Title: Supercharge Your Presence: Building Your First Email Newsletter
Date & Time: WED, MAR 25, 2020 12:00 PM - 01:00 PM EDT
[Peggy Mihelich] Hello and welcome. I'm Peggy Mihelich associate director of member content here at APA. Today's webinar is titled building your first email newsletter.
This presentation will cover the following topics how to decide if an email newsletter is the right fit for you and what to write about how to choose the right platform for your newsletter and develop a winning design how to grow your subscriber list and maximize your impact and during this time of social distancing is important that more than ever that we are able to stay connected with our audience and make an impact remotely a presenter will discuss strategies for how an email newsletter could help make a positive impact as we respond to the coronavirus pandemic some important points before we get started. 
The views expressed in this presentation are those of the presenter and may not reflect the views or policies of the American Psychological Association. This program does not offer see however, we will email everyone watching live today a certificate of attendance during our time together you will be on mute, but you can communicate to us using the questions box located in the webinar control panel have a question for our presenter type them in using the questions box located in the webinar control panel.
So now for our speaker, Dr. Daniel Wendler is the founder of marketingfortherapists.org, and the author of Clicking with Clients: Online Marketing for Private Practice Therapists. Wendler is a postdoctoral fellow at Deep Eddy Psychotherapy, one of the largest outpatient practices in Austin, Texas. He's an alumni of George Cox University's Graduate School of Clinical Psychology in Newberg, Oregon, Dr. Wendler is excited to share his newsletter insights with you today. Welcome
[Dr. Daniel Wendler] Hello.
I'm very excited to be here. I'm going to turn on my webcam just for a second so that you can see me, you can see that my pandemic haircut is starting to you know, starting to grow out a little bit and then I will turn my camera off so that we can have enough bandwidth at the audio come through but really excited to be here with all of you. So we are going to jump in because we got a lot of content to get through and I also want to make sure that we have time for the Q&A at the end. So our basic roadmap for two.
A Hoops is a sort of going through four different things first. We want to talk through the idea of why bother started in a newsletter to begin with. I mean you guys are tuned in so presumably you have some curiosity about the topic, but my hope is that after we get through that section you'll have a pretty clear sense of the value that a newsletter can bring and you'll feel pretty confident about maybe moving forward with the newsletter for an idea of your own. But even if you decide okay, yes, I get it newsletters are valuable there.
Important then you still have to ask the question of what your newsletter be about and so we're going to talk through how to choose a topic for your newsletter how to find the right content to put your newsletter Etc. Then there's also the question of how do you design a newsletter which mostly comes into how do you choose a platform to launch a newsletter through but also how do you actually make your newsletter? Look good? And then finally, how do you grow an audience?
How do you make sure that your newsletter, you know is able reach more and more people and you can expand your impact over time. So let's jump in if we want to ask the question of why start a newsletter. We first have to address the concern do newsletters still work because there's probably some people that say you definitely shouldn't start a newsletter and here's the reasons why if you're sitting here, you might be thinking well do people still read email newsletters.
Don't those all just get deleted or go to spam and isn't social media the future like I heard that I was supposed to start a Facebook page. You're going to Twitter following like why would I bother with email that seems you know, so 1990s and then won't you just bother people like if you're if your email drops into somebody's inbox aren't they going to just you know be irritated with you or your organization? And you know, these these concerns make sense, but actually when you dig into the data, they are not really born out According to mailchimp.com, which is one of the largest email newsletter providers. And so they have a huge amount.
Data on this sort of thing 21-point 33% of newsletters are open so about one in five newsletters that get sent out the person on the other end opens them and read them which is a doesn't sound like a huge rate, but then you compare that to Facebook and even though we have all of this Buzz about social media being the future. The organic reach on Facebook is just 5.5% And what that means is that when you have a Facebook page for your business or your organization or something like that.
That and then you put a post on that page only five point five percent of your Facebook followers are ever going to are ever going to see that and so if you have a hundred people in your e-mail newsletter a hundred people following you on Facebook, you know, 21 people are going to see your newsletter five. Maybe six people are going to see what you posted on Facebook. Obviously, it's much easier to make an impact with the newsletter and the fact is your organic reach on Facebook and the other platforms is actually shrinking over time.
Reason is because Mark Zuckerberg doesn't get paid. If some if you have a business and you make a free post and people see it for free Facebook and the other social media platforms are trying to push businesses to put advertising dollars into spreading their message. And so it's becoming harder and harder and harder to get your content in front of users on social media without being willing to pay money for ads whereas with email newsletters. You know, you don't have to pay anybody.
You just go straight into the users inbox, but then that still leaves the question of won't you bother people if you know could guarantee that that you could get somebody's attention by you know, following them around with an air horn that still wouldn't be a very effective way of getting your message across because you definitely have their attention, but they would resent you for it. So, how do you make sure that you don't bother people with email marketing? Well, there's this idea called permission marketing and permission marketing is the core idea that makes you know newsletters work and be powerful.
Active it was an idea that was coined by a man named Seth Godin who sort of like a marketing Guru and he says that permission marketing is the privilege not the right of delivering anticipated personal and relevant messages to people who actually want to get them. I read it one more time permission marketing is the privilege not the right of delivery and anticipated personal and relevant messages to people who actually want to get them and that last part is the key.
With permission marketing you are not demanding somebody's attention. You are not jumping in and trying to blast your message at that at a moment where they had asked for that you are giving them something that they are interested in you're giving them something that they've requested.
