 
very cheap. I think it’s either $9 or $11 for a page, which is 500 
words, very cheap. One of the hardest things in the world is to 
proofread your own stuff. 

%����������������#����������������
The most common way newsletter editors can run into 

trouble is to infringe upon copyrights by illegally reprinting 
articles from other sources such as print publications and Web 
sites.

Copyright issues can easily fill an entire book, but let me 
just say that the only way you can legally reprint a copyrighted 
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article in a print publication is to get permission (preferably 
written) from the publication in which it first appeared. 

On the Internet the same rule applies, but there are two 
other sources of articles that you may use legally. One example is 
on my friend Wally Bock’s Web site. 

Wally gives you permission to use some of the material you 
find there, but he’s careful to tell you which articles you can use 
and what you have to do. Here’s the notice that appears on articles 
you can reprint. 
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���#��%	�	������������
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When the copyright owner sets conditions on what you 
need to do, you must follow those rules or you will be violating the 
law. If you want to do something different, you need specific 
permission.

There are also Web sites called “article banks” or “article 
distribution sites” or “free article sites.” They have articles that you 
can reprint, but they also set conditions. You must adhere to their 
conditions in order to use the material legally. 

The most popular of these sites is Ezine Articles. They lay 
out their conditions in detail at www.ezinearticles.com/terms-of-
service.html. Other article sites have similar rules and restrictions. 
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Your every-issue features may already be planned. They 
might be your most important stories, or you may have planned 
them for elsewhere in the issue. If not, take a moment to make sure 
that they’ll be in this issue. Items to include in every issue are 
name of company, street address, phone number, Web site, and e-
mail address. 

Just in recapping, the reason that a friendly customer 
newsletter works so well is that it’s filled with useful information. 
It teaches the reader something. Maybe it makes them laugh. It’s 
fun and interesting. People get a good feeling when they’re reading 
good news, because they usually read a lot of negativity. If they 
feel more optimistic, they’re going to feel better about themselves, 
and they’re going to feel better about you. 

The Checklist for Article Copy is on the next page. Use it 
as a master form and copy it as needed. Use it to evaluate every 
article you write for your newsletter. 

My recommendation is
simple. Don't use any material unless you're absolutely  
sure that you have permission. When in doubt, leave
it out. 
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Recently I ran into someone I once worked with. He knew I 
was in the business of helping people improve their business using 
newsletters. We hadn’t seen each other for a long time, though, so 
I wasn’t surprised when he said, “I guess your business is pretty 
much all e-mail newsletters now, Jim.” 

I guess that’s a logical assumption. After all, the news is 
full of e-this and e-that, and I embrace new technology. My Web 
site and e-mail are an important part of my business. 

But, as I told my friend, an e-newsletter can’t begin to 
deliver the benefits that a great print newsletter can. There’s a 
place for electronic communication in your business, but for 
keeping customers and getting more and building relationships, 
print is the choice hands down. 

��(��������
	�������������������
 Print is still the preferred way to read larger documents. 
Many people simply do not like to read large documents on their 
computer monitor. 
 Print also gives you total control over the look and feel of 
your message, which is an extremely important element of your 
businesses image. 
 Ironically, print doesn’t have to compete with as much 
“noise” as e-mail does. Most people receive five or six pieces of 
mail a day compared to the fifty or sixty e-mails they receive daily. 
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 Print newsletters are great tools for enhancing brand 
awareness, deepening credibility, and building customer loyalty. 
You can pack each of your print newsletters with in-depth articles 
and multiple messages—making each issue informative, fun, and 
easy to read. 

��(��������
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 Conversely, electronic media such as e-mail newsletters 
(sometimes called e-zines or e-newsletters) are about access, 
speed, and convenience. The relatively low cost of producing an e-

mail newsletter allows for a subtle but 
important difference in your marketing 
strategy. You can focus each e-mail 
newsletter on a single topic or idea, and you 
can deliver these messages as often as you 
want based on what you’ve determined will 
help you accomplish your goals. 
 Just like print newsletters, e-mail 
newsletters are also great relationship 
builders. A study published by the Nielsen-
Norman Group showed that many readers 
become emotionally attached to e-mail 
newsletters and actually look forward to 
receiving them. 
 And unlike print, customizing content 
for your readers is easy and inexpensive with 
e-mail newsletters. Perhaps the biggest 
advantage of electronic media is its speed, 

which allows you to take advantage of opportunities as they occur. 
Sign up for my e-zine, “people-centered marketing,” at 
www.TheNewsletterGuru.com.
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E-mail communication has its place. It’s great for 

communicating to individuals and small groups. But e-mail 
newsletters also come with problems. Here are just a few. 

The first problem you have is getting people to sign up for 
your newsletter. That usually means they have to go to your Web 
site, find the place for newsletter sign-up, and initiate the process. 
Not everyone is willing to do that. 

