
An e-newsletter can present new products
and services, show samples of your
work, announce sales and events, send

discount coupons, and drive customers to your
website. Here's how to get started.

One of the most effec-
tive marketing strategies a
frame shop owner can
employ is the creation of
an electronic newsletter
program. Sending a regular
e-newsletter is a powerful
way to increase business
from current customers
and gain new ones. Send-
ing a regular e-newsletter

can increase your sales by keeping your shop in
front of your reader's minds on a regular basis. 

An e-newsletter can increase sales by intro-
ducing customers to new products and services
and by sharing examples of work you have done. It
can be used to announce sales and events at the
shop, thereby bringing in more customers and
potential sales. If you use a coupon discount pro-
gram as part of your newsletter it can also bring you
increased sales on a regular basis. 

Most importantly, a regular newsletter will drive
customer traffic to your website, the hub of your
electronic marketing program. Your website is your
always-available online brochure, your almost-free
advertising vehicle that can level the playing field
between you and your competition. Your website is
the one place where you can showcase your talents
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without expensive space and design constraints.
Done well, your website is your key advertising
vehicle. 

Why E-newsletters Are Different
An e-newsletter is different from your website, your
social networking, or your blog site because to view
those sites your reader must go to the site in ques-
tion and actively search you out. An e-newsletter
comes to the reader in his mailbox, and if he has
subscribed to your newsletter and you have given
him a compelling reason to open it, chances are he
will not only open your message, but he will also
click through to your website. Once there, he will

“Sending a regular
e-newsletter is a
powerful way to

increase business
from current 

customers and
gain new ones.”

Photo 1: A dedicated sign-up page on your website that is optimized for search
engines will guarantee more sign-ups.
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find vibrant, colorful, and interesting
content that will convince him that
yours is the frame shop of choice. 

Developing Your List
The best e-newsletter programs are
geared towards present and future
customers who have signed up for
your mailings. These opt-in readers
want to receive your newsletter. There
are several ways to develop a permis-
sion-based e-mail list. Starting small is
often the best way to go. As word
travels, your list will grow. If you
mention your newsletter to every cus-
tomer in your shop, you should be
able to sign up a good proportion of
those customers if you offer them a
reason to receive it. Our newsletters
include a coupon program that is
exclusive to our subscribers.
Others might use other such
benefits as frequent framer
rewards or private sale
announcements. 

How should you ask cus-
tomers to sign up for your
newsletter? After an order is
written and as we are entering
the customer's data, including
the e-mail address in our point-
of-sale system, we simply say,
“Do you receive our monthly
newsletter and coupon?” If the
customer answers with interest, we
say, “I'll add your e-mail to our
coupon database. You'll get one
coupon in our monthly newsletter on
the first of each month in your e-mail
box, and we keep your information
private.” If you don't have a POS sys-
tem, it is still easy to create a sign-up
form (Photo 1). 

At this point 99 percent of cus-
tomers agree. If they refuse, we simply
add the word “declined” next to the
e-mail address so we don't mistakenly

Photo 2: A newletter archive web page, with links to examples of
previous e-newsletters, will encourage visitors to sign up
because they will know what to expect.

ask them again. We started our e-mail
program over 10 years ago with about
50 people the first month. After that,
the numbers quickly grew. Over time
subscribers sometimes move, change
e-mail addresses, and opt out for vari-
ous reasons, so e-mail lists grow
steadily but lose a few names each
month. We currently have about
4,000 opt-in subscribers on our list.
This number represents the slow but
steady growth of a strong list that has
excellent open and click-through sta-

tistics. 
I also recommend a sign-up box

on every page of your website and a
dedicated sign-up page on your site
that is optimized with the phrase,
“picture framing coupons, and your
city name” (Photo 2). The more you
work on search engine optimization
on this page, the more web sign-ups
you will have. We also add sign-up
information to our business cards,
brochures, and print advertising. A
Newsletter Archive page on your web-
site will also encourage visitors to sign
up because people are more trusting
when they see examples of what they
will receive (Photo 3).