They have given you permission and exchange you are giving them something of value and if you're able to sort of thread that needle with your e-mail newsletter, then your email newsletter can become really powerful because people will Actually want to receive it the want to read it. But what that requires is for you to write your email newsletter in such a way where it's about the value that it is delivered to the reader not the value that it gives you or your organization, but we'll talk about that a little bit more as we go along. So hopefully we've sort of debunked some of these myths about newsletters and we can kind of move on to this idea of why newsletters are powerful even more so than other marketing methods.
Newsletters provide direct protected access to your audience again, you know organic reach on Facebook and other social media platforms is low. It used to be higher. It used to be that if you had a Facebook page you could reach a ton of different people and then Facebook changed their algorithm and suddenly that traffic went out same thing with other ways of region audience. You might have, you know, a website that are ranked really highly in Google, but then Google changes there.
System or maybe a competitor comes along and they take your spot in rankings and suddenly you lose access to your audience or maybe even you have a partnership with another organization and then that partnership ends and then you know, you can't reach Their audience anymore. There's lots of ways where you might have an audience in the net goes away, but with an email newsletter as long as you carry around your subscriber list and people don't unsubscribe you have protected access to that audience and that's really valuable. You also have the opportunity.
Authority to make a personal connection with your audience. Usually when you write a newsletter you're able to take a tone that's a little bit more of speaking to, you know, the insiders or to like the club because people have sort of chosen to follow you. They're not they're not just somebody who stumbled across your website or just happen to open up your Twitter. There's somebody who has chosen to give you their email address, which is a piece of personal information.
And so you're able to sort of speak to them in a little bit more of a personal insider tone you're able to give them maybe access to behind-the-scenes kinds of end you're also able to take data that you have on them and personalize your message to a degree. Maybe that's as simple as just making sure that their name is included in the email message or maybe you use something called segmentation to send different variants of your newsletter based on different groups. So if you have for instance a newsletter about psychology and you know that some members of your audience are graduate students and some members are psychologists, you might send a somewhat different newsletter to the two groups.
Also, you have the opportunity to build a lasting connection a lot of other contacts that you might have with somebody is sort of like it'll happen once and then it you know, when the person leaves you might never see them again, somebody might visit your website and never come back but with an email newsletter again, as long as somebody doesn't unsubscribe if you can send a newsletter to them now, you can probably send a newsletter to them six months a year in the future and that gives you the opportunity to build a relationship over time build a connection over.
I remember I have you know, somebody that I know that was during the you know, the the covid crisis and what we'll talk a little bit more about responding to covid in the future but during the covid crisis they sent out an email newsletter to their to their followers saying hey, if you can't afford our service due to a layoff we will give you the service for free just let us know and then they had other people respond to that and say hey we want to provide scholarships. We want to pay you.
You some of the money that you're losing because of other people who have been dropping your service and that is because they had built a connection with those people over a period of a year. Plus it really felt like a community. So newsletters have a lot of power. They have a really unique power compared to other ways of marketing and for us a psychologist or psychology students or people who are interested in Psychology newsletters also have a lot of specific value.
I think pretty much all of us have some sort of unique valuable expertise by virtue of all of the time that we spent in school all of the time that we spent in a research lab or with clients or with students. We have a lot of expertise to share and so an email newsletter gives us the opportunity to share that expertise with a wider audience, which is really valuable. Also, if you have some kind of impact that you're trying to make in the world a newsletter allows you to multiply that impact. Maybe you are wanting to help people with ADHD.
And you know, you might be doing that in your clinical work or your research, but with an email newsletter, you might have another thousand people on your email newsletter that you're able to help or you know, you might have an organization that you're able to grow using your email newsletter and multiply the impact of their organization. Also a newsletter provides a really unique way to supercharge your career.
I think that having a email following opens the door to tremendous opportunities because You can sort of command an audience for whatever new project where new thing you are moving into. Let's say you are a therapist and you have a strong email newsletter. If I am the owner of a private practice, I'm looking to hire somebody I might be much more interested to bring you on board because you're going to have this newsletter following that you might be able to use to promote the practice that you've joined or let's say, I want to hire a psychologist to write a book if you have an email newsletter.
The following that's pretty big that I have a guaranteed audience for the book. I know that I'm going to be able to sell some copies guaranteed. And so I might be more willing to take a risk on you. I know that a couple of years ago. I was actually talking to a an agent that I ended up going to the self-publishing directions said but I was talking to a book agent and she said if you have a newsletter that has a hundred thousand people on it. I can get you a book deal with you know, with pump up a penguin with random house with any of the big names if you've got a hundred thousand people.
On your mailing list, they will give you a book. You know, I don't know if that was true or not. I do not have a hundred thousand people on my mailing list and so I wasn't able to take opportunity, you know advantage of that opportunity, but the fact is that there's a lot of doors that open when you have people that are following you so that might be a reason to consider it as well. But you have to ask the question. Well, okay, you know, what should my newsletter be about like?
Yes, Daniel I get it newsletters work newsletters could be effective for psychologists, but I write my name is laravel. Well, there's a lot of different things that a new that a psychologist could write a newsletter about you might want to share ideas or knowledge. You might have an organization that you want to support whether that's a non-profit when it's University by the Vets therapy practice. You might also want to generate an income from your newsletter. Maybe you have some kind of product that you're trying to sell you. You've written a book or you developed an online course. Maybe you want to use affiliate links to sort of send.