Because of abuses by spammers, the best practice today is 
for electronic newsletters to use a double opt-in system for signing 
people up. When people first sign up they’re sent an e-mail that 
says, in effect, “We want to make sure it’s really you who signed 
up for our newsletter, so please do this.” 

That’s followed by instructions to click on a link or reply to 
the message. It sounds simple, but the research of one marketing 
expert shows that a third of the people who sign up don’t complete 
the double opt-in process. 

That gives you a problem because you’ve got people 
expecting your newsletter who aren’t going to get it. They’ll think 
it’s your fault and that you’re not doing what you promised. 

E-mail addresses change far more frequently than physical 
addresses. And when people change their e-mail address, there’s 
no simple address change notice for them to send like there is for a 
physical address change. Again, you are now losing touch with 
your customers and clients. 

All of that is a recipe for non-delivery and frustration. And 
you haven’t even sent your new subscriber a newsletter yet. 

Thanks to spammers, most companies and individuals use 
some kind of spam blocking and e-mail filtering software. That 
blocking and filtering can catch your electronic newsletter and 
imprison it in a junk mail folder. 

If the electronic newsletter makes it to your customer’s 
inbox there’s another problem. It’s called clutter. 
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Take your physical mail. You can scan through it quickly 
and throw the junk away. Envelopes look different. You can spot 
familiar logos and addresses and senders’ names. 

Not so in your e-mail inbox. There every message looks the 
same in an inbox filled with subject lines. 

Electronic newsletters don’t have the pass-along readership 
that print newsletters have. That means you don’t have the same 
referral possibilities. 

Your great design can be sabotaged by technology. 
Graphics may not make it through the spam filter. And people read 
their e-mail on lots of different-sized screens that can scramble the 
greatest layout. With print, the newsletter you send is the 
newsletter they get. 

To sum up, e-mail newsletters lack the consistency and 
reliability you need to keep the customers you have and develop 
relationships with new ones. 

E-mail newsletters can be an effective supplemental 
communications channel, but you have to make decisions about 
how you’re going to do them. 

'��������
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 As I mentioned previously, most people receive a high 
volume of e-mail on a daily basis. I, myself, get over one hundred 
e-mails a day. With that much e-mail to deal with every day, most 
folks scan their e-mail to see if it is even worth reading. 
 The first element of a great e-mail newsletter is that it’s 
scannable (just like print newsletters). Assume that recipients will 
not start at the top and read everything. Write your e-mail 
newsletter with headings, subheads, bullets, and short sentences, 
just as you would your print newsletter. You want it to be easily 
scanned because people are pressed for time. 

If you look at copy on really good Web sites, you can scroll 
and easily find the bolded headlines or subheads. Simply by 
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scrolling you get a feel for the entire article without actually 
reading it. That’s the way to grab the scanners. 
 The second element of a great e-mail newsletter is to utilize 
the subject line to its fullest extent. There are two proven ways to 
handle the subject line. Some successful e-mail newsletters use the 
name of the newsletter as the subject line for every issue. An 
example would be “Your August Issue of [insert newsletter name 
here].”
 The other successful method used is highlighting the 
benefit the reader will receive if they read the e-mail newsletter, 
such as “How to Get More Done in the Same Amount of Time.” 
Either way is effective. Pick the method that fits best with your e-
mail newsletter. 
 The third element of a great e-mail newsletter is to make it 
the right length. People rush through their e-mail. Remember, e-
mail is “noise,” an interruption to their day, and on average, they 
receive fifty or more “interruptions” on a daily basis. 
 If you make your newsletter too long, people will scroll 
down and say, “This is too long,” then do one of two things with it. 
They may simply delete it unread. You don’t want that reaction! 
Or they may intend to read it later, when they have time. In most 
instances, that time never comes and your e-mail newsletter goes 
unread (and eventually gets deleted). Again, this is not the desired 
action.
 My recommendation is to keep e-mail newsletters to no 
longer than one thousand words. Most people can read the entire 
thing in about five minutes. 
 The final element to a great e-mail newsletter is the same as 
print: make it consistent, predictable. Unless your e-mail 
newsletter delivers breaking news, let your subscribers know when 
to look for it. This reduces the probability that they’ll confuse your 
e-mail newsletter with spam. So pick a schedule and stick to it. The 
same day of the month, the same time of the day. 
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I recommend that you use an e-mail newsletter to 

supplement your print newsletter and other marketing efforts. To 
use this strategy, there are several basic decisions you have to 
make. The first one is which format to use. 

Some e-mail newsletters are pure text. There are no 
graphics. There are no layout issues. These newsletters show up in 
an e-mail inbox looking very much like a garden-variety e-mail 
message.

Other newsletters make use of the formatting that an 
HTML allows. They use color and graphics and more active links 
than pure text e-mail newsletters. 

Pure text newsletters are more likely to make it through 
spam filters. HTML newsletters are more visually interesting. 
Which is best? There are experts lined up on both sides. Each side 
has studies to support their position. My suggestion is to test things 
and see which format works best for your customers. 