I do not recommend buying e-
mail lists. Your mail will be seen as
nuisance spam, and it may damage

your business reputation. Con-
stant Contact and other e-mail
marketing services forbid this
practice and have strict rules
regarding the use of spam and
enforcement of best e-mail prac-
tices and privacy policies.

Choosing an E-mail
Marketing Service
It is important to use a reputable
e-mail marketing service from
the beginning. I do not advise
trying to send e-newsletters

without using a dedicated service
because your Internet service provider
(ISP) will not only limit the number
of e-mails you can send at once but
may view your mail as spam. Most
successful e-mail marketing services
have built relationships with major
ISPs so that mail coming from the
marketing service is recognized as
legitimate and is not usually filtered as
spam. You will get much higher deliv-
ery rates because of that. 

When you use an e-mail market-

Photo 3: If you don’t have a POS system, it is still easy to create a sign-up form.
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ing service, you are provided with
list hosting and list management,
such as sign-up box software and an
unsubscribe feature that is now
legally required for bulk e-mail. You
also benefit from professional
“from” and “to” addressing features
rather than trying to use a blind car-
bon copy, or worse, exposing your
entire list of addresses to everyone
on your list. Your e-mail will be
addressed to one recipient only, and
the return address will be yours. E-
mail marketing services also filter
your “bounced” e-mail so that you
can develop a clear plan for dealing
with vacation messages, mailbox full
messages, spam reports, and nonex-
istent addresses. 

A good e-marketing service will
also help you stay on the right side
of e-mail laws and will cost you less
in time spent dealing with spam
messages in your inbox. Many serv-
ices also have a free trial period. For
our list of 4,000, we pay $50 per
month. 

A good service also provides
easy-to-use, professional-looking
templates so that you can spend
your time creatively marketing your
business with well-developed con-
tent instead of worrying about the
details of actually sending the
newsletter (Photo 4). Instead, it will
be formatted, sent exactly when you
want it to be sent, and give you the
added benefit of customer help and
support along with education and
training via the provider's website. 

I use Constant Contact and
have for the last 10 years. One of
the oldest of the current established
services, Constant Contact has a full
array of creative features, service,
and support and has never let us
down. Other good services include
Mail Chimp and Vertical Response.

accounts and developing at least two
sample newsletters with each service.
Then open e-mail accounts with G-
mail, Yahoo, and AOL or MSN. I
would also download a free stand-
alone e-mail client like Outlook or
Eudora. Then create and send your
two trial newsletters through your
two test e-mail marketing services.
Send them to yourself at your vari-
ous e-mail addresses and perhaps to
a few good friends who are willing
to give you feedback. Send the same
newsletter content and use the same
images in each trial newsletter, but
use different e-mail marketing servic-
es to create your content and test
your results. 

These trial runs will provide you
with an easy comparison of features
and will be your starting point for
content when you send your first
newsletters. Compare ease of use,
the number of templates available,
reliability regarding timely delivery,
image hosting if you are not storing
images on your own website, follow-
up statistics provided, and the cost
of each service. Be sure to check
your newsletter on an iPhone and a
Blackberry or similar device if possi-
ble (Photo 5). Once you make your
decision, stick with it and get started
gathering subscribers and working
on your first newsletter. ■

Kirstie Bennett is co-owner of The
Framer's Workshop in Berkeley, CA,
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Best Frame Shop 2008 and 2010 from
the San Francisco Chronicle, Constant
Contact Best Practices Award 2008
and 2009, and Oakland Tribune “Bay
Area Best” for multiple years. She
holds a B.A. in English and Art History
from U.C.L.A. and is a guest speaker
on framing photography and prints at
Berkeley City College. 

Photo 4: A good e-mail service provides easy-to-use, profes-
sional-looking templates, such as these from Constant Contact,
which offers more than 400 options.

Be sure to check your newsletter on an iPhone, Blackberry, or
similar smart phone.

There are several websites that provide
comparison tables and reviews for the top
e-mail marketing services, including data
on cost, services, e-mail creation tem-
plates and wizards, image storage, techni-
cal support, and e-mail tracking features.
Constant Contact, for example, currently
has 434 templates in 16 categories to
choose from. 

Start by opening a few free trial