Commendations to books or other products and then, you know get get revenue of somebody purchases one, or maybe you just want to build a following. Maybe you're like, I'm not sure what I'm going to use as following for right now. Maybe I'm still in school or maybe I'm early in my career. But at some point I might get to the place where it could be really useful for me to have 10,000 people that I could send an email to and be able to get their attention.
And so for right now, I just want to focus on building a following so there's a lot of reasons why we might be able to use letters and A lot of different examples of how those might look you know, the APA has a newsletter. The APA’s mission is, you know, they just want to share information that they've published and so their newsletter is basically just a bunch of links to APA Publications that have come out over the past month or whatever the Stanford the Stanford School of Psychology has an email newsletter. They just want to share news about the organization. So like hey, here's some announcements.
Here's ways that our faculty have been appearing in the news and so they just are wanting to grow their organization and then he's not a psychologist but there's an author named Tim Ferriss who has a newsletter called the five bullet Friday where he sort of sends a list of five things that he finds interesting. It's really short and this is sort of a way for him to actually generate an income. Like you'll see that he says hey, here's a book that I like.
Here's a game that I like and if you were to click those links you can't because it's just an image in the presentation, but if you were to actually get that email Click those links then he would get a commission off of any sales that came through those links and and it also allows him to build a following then, you know, every time that he launches a new book or a new project. He'll sort of have a little special mention in this newsletter that says hey, by the way, I just launched this new thing if you want to check it out and so, you know, he has sort of built up just sort of for his personal brand value in his newsletter.
But I don't want you to get too focused in on the value that a newsletter will bring to you or to your organization because if you go into it with that mindset, the fact is people are going to unsubscribe. They're going to hit the spam button. They're never going to sign up in the first place in order for your newsletter to really work. You have to write it with this intention of what is what is it? What's in it? Not for me, but for my audience and so you have to remind yourself that every newsletter needs to give something valuable.
You have to put yourself in the shoes of your audience. You want to ask the question? Why do people read news letters? And obviously there's a lot of different reasons, but some of the major ones are that people read news letters because they want to have a sense of connection and belonging. It's fun to be in “The In Crowd” like it was fun in middle school when you got invited to the pool slumber party, it's fun.
Now when you are on an email newsletter and you get a little bit of a behind-the-scenes peek into the world of a company that you like or a banner that you follow or or an author or somebody like that that you respect people like to feel connected people like to feel like they're in the In Crowd people also like to have a moment of fun if they could open up your newsletter and it brings a smile to their face. It brings a moment of like enjoyment or distraction for whatever reason people are going to resonate with that most of the time when people are going through their inbox. It's a lot of work. It's a lot of thing, you know people that want something from them. It's bills it's projects assignments.
And so if instead they can open up your newsletter, And they get just a little moment where they get them where they can enjoy themselves that provides value to them and then also people read news letters because they want useful information and recommendations. They want to feel smarter. They want to have somebody else do the work of finding, you know, a making recommendation. So they know oh, yes, I should go and get this thing.
And so if you can curate some links if you can make some recommendations if you can just share some data that People out that can be a reason why people also like to read those letters there's another reason which is that sometimes people subscribe to newsletters just because they want to get deals like I don't know that anybody subscribe to the Pizza Hut newsletter because they want a sense of connection of along with Pizza Hut they just want to get coupons on pizza. That's fine. But for you as a psychologist, you're probably not going to be running something that is pushing out a lot of coupons or a lot of deals and so most likely that's not what your newsletter is going to be about.
It's going to be about providing some of these other And the value so it can be helpful for you in order to kind of hone your attention around this idea of providing value to create sort of like a mission statement for your newsletter. And I like to use the template of my newsletter helps specific audience receive a specific value because I have a specific qualification and a lot of times people can kind of struggle to fill in all of these different things.
They might sort of No, what audience they want to reach their like? Okay, I really want to reach you know researchers that are focused in my discipline, but they are not quite sure what value they're going to provide. They're not quite sure why the researchers want to listen to them. And so it's important to kind of fill out each of the three parts of this template and I can give you some examples.
So let's say you are a clinician in private practice and you decide that you want to promote your practice with a newsletter you know again, it's helpful for you to be able to promote your practice. But you have to focus on the value that you're giving to the audience. So you might say okay, you know, my newsletter helps parents of kids with ADHD. That's the specific audience get tips for helping their kid. That's the specific value because I specialize in treating kids with ADHD cool. You're qualified makes sense that people would want to listen to you. You might also have a different kind of approach.
Maybe you are a graduate student and you know, you have some artistic skill you have a sense of humor and you just want to you know, send out a newsletter that will kind of just be fun for yourself, but will be fun for other people also, so maybe you say, you know what my newsletter helps graduate students. Enjoy a fun comic about grad school because I'm a graduate student myself and I make these comments, you know to cope with the stress of grad school. And so, you know, maybe you just say, all right. I'm going to send out a comic every week every month. Whatever. That's just a little Doodle with some sort of joke about grad school life.
Meeting with your advisor whatever and that's what my newsletter is about. It doesn't have to be super complex. You don't have to be a renowned leader in your field to have a qualification. That is valuable just have to have some reason why somebody would say. Oh, yeah, it makes sense for me to tune into you and then another example, which is a little bit more broad. Maybe you are a content creator of some kind you're a writer you're a speaker. You're a blogger, you know, then this could be a good description for you. You know, my newsletter helps.
People who like my work stay connected with me and my latest project because I have content that has generated fats. So if you are making any kind of content whether it is interpretive dances about psychology or whatever else this could be a reason to start a newsletter. If you have people who want to stay connected to you, then that's the value that you provide your allowing them to sort of be in the inside group and give them the useful information of an update on your latest work. So this is the basic idea of sort of like the mission.