By now you might have the impression that I don’t think 
you should use an e-mail newsletter. Nothing could be further from 
the truth. 

E-mail newsletters are a powerful part of most marketing 
arsenals today. I use one myself. If you’d like to subscribe to my e-
mail newsletter, just go to www.TheNewsletterGuru.com and enter 
your name and e-mail in the yellow box at the top right. 

Occasionally I even step up my e-mail marketing for a 
specific reason. Some weeks I send e-mails almost every day. For 
example, I send more frequent e-mails if I have two or three 
different promotions taking place within a close time frame. This is 
another key decision you will need to make—the frequency of 
your e-mail contact with your customers or clients. 

Be aware: Every single time you send out an e-mail, even if 
it’s an e-zine that people subscribe to, some people will 
unsubscribe. That’s just fine with me and it should be fine with 
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you. It shouldn’t ruffle any feathers at all. Here’s why. Those are 
the people who are more than likely not your target customer. 
Those people who don’t want to hear from you, or who think “oy! 
I’ve heard from you too much” are probably not going to buy from 
you anyway. So this is another key—you need to decide how 
you’re going to react to this response. 

I look at that two ways. One, if you’re ever in sales and you 
read any of the sales training books from the gurus, they say that 
every time you get to a no you’re one step closer to a yes. That’s 
one good way to look at it. The other way to look at it is that the 
people who unsubscribe are self-cleansing your list. 

My subscriber list does not go up and down dramatically. 
I’m constantly gaining new people, and whenever I launch an e-
mail some people unsubscribe. An e-mail newsletter subscriber list 
may grow a little every week, but unless you actively market or do 
Google Ad-Words, don’t expect it to grow a great deal. 

There’s a term that some of the high-end e-mail Internet 
marketers say: Don’t be an Internet wimp. 

If you want to get seen and make a difference in your 
bottom line, you’ve got to be bold and you’ve got to be in contact 
with people. Again, some people will find it a little too much and 
they may unsubscribe, and that’s okay. You’re cleansing your list, 
and those who remain are your target customer. 

E-mail newsletters can deliver great value, as long as you 
don’t expect them to do what a print newsletter can do. I 
recommend that you use both, get the benefits of both, and use 
them both to build your profits. 

B���������������'A������
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Here’s how to use e-mail and print together for maximum 

benefit.
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Every month, your print newsletter will reach your 
customers and prospects. If you sell to businesses, you can direct 
the newsletter to key decision makers. 

If your print newsletter is informative, fun, and easy to 
read, people will look forward to it. They will read it and pass it on 
or copy articles to send to others. Those pass-alongs will become a 
source of referral business. If you also do an e-mail newsletter, be 
sure to promote it in your print newsletter. 

If it fits your strategy and doesn’t take up too much staff 
time, supplement your monthly print newsletter with a short e-mail 
newsletter to alert readers to informative articles that are in the 
print newsletter or on your Web site. Tell them how they can get 
the print newsletter if they don’t already subscribe. 

Send out your print newsletter monthly. Send out your e-
zine twice a month. (Note: Many e-mail marketers have tested 
sending e-mails on different days and have determined that the best 
day to send an e-zine is either Tuesday or Thursday.) 

Perhaps stage it so that your print newsletter hits one week 
and the e-zine the next week, a week off, and then your e-zine, 
then your print newsletter. This way you’re communicating with 
your customers at multiple times and in different ways, 
maintaining that top-of-mind awareness. 

�������	�
�� List the ways that your newsletter will improve other 
aspects of your marketing. Then, list ways that other marketing 
efforts can also promote your newsletter. 
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When you’ve planned your basic newsletter program, 
designed your newsletter, and created the copy for your first issue, 
you still have choices to make. You have to decide how you’re 
going to produce the newsletter and distribute it. 

�
������������
Local printers produce many small business newsletters. 

They can work well if you shop for price and if you hold the local 
printer to good design standards. 

To make sure that will work for you, ask for references 
from local businesses for which the printer has done a newsletter. 
Then talk to the references. Discover what they think of the 
printer’s quality and price. Ask how easy the printer is to work 
with and whether the printer delivers as promised. 

� ������$���������
There are specialty printers that do newsletters as their 

main business. They produce good quality at a good price if you 
have a large enough quantity. 

That’s the catch. Most newsletter and catalog sheet 
specialty printers don’t start being cost effective until you get into 
large quantities. Not only that, many have set-up prices and short-
run charges that can suck your budget dry. Be sure to ask about all 
charges at every level of quantity, and get everything in writing. 
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There’s one more thing. In the Digital Age, many of these 
companies do their printing somewhere other than the United 
States or Canada. Find out where the printing is actually done. 
Then ask two more important questions. 

Ask: “Who decides if my print job is acceptable?” The 
answer you want is that you decide. Get this in writing. Be clear 
that an acceptable job is acceptable print quality delivered on time. 

Ask: “Who do I call about making good on a bad job, and 
what happens then?” The answer you want is that you call a local 
person who is responsible for making things right and that if they 
can’t do that, you get a refund. Get this in writing too. 

