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K
irstie Bennett can’t help 
herself. 

When it comes to her 
award-winning e-news-
letter, Bennett contin-
ues to adjust her effec-
tive marketing tool with 
enhanced graphics and 
offers for her subscriber 

base of more than 3,700 followers. 
“I began the newsletter eight years ago 

as a one-person monthly project with 
very simple goals, namely to keep our 
name in front of the customers’ mind 
and to bring in sales with occasional cou-
pons,” says Bennett, owner of The Fram-
er’s Workshop, Berkeley, Calif. “(Al-
though the e-newsletter) creation is now 
easier because I can write quickly and I 
have help with graphics when I want it, 
it is more difficult as it has become more 
complex. 
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“I hold myself to much 
higher standards with 
regard to graphics, and 
creating those graphics 
takes more time. Even in 
the last year, the graphics 
have become more of an 
integral part of newsletter 
planning.” 

If Bennett’s name is fa-
miliar to you, your mind is 
not playing a trick on you. This is the sec-
ond consecutive year that her store has 
taken home the Best e-Newsletter award 
in DECOR’s Top Art & Framing Retail-
ers Awards.

“The newsletter is the key element to 
our marketing strategy and e-strategy,” 
Bennett says. “Where else could I be al-
most guaranteed that between 700 to 900 
people will open and read monthly com-
munication from our shop at a minimal 
cost to the business? I think our results 
are phenomenal. The newsletter also ties 
directly in to our website as I link back 
to various parts of the site to expand and 

enhance newsletter content.”
In fact, with the nation’s fragile eco-

nomic climate of the past two years, Ben-
nett says the e-newsletter continues to 
help the store’s bottom line.

“The newsletters are still generating 
significant revenue, often as much as 10 
percent of our volume, but the coupon re-
demption rate varies with the economy,” 
Bennett says. “This year as our sales are 
recovering, so are our newsletter cou-
pon results. Also, some specials generate 
more results than others and redemption 
rates vary with the time of year.”

Bennett aims to create an eye-catching 

design that maintains consistent brand-
ing but also presents a fresh and colorful 
look every month. With knowledge of 
Adobe Photoshop and her use of design 
templates from Constant Contact (an 
e-mail marketing service), Bennett cre-
ates e-newsletters with photographs of 
projects and hyperlinks to various pages 
on her store’s website. She receives com-
pliments from customers for the colorful 
and content-rich newsletter.  

As of this fall, Bennett’s subscriber base 
reached 3,752, an increase of more than 
200 people from the same time last year. 
The net monthly growth rate in that 12-
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month span is 17. 
“For example, in August, we added 32 

contacts by in-store sign-up and 14 di-
rectly from the website,” she says. “We 
also deleted 39 non-existent addresses 
as people often change e-mail provid-
ers or move without remembering ser-
vices they are subscribed to. Newsletter 
growth is always three steps forward, two 
steps back.

“As a newsletter matures, and more 
and more of one’s active customer base 
become subscribers, the growth gener-
ally slows down. We have also been con-
scientiously deleting bounced e-mail 

addresses.”
With eight years’ experience with a 

store e-newsletter, Bennett continues to 
learn more nuances about the pros and 
cons of this type of marketing vehicle. 
One of the biggest lessons: stick to a 
schedule.

“I am not a last-minute person. I get 
anxious when I have to complete dead-
lines at the last minute, so I stay on sched-
ule and begin each newsletter at least two 
weeks before it will go out.” Bennett says. 
“When I had knee replacement in 2008, 
I created three months of newsletters in 
advance and scheduled them to send on 
time so that I did not have to think about 
deadlines. 

“But I have also learned not to stress 
over it too much. With one or two pho-
tos and a bit of text, I know I can create a 
newsletter that will generate business. It 
does not have to be a masterpiece. Hav-
ing said that, I still believe that a well-
produced, quality newsletter that my 
customers anticipate deserves the hours 
that I put into it each month.”

Bennett advises fellow retailers who 
are looking to add or revamp their e-
newsletters to use a bulk e-mail provider 
like Constant Contact. 

“Only add opt-in subscribers and never 
spam. Keep your text short and include 
photos. Learn to use a photo editing pro-
gram like Photoshop so that your photos 
are professional looking,” Bennett says. 
“We are in the design business, and your 
newsletter and web presentation should 
reflect your design talents. 

“Also, be reliable in your delivery 
schedule. Keep it clean and professional. 
Include an element of surprise—we do 
that with varying graphics—and don’t 
make it too long. That last lesson is one 
I have yet to learn. I always start with just 
two or three ideas and then something 
like winning a DECOR award crops up, 

and I just have to include it.”
Looking ahead, Bennett would like to 

start a regular preservation framing sec-
tion to explain “in more detail what goes 
on behind the scenes in the fitting room.” 
Other ideas under consideration include 
a how-to section featuring short instruc-
tions on care and installation of framed 
and unframed artwork. 

“I always have more ideas than I have 
space (in the e-newsletter),” she says. 

Rest assured that Bennett’s e-newslet-
ter will continue to thrive. 

—Gabriel Kiley
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Bennett works weeks 

in advance on her 

e-newsletters, which 

feature an array of graphics, 

photographs, links to her 

website, and coupons.

Bennett uses the e-newsletter to promote 

the store’s jersey shadowbox services. 

“(Your e-newsletter) does not 
have to be perfect. Just gather 
your subscribers and start 
small. Your newsletter ideas and 
subscriber base will grow.”

 –Kirstie Bennett
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