And for your newsletter what I suggest is that you really take the time to make sure that all three things are identified here. And if you're not quite sure it's okay to just start with one and then kind of play Mad Libs to fill in the other ones. So maybe you're like, okay. I really know that my qualification is you know this thing. I'm a researcher on memory. Okay, that's a good qualification. But who is my audience and what value would I?
Give to them let me try on a couple of different options until I can kind of figure out something that works really well together. So that's kind of the basic idea there. So let's say that you've identified a topic. You're like, all right. I know I've identified my mission statement. I know my audience. I know what kind of value I'm going to try to bring to them. And now I have opened up an empty Word document. I'm going to write my first newsletter. What do I actually put in there?
I think that you have three options for adding content to your newsletter. The first option is to create something completely original for the newsletter. So maybe you just write basically like a mini blog post and you put it in the newsletter and you send it out. It's never been published anywhere else before it's just a message in the newsletter. Maybe you record a video and people in the newsletter are the first one to ever receive it but one way or the other you're making something totally original for the newsletter. You can also compile content.
That you've posted elsewhere. So if you have a Blog you might send out a newsletter and say hey over the last month here were the three blog posts that got the best results, you know, if you missed them here they are again or you know, if you have done a guest interview somewhere if you appeared on the local TV, you might be like, hey, you know, here's the links to these other places where I've created stuff.
And then finally you can curate high quality links to stuff that other people have made you can find You know, here's here's a book that's come out on a psychology topic. That's really valuable. Here's a YouTube video or a TED Talk that explains this thing really? Well, here's an APA supercharged webinar that I really love. I'm going to include this, you know in you know to my followers whatever it might be you can kind of compiled some high quality links.
And in that case the value is that you've taken the time to really sort through the entire internet and find something that your audience is going to care about and honestly for most newsletters, it's Combination of these things like when I write an email newsletter, I typically will have like first some kind of original personalized message just to my email email followers and then I might have a roundup of the things that I've done over the past, you know month or whatever the period since the last newsletter and then I will end with a couple of links to helpful things that I found around the internet or sometimes. I'll just send a link to something that is fun or enjoyable.
You'll like hey, you know, here's here's your daily smile. Here's a link to a funny cat video, you know, you don't want to you want to make sure that something like that fits the tone of your newsletter. If you are a research organization for you know, palliative care or something. You probably don't want to include cute cat videos in your in your newsletter.
But if it fits your tone, it's okay to mention that in so these are sort of like your three options, but these are not exclusive often times you can you can Add in all three together and if you're still not sure exactly how it fits together. What I suggest is just find some organizations or people who are kind of similar to to you or to what you're trying to start and then subscribe to their newsletters and give it a month see what kinds of things they put out that's going to inspire you to sort of know how they put their content together and you can emulate that.
So how do you create the content of your newsletter in such a way that it really is effective. The first thing to keep in mind is that you want the content of your newsletter to be 90% giving 10% taking and what I mean by that is that you want 90% of the newsletter to be about providing value to your to the reader without any kind of strings attached. So if your newsletter is like hey, I wrote a book. Please buy it. 
You know having therapy practice, please tell your friends to sign up for therapy with me. You know, that is you trying to get a value out of your e-mail newsletter and you know, it's okay to do that on occasion, but most of but if you do that too much then people just feel like they're being sold to and they don't like that. That's not what people want to receive from an email newsletter instead.
You want to provide an email newsletter experience that mostly feels like you are just being really generous that they were getting a whole lot from the newsletter and every once in a while you are asking for something in return that's sort of the balance that you want to strike and maybe that's the balance that you strike within each newsletter itself. Maybe most of the content of a specific email is you being generous and then right at the end that you say. Hey, I have a favor to ask. Can you XYZ for me or maybe it's that you send a lot of emails where you're not asking for anything at all. And then maybe every once in a while you say. Hey guys, here's a special email just to let you know.
I've just released my new album of Psychology songs because I am a psychology musician, you know, and so if you could you know buy it off of Amazon that would really mean a lot to me either way. You just want to make sure that the ratio is mostly in favor of being generous to the other person. Also keep in mind for Content that less is more. It's really important to keep in mind that most people when they are in their email inbox. They have a million different things that are going on.
They're swamped and they don't want to feel like your email is just another project that they have to get through. And so people want to be able to open up an email newsletter and feel like they can click through it pretty quickly. If it's a huge long, you know many Novella of an email newsletter a lot of times. You're just going to click out of it. They're never going to come back. Obviously. There's exceptions to this.
I'm sure that there's some people who are sending out really long email newsletters that people love to receive but in general less is more it's better to have Less content then to go overboard. Also remember one of the big strengths of an email newsletter is that you can make it personal and so take advantage of that right with a little bit more of a personal tone again, like, you know, stay appropriate don't be throwing in, you know emojis in a letter about suicide prevention or whatever, but try to have a little bit more of a personal touch try to include, you know, like try to personalize the email as much as you can.
And try to help the person feel like you are talking to them not just staying on the street corner, you know blaring at anybody who will pass by and then finally it's really helpful to experiment and to get feedback. Sometimes you can get feedback from friends and family. Like what do you think of this newsletter oftentimes? The best way is to get feedback from people on the newsletter itself? I know that one email newsletter just had a single question at the end of every newsletter where they said. Hey, how did you like the content of this newsletter on a scale of 1 to 10?