 

No Hassle Newsletters (www.TheNewsletterGuru.com
/solutions) came about because of my success as “The Newsletter 
Guru.” Here’s the story. 

My first company, Dynamic Communication, was growing 
fast. My clients were happy with what I was able to do for them, 
and I was having fun. 

The problem was that to keep growing in the way I was, I’d 
have to hire employees and I didn’t want to do that. I’d already 
been a boss, and I wanted to spend my time dealing with 
newsletters and clients, not being the boss of several employees. 

I was also worried about quality. I was proud of the way 
my clients thought about me and my service. I knew that if I hired 
someone it would be hard to find a person with the talent and work 
ethic to treat my customers the way I wanted to treat them. It 

 Printing and mailing your 
newsletter is as easy as 1-2-3 with The Newsletter 
Guru’s Concierge Print and Mail on Demand Service 
(www.TheNewsletterGuru.com/concierge). Get a 
quote today! 
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dawned on me that a computer could do a more consistent job than 
many employees would choose to do. 

So after my friend and printing rep, Bobby Deraco 
(www.synapseprint.com), introduced me to a revolutionary print 
system, I spent nearly a year developing the technology and 
process that would become my second business, No Hassle 
Newsletters. Using my proprietary Web-based design and order 
system, customers nationwide (now internationally) can
personalize, customize, and mail high-quality print newsletters to 
their customers at very low cost. 

I created No Hassle Newsletters with small- to medium-
sized businesses in mind, but it is also a great resource for start-ups 
that typically cannot afford a professional writer/designer and 
don’t need to print and mail large quantities. In fact, the minimum 
quantity is only one hundred pieces. Here’s how it works. 

You select the newsletter template that works best for you. 
I’ve developed some that are industry-specific and have more of 
those in development. 
 There are also two non-industry-specific templates. One is 
for businesses that sell to businesses (B2B). The other is for 
businesses that sell to consumers (B2C). 

The following pictures are of my two-page In Touch 
newsletter. Each done-for-you issue can be customized with your 
contact information, monthly personal message, company logo or 
your picture, and there is even room for your monthly special 
offer.
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After you place your order, my No Hassle Newsletter team 
takes over. We produce your newsletter and either mail it for you, 
or send the newsletters to you for mailing. You can also order 
additional copies for handout, and we will ship the extra 
newsletters to your office. 

There’s nothing else like it in the world. You get a 
professional quality newsletter that you can add your own content 
to for a price you can’t match elsewhere. In fact, with No Hassle 
Newsletters, you can customize, print, and mail a newsletter for 
about a buck a piece—postage included! My unique selling 
proposition (USP) is that “No Hassle Newsletters puts a fence 
around your herd in less than 13 minutes.” 

��������
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For those who have small customer lists, there are mailing 

list companies out there to assist you, such as Info USA. But I will 
also tell you that I do that on a regular business through my 
corporate business, my first company, Dynamic Communication. I 
do that for several companies, and I work with one of the largest 
print brokers. And because I’ve been doing this for years I can help 
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you structure your mailing list. I’ll actually walk you through a 
process where we will identify who your target customer is. 

Here’s a couple of different ways we can do that. In an 
interview we figure out who your target customer is—male or 
female, the average age, where they predominantly live or work, 
their average income, do they have kids, do they own a home, 
what’s the value of the home, maybe sometimes what’s their credit 
rating. Once we know everything about your perfect target 
customer/prospect, then I go to my list services, give them all these 
categories, and they come back with a list of clients in the 
geographic area that you specify. 

There are different prices depending on whether you’re 
getting a residential list or whether you’re getting a business to 
business list. But I can tell you it’s very reasonable. If you are a 
customer of mine in any business, whether it’s No Hassle 
Newsletters, Success Advantage, or one of my Dynamic clients, I 
basically don’t mark this up from what I pay for the list because 
you’re a client of mine. Obviously we have a relationship, so it’s a 
service I do. 

The good news is, once you rent the mailing list you can 
use it multiple times. You can rent the list once, or you can mail 
the people time and time again. If you have any questions about it, 
shoot me an e-mail. I’ve got answers. 

If another mailing list solution worked better, I’d tell you 
plainly. Or I’d invent it. 

I recently interviewed a print and mail expert on my 
monthly coaching call and he shared some good tips. To listen to 
an excerpt of this call go to www.TheNewsletterGuru.com
/freebookbonuses.
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There are two basic ways to distribute your newsletter via 

the U.S. Postal service. First-Class Mail is the easiest and the most 
expensive.

First Class is the easiest because all you need to do is stamp 
your addressed newsletter and send it out. If you’ve got the address 
wrong, the Postal Service will forward the mail. If you ask for an 
address correction, they will tell you the new address and charge 
you.

What used to be called Bulk Mail is now, officially, 
Standard Mail. It’s a way to get a lower postage rate by doing 
some of the Postal Service’s work for them. To use Standard Mail, 
your pieces must be essentially identical, without any personal 
information except the address. 