And there was a really easy link where somebody could submit their response and that was a way for them to kind of, you know, fine tune or you know, or fix that I've also done in some of my email newsletters. I've made a comment where I'm like, hey, if you respond to this email newsletter, it goes straight to me personally. I read every sponsor the email newsletter that then causes a lot of people to respond to the newsletter and provide feedback and suggestions about what they'd like to see next and so don't be afraid to ask for feedback.
Often times people will want to help you out. It's not there we go. So I wanted to speak on one specific part of newsletter content, which is what to put in your newsletter during a time of Crisis. I know the right now we're going through the covid-19 pandemic. That's a huge crisis that's affecting the entire world and down the road. Unfortunately.
We're going to have other crises these might be you know, international these might be national is might just be in your community. But often times there is going to be something that will happen some sort of Crisis some sort of tragedy and it's really important to know how to respond to that in a way that is helpful and not detrimental and I think that's a big thing to keep in mind is that your newsletter can be really valuable, but it can often really backfire.
And so what you want to reflect on during a time of crisis or tragedy is to really ask yourself very hard questions and to say, you know with my newsletter do I have something really unique and valuable to give you no, can I offer something that people are really going to find valuable or am I just sort of going to be like virtue signaling and patting myself on the back by saying? Oh, I'm so sympathetic or whatever. Also. Do you have critical information to share?
Is it really important that people hear the update that you have to share or is it just sort of going to be white noise like, you know, for instance if you have a Therapy Clinic And your critic is going to be closed or you're going to be working from home that's critical information to share. But if you're like, oh we are taking every precaution to be safer to be clean up, whatever that's not really useful information. People don't care about that. That's not critical to show and then also can you be a real source of encouragement? Do you feel like you have enough of a read on your audience that you could write a message that would genuinely provide some kind of encouragement or inspiration during a difficult time.
And if the answer to all these questions is no then you might not want to say anything because it's better to just hold off to pause your newsletter for a week. Then to write something that comes across as really tone deaf or insensitive or really short of shallow and posturing and so to kind of give some examples of how this might work. This is an email that I got from Subway.
During the height of the you know, the social distancing stuff. I mean, I guess maybe not the height. We're not quite there yet. But right as things started to be shut down Subway sandwiches rushed into action and they sent an email to me and they said hey, we're still serving your favorite subs and if you buy two sandwiches, then we'll give you a sandwich free. This was not really a good news letter to have during this time because this was really about them and their value like they're desperate for people to come to the restaurants. I get it. 
But this was not really them being generous. This was them providing like a really weak who pain and saying hey, please come by sandwiches from us. It's probably would have been better if they had just held off on sending a newsletter for a while rather than doing something that was kind of focused on them contrast that with an email newsletter that I got from the audible creation exchange. These are the people that published my audio books if you have tuned in to the webinar that we did on self-publish.
Book you can learn about publishing your own audio book, but basically audible creation exchange they sent an email and they say hey just so you know, we are giving additional royalty, you know, you know for a period of time so basically we're going to give you more money for free every time that somebody buys one your audio books. That's cool. That makes me feel loyal to them that makes me feel like they appreciated me. They see that you know, this is a tough Financial time for many people. They're doing what they can to help out.
That was a thing of legitimate value that they had to offer and then they include a quick note about employee safety and they say hey just so you know, you know, we're maybe going to have delays in response times and other things because everybody's working from home, you know, that that is valuable information that's good for me to know and so this was a really effective newsletter that they sent out they weren't, you know, grandstanding they weren't trying to sell me anything. They were just sort of being helpful and then getting out of the way.
And that's a really effective tone to take during a crisis the website fatherly took a different approach that I think was still pretty valid. They sent out a long email. I'm not going to read the whole thing here. You don't have to read it all yourself. The basically they sent out a long email that was almost like this this essay that was sort of like inspirational encouraging had some like, you know specific advice for you know, kind of like acknowledge like this is a really difficult time, but here's some advice.
Vice for taking care of yourself for taking care of your family, you know, like we can we can ban together. It was it was sort of this, you know raw encouraging kind of email and you know, that could have backfired but it really fit the tone of the organization.
It was a website about advice about being a dad this sort of thing fits the brand much more than if Subway sandwiches had sent out an email like this and I think that it was it did end up being well written it was That people probably would read and resonate with and again, they would receive genuine value from and it would build loyalty to the organization.
So if you can do something like that, if you can share genuine encouragement during a time of Crisis and do that or if you have something legitimately valuable to offer and you know, don't think 10% off coupon think free or you have critical information then it's okay to send out a message and your message could be really valuable but it is, you know, there's the hole Idea of the Hippocratic Oath first Do no harm. It's really important to keep that in mind with your e-mail newsletter during a time of Crisis and make sure that you do not it's better to not send anything out than to send something out that is going to backfire on you. So that's the basic idea behind newsletters in a crisis. And so now we want to get to the part about how to actually design and launch your newsletter. So if you want to get your newsletter out into the world, you have to go through an email marketing service.
I mean, I guess theoretically you could just open up an email in Gmail and paste and everybody's email address and send it that way, but that's really not going to work. You're going to get caught in spam filters. It's going to get really really.
Disorganized really quickly and so in the modern era if you want to send an email, you have to go through an email service and these email Services. They handle all the technical side of getting your email out there.
They handle all the compliance issues to make sure that you abide by the laws regarding spam emails and you know user privacy and things of that nature and they also will have some sort of email Builder service that allows you to actually design the templates free email so they make it really easy to Take care of that and there's a whole lot of different options. I chose six to look at for today, but the fact is there's easily dozens more but hopefully this will sort of get you oriented to where you can start with. So first off we have really low Tech options. These are email marketing providers that basically their emails look like just any email that you would send from Gmail. It doesn't look fancy.
There's not a lot of extra features as far as It's or marketing or personalization, but they are really easy to just fire up and start working with and so these can be a good place to start if you are not that tech savvy or if you just want to get something off the ground without having to worry about it too much. They also have the benefit of being totally free. So tiny letter is totally free. You can have up to 5,000 subscribers after that point. I guess you're just done you can't use it anymore, but it's really designed for sort of smaller more intimate kind of subscriber lists.
In some stack not only is it free but you can actually charge people to subscribe to your newsletter. You have an option of making certain emails premium and then having people pay for a subscription and the fact is you're probably going to have a hard time convincing people to do that. There's so many free newsletters in the world that getting somebody to pay for your newsletter is is a tall order but at least gives you the option so that's kind of cool and you can have unlimited subscribers. So these are really low Tech options.
If you sort of want like a middle-of-the-road option that has as some additional features and is free to start. There's MailChimp and they're sendin blue both of these allow you to get started for free and then if you scale up you start to get more subscribers you start to spend more emails than you need to start paying money, but you have access to a bigger suite of extra tools and services.
And so with MailChimp you can have up to two thousand subscribers for free and then after that point you start paying three dollars a month with send in blue you can have as many subscribers as you want, but you can only send So 300 of them at once for free and then if you want to go above that, then he got to pay $22 a month. And so both of these options, you know are probably a good choice. If you're like, I do want to have access to some more advanced tools.
I want to have the ability to scale up and really professionalize this down the road, but I don't want to put money into it right now and then you have some Advanced email services like aweber and Constant Contact again, there's there's other Ones that are out there also, but these ones sort of have the reputation for having a whole lot of marketing a whole lot of extra tools right off of the gate. They give you the ability to do things like, you know schedule emails to be sent out at different times of the day so you can reach people like right before they go on their lunch break or things like that. If you are planning on running an email newsletter for Organization for a practice you're thinking that you're going to be really having some budget behind it.
These ones could make sense because they you cost you money right out of the gate. They don't have a free version. But if you're just sort of doing it on your own as a side project these options might be Overkill. So if you're looking at all that new like okay Daniel, that was a lot of different options. Just tell me what to do. Then. What I would say is your two best choices for most people are going to be either MailChimp or sub stack if you're going for a business or an organization.
MailChimp is probably the place to start because you are likely to want some of advanced features at least down the road and it's probably going to be easier to justify spending, you know, 20 30 bucks a month. If you have to if it's coming out of an organization's budget, whereas sub stack if you're just doing your own passion project, if you're just sort of growing your own personal individual list sub stack is probably the place to start because you don't you're not likely to need those extra tools and it's free and that's, you know free, it's good. So those are the places that I would start.
Of what tool you choose? You're still going to have to put some work into actually formatting a newsletter and designing it so that it looks good. And there's a couple of things to keep in mind there. The first one is to remember to start with the subject line of the email. This is actually incredibly critical because if your subject line is not written. Well, then people are not going to open it and if it's written really badly, they might just send it to spam immediately. So if your subject line sound spam if it's like open immediately or you know, super secret deal or something like that then, you know, don't do that.
But also So if it's really bland, it's just like April newsletter. Probably people are not going to open it. So you want to try to write a subject that gets people's attention that that gets that sort of fits the tone of your audience and the newsletter that you're trying to send and then encourages people to click and I would say, you know spend 20 minutes researching just type into Google great email newsletter subject lines and sort of get inspired. That's going to be a good way to start off. Also remember that bullet points,
headings are your friend you want to make it so that your email looks really appealing to read which means lots of white space lots of hiding lots of bullet points so that the content is kind of chunked out and it looks like instead of one Big Blob of text if these little discrete sections that feel more approachable and then again simple and short is much better than long and convoluted.
If you really feel like your email needs to be long if you know, you can try that but chances are your email is going to work better. If it is a shorter newsletter that also makes it easier for you because it's a lot less time to write a short 500-word newsletter than it is to write a 3000 word Super Magnum Opus also make it mobile friendly. Most people that read email newsletters do so on their phones. And so if it looks good on a desktop computer, but it looks bad on a phone then it's going to look bad to most of you.
Audience and as with the content ask for feedback, but in this case asked for feedback from friends and family not from your audience. So have a couple of trusted people that you can send it to before you send it out to everybody else and say hey, can you look this over? Can you make sure it looks good. Can you click on every link make sure nothing is broken. Make sure that there's no errors. You also want to make sure that you get some inspiration especially if you've never really done this before really good emails.com is a website that is exactly what it sounds like.
Like it's just this compilation of really good news letter emails that you can look at that will give you inspiration for how these things can be formatted.
So let's say that you have figured out what content to put in your newsletter you figured out how to design it. You have chosen an email marketing provider you are already and then you have no subscribers. How do you actually reach people who want to hear what you have to say?
Well, this is a little bit complex because your strategies for building an audience are going to vary based on who you are what your audience is if you are you know, the dean of University your way of building an audience is going to be very different than if you are a graduate student or if you are a therapist in private practice and so I can't give specific information for everybody. But I can give some best practices that are helpful kind of in general and one really important best practice is to get people's permission first, if you just if somebody emails you and you just automatically add them to your email list that is a very bad thing that will make people really annoyed with you.