The work that the Postal Service wants you to do is sorting. 
That sounds easy until you look at the regulations. There are also 
other regulations and a permit that you’ll need in order to get the 
Standard Mail rate. 

You should do your own analysis, but most small 
businesses find that using First-Class postage is a very small cost 
differential on their relatively small mailing lists. It’s worth the 
cost differential to most of them to reap the benefits of ease of 
mailing and forwarding of misaddressed pieces. 



��� ����'����"�
:
�&�������
�����	�
��
!���
����>

����������������
�������
You have several tasks to complete if you want to have an 

effective newsletter that you can mail monthly to customers and 
prospects, one that helps you improve your profits. Here’s a quick 
list.

� Create a professional newsletter design that you will use for 
all your newsletters 

� Plan each individual newsletter, write the copy, and take 
the pictures 

� Lay out the individual newsletter 
� Check for quality 
� Have the newsletter printed and mailed 

This works if you have the skills, time, and resources to do 
a professional job at every task. 

One of the downsides of creating a newsletter entirely by 
yourself is that each month you are responsible for 100 percent of 
the content and production. Trust me, having done this for many 
years, it is not a fun position to be in. One of the pitfalls of this 
predicament is when you don’t know what to say, you are tempted 
to fill your newsletter with articles about you—company 
information and awards. Stuff that your readers don’t care about 
and that doesn’t add value to the relationship you are trying to 
build with your customers. Don’t do this! 
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Yep, another shameless plug coming. Newsletters are what 

I do and what I do well. 
As discussed earlier in this book, one of my most 

successful products is Success Advantage. Subscribers live 
throughout the United States, Canada, England, Australia, and The 
Netherlands. Every month I provide Success Advantage 
subscribers with two ready-to-use newsletter templates in MS 
Word, so they are quick and easy to edit. Subscribers also receive 
the twenty-one-page Success Advantage newsletter that is filled 
with a wide variety of content that customers love to read, and 
subscribers are free to copy and paste these articles into their 
newsletter. I also provide a ready-to-use e-zine template, and a 
monthly group coaching call! 

Each monthly issue of Success Advantage begins with tips 
on how to make your newsletter better and easier to produce, and 
the remaining pages are filled with an incredible assortment of 
articles, handpicked by me. Let me share with you some of the 
categories that you’ll find in each issue: 

� Calendar items 
� Work Tips 
� The Work/Life Balance 
� Healthy Living 
� Management Tips 
� Making Work Easier 
� Vacation Tips 
� Increase Your Tech IQ 
� Learning
� Financial
� Humor
� Puzzles
� Graphics
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I guarantee there is something for everyone in every issue! 
Every month, about thirty days prior to the issue date (i.e., you will 
get content for your June newsletter at the beginning of May), you 
will receive your Success Advantage newsletter in the mail and via 
e-mail as a Word document. My unique selling proposition (USP) 
for Success Advantage is that every month “When subscribers start 
to produce their newsletter they are at least 90% finished!” To 
learn more, go to www.TheNewsletterGuru.com/solutions.

!���
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Outsourcing parts is how many small businesses get their 

newsletter out. For example, many hire a graphic designer for the 
basic newsletter design, and then handle copy and layout 
themselves. A small number seek professional help with the layout 
or writing of the newsletter. 

The danger of this method is that the amount of work 
necessary to get the different tasks done and to coordinate them all 
may keep you from getting a quality newsletter out every month. 
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There are companies who will take on the entire task for 

you. They are often expensive. 
There’s another danger too. Many of them produce a 

standard newsletter for a specific industry, such as accountants. 
Every accountant who subscribes to their service has the same 
newsletter sent to his clients with exactly the same copy and 
illustrations. The only difference is the contact box on the back 
page. These “canned” newsletters can do more harm than good, 
leaving an impression that your company simply took the easy 
road and that you’re just like everyone else. 
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“How do you outsource printing and mailing? Who on 

earth does that?” you ask? Well, I created my Concierge Print and 
Mail on Demand Service to make it quick and easy for my 
customers and clients to get their monthly newsletters out the door 
and into their customer’s hands. The order process takes less than 
five minutes, and the minimum quantity is only one hundred 
pieces. Because of my total volume, even the prices for small 
orders are exceptional! Once we receive your newsletter and 
mailing list, my production staff will then get your newsletters 
printed and mailed for you. It’s that simple! You can check out this 
amazing service at www.TheNewsletterGuru.com/concierge.
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The coffeepot has worked its magic. Whether real or 
imagined, the aroma of fresh, steaming French roast has lured you 
out of bed and is reeling you, step by step, toward the kitchen, 
toward the cupboard where your favorite barrel-sized mug is 
waiting. You’re officially awake. From now until the cows come 
home, it’s time to use your mindset to advance your business. 

This chapter will briefly depart from newsletter how-to in 
order to provide you with a bonus: entrepreneurial general business 
wisdom, which I have learned through the years and now pass 
along to you so that you may achieve outstanding business success. 