Um, so you always have to make it get explicit permission. Make sure people understand they are being added to your email list before you try to you know, add them on also in order to get their permission. You want to make it obvious what's in it for them. So if you just say, hey, please join my email newsletter. A lot of people are going to say no because it's not really clear what the value is. But if you say hey join my email newsletter and here's an example of a recent news letter that I sent out so you can see what's in there or you're pleased.
Join my email newsletter because it includes x y z value then that's going to make it much easier for people to sign up. Also. Remember that part of growing an audience is keeping the audience that you have and so staying consistent is really valuable. It's you can really have whatever consistency you choose. If you decide to send your email out once a week once a month once a year, it really doesn't matter as long as you sort of choose a consistency you communicate what that consistency is and you stick with it.
That way people will know to expect Tree mail, they won't be surprised when it drops in and it also gives you a little bit of structure as well. If you're not sure what kind of consistency to have with your newsletter. I would really suggest once a month. That's a nice balance between being frequent enough that that you stay connected to people but not so frequent that you overwhelm people you have to put too much work into it and then finally be aware of ethical and legal issues that go into building an audience.
Obviously HIPAA is one of those big issues if you happen to take your client roster and drop It into an email marketing platform. You've just committed a big HIPAA violation same thing if you invite clients to join your email list, but you only invite clients then it's pretty obvious that everybody in your email list is a client. That's a big No-No or if you include, you know content in your email newsletter that contains client data, obviously, that's a problem too.
So, you know be aware of HIPAA issues, but also be aware that there are certain legal issues related to email marketing in general if you use any of these email They will take care of that for you, but it's still good to do your own research on like the can-spam law which regulates not sending spam the GDP are which regulates data privacy. If you're sending an email out to people in the US and Europe just be aware of those things to make sure that you aren't hearing by them. As you add people to your audience.
If you are growing an audience through a website, there's a couple of things that is really valuable to keep in mind first have a a invitation to sign up to the newsletter after every single blog post. Somebody has already heard from you. They were ready to learn what you have to say. They find it valuable how to sign up right there. Also on your contact form have an option to opt in don't make it automatic. Give them the chance to actually choose it but maybe right when somebody's emailing you if they click a box and say yes put me on your newsletter. That's a great way of getting them.
You can also includes invite sign ups with a pop-up you want to be careful about this to not annoy people but as long as it's subtle, that's okay and You want to provide an immediate reward? So somebody signs up and you say great. Now you can download my free ebook. Now. I'm going to send you the funniest cat video I've ever seen whatever it might be. This is just an example of a little emo pop up. You can also grow your audience by being a guest expert find an opportunity to guest post somewhere get on a webinar be interviewed for a local newspaper also in your newsletter itself encourage people to forward it encourage people to post on social media and share it. It's okay to consider advertising.
Or maybe you put 50 bucks in the Facebook ad try to get people to sign up for your newsletter that could be worth doing also and then finally tap into your network again, you want to be careful about asking clients or students of yours people where there's a power differential for signup that's obviously can be ethically tricky. But if you have colleagues if you have friends if you have family members, let them know. Hey, I just started a newsletter about XYZ. Would you consider signing up? Would you consider sharing it with your network that can be an easy way to immediately gain some traction?
Finally if you are at the place where you're like, okay this all make sense, but where do I start with my first step? My first suggestion for you is to go inside for a few newsletters go and look for at organizations that you respect that you like. See if they've got a newsletter sign up for it or even if just Google for best newsletters and sign up for a couple that come up you can unsubscribe down the road, but at least get a little bit of information about that also start with friends and family.
Maybe that means it's starting with friends and family in like the main newsletter that you going to build or maybe it means starting a newsletter just for friends and family be like, alright, I'm going to start Daniels, you know cat video newsletter and if you're a friend of mine go ahead and subscribe and then once a month, I'm going to send you the best cafe that I found and you know, probably after a couple months you're going to discontinue that but it'll give you the chance to practice all of the things that go into building a newsletter and then you can take that into your professional newsletter and then finally do the SEF.
Challenged by Seth Godin challenge, which I talked about in the idea of getting started with writing. Basically, you give yourself the goal of scent of making 10 posts in a 30 day period except in this case. It is writing 10 newsletters in a 30 day period you don't have to send them out. You know, you don't have to send one out every three days, but you might want to just try to write them and have them in reserve and see how that works for you and if you can write 10 different newsletter posts.
And you still enjoy it it still feels good for you chances are doing a newsletter could be the right option for you. So we are at the end of the content, but we still got 10 minutes left for Q&A. And so I want to open the floor to all of you to share whatever questions you might have.
Thank you. Dr. Wexler. There's a lot of great information about building your first newsletter. We do have some questions from the audience. We had a lot of questions and you did address this, but it may be just go into a little bit more detail about frequency. When how often to send a newsletter. Also, maybe you could recommend days of the week and times to send a newsletter sure.
I can definitely speak to that so I think for frequency. It really is you really do have a lot of options. I would say that if you are sending your newsletter out like once per week or more frequently than you really run the risk that people are going to get annoyed by it that it's just really going to be email overload.
And then if you are sending your newsletter out like once a year or less then you run the risk that people are just going to forget about you or the next time it comes in. People are going to forget having subscribed. And so I really do feel like the sweet spot is somewhere in you know, the once a month once a quarter range, but it also really does depend on your organization and what your specific goals are.