“How do I use mindset to advance 
my business?” you ask? Begin by asking 
questions in your mind. When you ask 
yourself questions, your subconscious mind 
starts to figure out answers, and the gears 
start clicking, feeding you thoughts and 
ideas. What you focus on consciously 
directs your thoughts subconsciously. It 
helps you develop a more positive mindset, 
and your “impossible” goals become 
possible.

I believe it is vitally important to 
continuously invest in your education. One 

way that I do that is I read three to five books per month. Among 
the books in my library you’ll find classics such as ��	�������
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�  and ��!
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�, and a great book by Lee 
Milteer, ��

����	�����9��	���4��.

Several of the business building philosophies and strategies 
that I have learned and use regularly were recently featured all 
together in Lee’s “Smart Thinking” newsletter, and it inspired me 
to share them with you. 

*�
' Focus on things that will help you to create wealth. 
Ask yourself, “What am I going to do to move my business 
forward? How am I going to add ten new clients this month?” 
Then continue on with your day and let your subconscious do its 
thing. When ideas hit, write them down. See which ones work for 
you, then run with them. 

�#�' This is on the flip side of the coin. You need to avoid 
negativity. There’s so much negativity out there that you need to 
focus on what you want to create. Don’t focus on what you don’t 
want to create, such as, “What happens if I lose this client?” Shift 
your mindset. Be proactive in exposing yourself to good 
information and to things that inspire and uplift. 

As I said, I read a lot. I read countless books about the 
success of people such as Donald Trump, and I love Dan Kennedy 
books. As of this publication, I’m reading a book by Howard 
Schultz on how he built Starbucks. It’s inspiring. When I read 
things like that I feel inspired, and ideas start floating into my head 
about what I can do with my business. 

Reading positive books and articles instead of reading all 
the lousy, negative stuff that you find in the newspapers and on 
various Web sites helps to create a place in your mind where 
beneficial ideas begin to spark. 

The other part of that, which is sometimes not easy, is you 
need to eliminate negative people from your life. If you hang out 
with people who are doom and gloom, woe is me, this is horrible, 
what are we going to do? that is a drain on your positive mental 
attitude. You need to spend less time with folks like that. 
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' Have integrity with yourself. To create wealth you 
must have integrity with yourself. Be on guard against being 
manipulated by emotion, fear, and drama. If you schedule time to 
exercise, to complete your newsletter article, or to be creative and 
think of ways you’re going to grow your business, then keep that 
appointment with yourself just like you would keep an 
appointment with an important client. 

6���' Be creative. Acknowledge that people are still 
spending a lot of money on things they want and on things they 
need. If you’re going to grow in whatever field you’re in, you need 
to find creative ways to get to those people. Not everybody is 
sticking their head in the sand and hunkering down. There are 
people out there spending money. Use creative ways to reach those 
people.

6�!
' Some folks—and this one took me time to get under 
wraps—need the mindset to have the courage to act. Wealth 
rewards no wimps. If you’re a wimp about having the courage to 
take action, implement, and stick your neck out there and take a 
risk, neither you nor your business will progress. 

You must have the courage to act on your ideas and defy 
conventional wisdom, because conventional wisdom now tells a lot 
of people, “Just hunker down. Don’t do anything now. Hoard your 
cash. Wait for the smoke to clear.” More millionaires are created in 
tough times than any other time. Check history and you’ll see 
that’s true. If you feel you’ve got a good product or a good service, 
have courage to go out there and make it happen. 

	�1' Have gratitude. Gratitude is ��� something I lack. I had 
cancer. Quite frankly, I’m grateful to be alive. Develop the mindset 
of gratitude, because sometimes you have the opportunity to stare 
the alternative in the eye. 

My outlook is very different now. Few things even get me 
upset. I’m grateful, as you can imagine, for every day that I have to 
face down whatever challenges come. Gratitude enables you to 
have a positive mindset where you feel like you can take on 
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anything because you’re grateful for it. You can even be grateful 
for the challenges. This mind shift is huge, and when you have an 
attitude of gratitude, good things are going to happen. 

	
!
�' Follow up on promises. One of the biggest wealth 
attractants is simply saying what you will do and doing what you 
say. Ask yourself if there are any areas in your life or your 
business where you’re not following up on promises. One of the 
things that I do, both in my personal life and especially in my 
business life, is if I say I’m going to do something I do it. If I say 
I’m going to deliver something, I always work to over-deliver. 

Under-promise and over-deliver is a good strategy as long 
as your under-promise meets your customers’ basic expectations. 
Then, when you over-deliver, you stand out from the competition. 
Do what you’re supposed to do. Do it when you say you will. No 
surprises. That’s a very simple way to seriously stand out. 

��&��' Be knowledgeable. You need to be knowledgeable 
about how and why money moves in our economy. Money moves 
for value. If you have followed me for any period of time, even 
just the Success Advantage program, you know that since it 
started, I have consistently found ways to add more and more value 
to the program. 

Money moves for value. Have your conscious mind ask 
your subconscious the question, “How can I provide more value to 
my customers?” Then go on with your day. What you’ll find is that 
your subconscious mind starts dripping ideas into your head. 
You’ll start thinking up possibilities. (Whenever you can, ask 
yourself mindset questions out loud.) Be knowledgeable. Find a 
mentor. Read. Overcome challenges, find solutions, and gain a 
winning mindset. 

%��
' Deal with discomfort. Sometimes we have 
discomfort. We have frustration. We deal with fears—the fear of 
failure, fear of success. You need to be able to deal with those 
discomforts.
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Fear holds many people back from achieving. You’ve got 
to tackle it. Nothing is better for conquering fear than taking 
action. Just keep taking the little steps, one at a time. Eventually 
you will get to where you want to be. 

�
�' Embrace your leadership role. Let’s face it, people 
look to you for guidance. You’re the head of your company, the 
authority, the guru, the problem-solver. People, especially in this 
economy, do get worried. They look to others for leadership and 
guidance. They look to others for wisdom and confidence. This is a 
very, very good reason for sending out a monthly newsletter—you 
keep promoting yourself as the go-to resource in your industry. 

Keep in mind at least 90 percent of the world are followers 
and as much as 10 percent of the world are leaders. Choose to be a 
leader. Wake up every day and ask yourself, “What am I doing to 
behave like a leader?” 

To wrap it up, if you can change your negative attitudes 
and behaviors and adapt a mindset and strategies that set yourself 
apart, if you can wake up every day and embrace the challenges, if 
you are grateful for what you have, avoid the negativity, and 
surround yourself with positive people, if you take action and 
implement on multiple fronts, then you and your business will 
have an awesome ride. 
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I began this book by talking about building your fence. I’m 
going to end in the same place. 

What I’m going to tell you now should shake you to your 
core: If you’re not in frequent contact with your customers, clients, 
and prospects—and by that I mean monthly contact, at a 
minimum—chances are very high that they will forget about you. 
According to statistics compiled by the Direct Marketing 
Association, customers lose 10 percent of their value each month if 
you do not keep in contact with them. 

That means if you haven’t done anything to keep in touch 
with prospects and customers, ��
 $������&
������������ �������
���
������� 
��' If that doesn’t shake you to your core, nothing will. 

Let me offer an example that I use all the time with realtors 
and mortgage brokers. Several years ago I refinanced my home 
and was actually blown away with the level and quality of service 
that I received. I was so thrilled that I immediately referred this 
company to a few friends. 

But as the weeks and months went past, I actually forgot 
both the name of the company and the rep that helped me! I could 
drive to his office even now, but I cannot tell you his name or the 
name of the company! This happens every day to thousands of 
companies. Don’t let it happen to yours. 

If you’ve read through this book, you now know why 
newsletters are such powerful marketing tools. You know that 
using a print newsletter to reach your customers and prospects 
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every month is the most valuable and cost-effective marketing tool 
there is. And you know how to create and distribute a newsletter 
that gets results. 

I remember the following sentence from an interview call. I 
cannot remember if I said it or heard it, so I won’t take credit for 
it—but I think it accurately describes why properly published 
newsletters work so well. So this will be my final “nugget” for this 
book.

First, a quick review. In this book I’ve now shared with you 
the reasons why a monthly customer newsletter works so well and 
the magic it can do for your business, no matter what business 
you’re in. 

I’ve provided irrefutable proof that a newsletter can sell 
anything from a $20 pair of bicycle shorts to a high-dollar business 
investment. I’ve also shared with you my secrets to producing a 
newsletter that gets results. 

So the question is, “Why publish a monthly newsletter?” If 
nothing I have written so far makes any sense, let me give you a 
little straight talk. 

Not long ago I was a guest expert on a national tele-
seminar. The host asked me this very question. I should tell you 
that I’m interviewed on a regular basis and I was fully prepared to 
give my usual answer supported with statistics and evidence, much 
like you’ve read in this book. However, on this occasion I chose to 
answer the question somewhat differently. It may have been at the 

 Great newsletters are sales 
letters in disguise! 
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end of a long day, or perhaps I had answered this question so many 
times before, I simply wanted to give a different answer. After I 
said it, I liked the way it sounded. So if nothing else you read about 
in this book has resonated with you so far, this answer is for you. 

“Why publish a monthly newsletter?” ��������	����	���	
�����	�����	��	����  Just like changing the oil in your car every 
three thousand miles. It’s the right thing to do. When you change 
the oil in your car, you don’t see or feel any immediate 
gratification—you do it because it will make your car last longer 
and serve you better. It’s like that with a newsletter. You publish a 
newsletter every month because it’s the right thing to do for your 
business. Most of the time you won’t see any immediate 
gratification. Customers may not mention that they like your 
newsletter, and you may not hear your cash register ring more 
often immediately after mailing it. But it is the right thing to do for 
your business. 

Here’s what I know about newsletter marketing from 
almost thirty years of experience. The companies that publish a 
monthly newsletter, month in and month out like clockwork, will 
have stronger, longer lasting relationships with their customers and 
clients. And, as history has shown, they will have more repeat and 
referral business. Publishing a monthly customer newsletter is 
simply the right thing to do. 

So there you have it—I can’t say it any more clearly! I’m 
truly happy to share what I’ve learned about what I constantly refer 
to as the magic of newsletter marketing. 

Now it’s up to you. Only you can take action to get and 
keep more customers now. Only you can take action to build 
healthier, stronger relationships with your customers, clients, and 
prospects and boost your profits by doing more repeat and referral 
business. Now go do it! 

I wish you much newsletter marketing success! 
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 How many times have you been in the position of needing 
a -���������
��  way to get some timely information to your 
customers, but your regular newsletter was still two weeks away? 
And how often have you wanted to -����� �������
�����
�����
���
�, but didn’t want to wait to promote it in your regular print 
newsletter?
 You are no doubt also aware that large, full-color postcards 
have become a highly popular marketing tool—so popular, in fact, 
that they’re now very commonplace. Well, I am now combining 
the best time-tested advantages of a monthly print newsletter with 
the excitement and appeal of a 6” x 9” full-color postcard! 

To learn more visit www.TheNewsletterGuru.com
/solutions.
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Internet marketers, do remember how excited you were 
when you developed your first online product and made your first 
sale? Do you also remember discovering affiliate marketing and 
how it was supposed to supercharge your sales? What a 
disappointment!
 Well, I studied this problem and have developed an 
incredible new marketing strategy—Internet marketers have told 
me that I have broken the code! And now I am making my Super 
Affiliate Page program available to you. This is just what you need 
to boost your affiliate sales! 
 Learn more about this powerful strategy by visiting 
www.TheNewsletterGuru.com/solutions.
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Do you struggle to find content (or to find the 
time to write content) for your newsletter? 

Does this prevent you publishing every issue on 
time? Has this “blank page syndrome” even 
prevented you from writing your first 
newsletter?!

If you answered yes to any of these questions, 
	���
�����!����&
 was created just for you!

Imagine every month getting at least 73���&
�����
&�
���8������
�2��!��&9�����
��  that you are 
free to use in your newsletter! Now imagine that 
you get �#��8�
�� 2��2��
9��
#��
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� in MS Word that are quick and easy to 
edit, plus an e-zine template and an audio lesson! 

Sign up for 	���
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  today and after 
you do send an e-mail to 
guru@TheNewsletterGuru.com telling me that 
you subscribed and bought this book, and I’ll 
send you a �
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www.CopyDoodles.com

www.SuperAffiliatePages.com

www.TheWebsiteSurgeon.com

www.SynapsePrint.com

www.SirSpeedyScottsdale.com

www.VisionDay.com

www.DanKennedy.com

www.UltimateResponseBoosters.com

For a complete list of the vendors and programs that 
I have used to build my businesses, please visit: 
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To help inspire you with your newsletter design, I’m going 
to share with you more than thirty of my newsletter designs. Many 
of these newsletters were designed in color. To see a color image, 
go to www.TheNewsletterGuru.com/freebookbonuses and down-
load the PDF files. 
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 On my Success Advantage (www.TheNewsletterGuru.com
/solutions) coaching call for December 2008, I spent much of the 
time answering several subscribers’ questions. Many of these 
questions and answers have been worked into the book’s chapters. 
Here is some other great stuff that I didn’t quite squeeze in. Since 
the following pages are a transcript of the rest of that call, please 
be aware that it is unedited. 
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Jim Palmer is an entrepreneur, author, speaker, and 
consultant. He has been called the entrepreneur’s entrepreneur. Jim 
is the founder and president of Custom Newsletters, Inc. and is 
known internationally as The Newsletter Guru. For many 
entrepreneurs and business owners, he is the go-to resource for 
smart, effective strategies that maximize the profitability of 
customer relationships. 

His companies and solutions include Dynamic 
Communication, No Hassle Newsletters, Success Advantage, 
NewsletterPostcards.com, The Newsletter Guru’s Concierge Print 
and Mail on Demand Service, and Super Affiliate Pages. 

Jim has been writing and designing newsletters for nearly 
thirty years for clients in just about every industry. 

Several years ago, one of his clients was so over-the-top 
happy with his newsletter and the results that he telephoned Jim 
and said, “Jim, you are truly a newsletter guru!” Jim took it as a 
great compliment and has been using it in his marketing ever since. 

Jim is a cancer survivor, has been married for twenty-nine 
years, and has four grown children. He lives in Chester County, 
Pennsylvania with his wife, Stephanie, and their cat, Linus. Jim 
and Stephanie love to kayak, travel, and spend time with their 
family.

For more resources and information on Jim, his blog, and 
his companies, visit ###'��
%
#��
��
�5���'���.