What I would say is the most important thing is the idea of permission marketing where people have actively consented to whatever it is that they're going to Get so you could totally get away with doing a newsletter. That could sent out every 48 Hours as long as when somebody signs up they know. Hey, this is an email that is going to go out every 48 Hours. Usually that works for sort of like a limited email. Like Hey, we're going to do a 30 day challenge and I'm going to send you a tip every two days for being more mindful or whatever like that. But as long as people know what the frequency is, then you can set the frequency to whatever you want.
But in general I would say, you know, I would go for like once a month once a quarter as far as you know days of the week times a day things like that. The hard thing is that people are in different time zones and people have different lifestyles. And so if you do sign up for some of the more expensive marketing platforms, you do have the ability to like Target that based on the user's location and you also have the ability to look at data and see for your specific set of users.
Um, whoo-hoo opens that at what times and then you can kind of shift it in that way. I would say if you are not paying for those platforms. If you don't have access to those Advanced features, if you don't have access that analytics, I probably wouldn't worry about it because there's just so many other variables that you know, you sending it out at 10 a.m. Or 10 p.m. Is just probably not going to make that much of a difference. So if you really want to invest go for it. Otherwise just send your newsletter out when you're done with it.
I would say it's okay. It's good to know. There was one person who wanted to know do you recommend using outlook for sending out a newsletter?
So the answer is no I would I would say no to any normal email program. So no doubt. Look no to Gmail noted Yahoo mail if anybody still on AOL don't do that. And the reason is there's a couple of reasons one of the biggest ones is because the email marketing platforms.
They are set up in such a way where they will make sure that you stay compliant with all of the laws and regulations surrounding email marketing whereas if you are just sending Eating out your own emails throughout look there's a very high chance that you're not going to know how to comply with those things and you are going to do it wrong and then you're going to open yourself up to liability. And so I mean if you're you know, if you're making a newsletter for your friends and family to give them updates on your wedding or something. I mean, that's probably fine to do through Outlook, but if you are doing it in any kind of professional capacity, if you're moving the email newsletter Beyond people that you know, personally and anyway, then I would absolutely go with one of these other platforms.
Okay, good to know. Another question is how do you make sure that your newsletter emails are mobile-friendly do the email marketing services come with like a mobile-friendly function. Yeah, so I mean most of them are set up so that they are designed to be kind of mobile-friendly out of the box and some of them will give you the opportunity to sort of preview what it looks like, you know on a mobile device.
But I would say that the easiest way to do it is to send yourself a test email and then to open it on your own mobile device because that way you can guarantee 100% what it's going to look like and you can make sure that it's you're able to fix any issues that exist. So most of them do make it easy for you, but I would still do that extra step of checking on your own device.
Okay. Another question is about images versus text. What do you think should first-timers focus on just text newsletters or an advance to doing images or what do you think? Yeah, that's a good question.
So, I mean, I think that having a couple of images in a newsletter can You know brighten it up to a degree, but it's also easy to mess up your newsletter through images may be just like it makes the formatting more complicated your images might not look very good especially on multiple different kinds of screens and like sourcing the images can be tough and you don't want to like include an image that you don't have the rights to use Etc.
And so I think that there's a lot of great emails that are just text like the five bullet Friday, you know, Tim Ferriss Has more subscribers than you know, likely any of us ever will have and that was just text and bullet points. So I think that if you are uncomfortable with images or you're not certain about it, then go ahead and start with just text and then you can always add images and down the road.
Okay. Well, I know personally that some of the requirements around newsletters, maybe you could just speak to this really quickly is you have to have the ability for people to unsubscribe and just  to maybe discuss that as a you know, as you're building your newsletter most of these services.
Do you have that sort of built into their templates at the bottom, but maybe you could just briefly address that Sure. Yeah, so the requirement that I'm aware of and I don't I don't want to make myself an expert on you know, newsletter law or whatever. But like my understanding is that the main requirement is that every newsletter has to have a really easy way to unsubscribe and then it also has to have your address like your physical address or the address of your organization at the end of every newsletter.
And so most of the you know, like basically any of these platforms are going to make it really easy to include all of that automatically. In fact, they usually will require that you include that but the one thing that I would that I would mention is that if your e-mail newsletter gets a lot of unsubscribes that can be a sign that you were not doing a good job of the permission marketing piece. Like if you send out a newsletter and 50% of people unsubscribe probably those people didn't really want to sign up in the beginning maybe those people what you promised them was very different than what you do.
Delivered and so I would actually track your unsubscribe rates and you're always going to get some after every email. But if it feels like it's a really high number that is a pretty good sign that either you're not signing You're not being truthful when you're signing people up or the content that you're delivering is really not very high quality. And that's something wrong that you're going to want to address and effects. Okay. Well, we're quickly running out of time. I just want to try and get in one more question. You know, what kind of metric should I focus on?
in the beginning open rates click through I would argue that really it really depends on what is the goal that you have for the newsletter. If your goal is to just have people read it. Then open rates are going to be your most important metric if your goal is to drive traffic to something like you want to drive traffic to your website. You want to drive traffic to a book that you're trying to sell whatever then then click throughs really are going to be the most important thing, but I would I would focus on you know, I figure out what is the goal what is call to action from this particular newsletter?
And analyzed based off of that. Okay, that's fair and most of these platforms have a feature where you can look at your metrics and look great.
[Peggy] Okay. Well, okay. No problem. Unfortunately, if you're looking at your clocks, you'll see that we've run out of time and thank you so much for joining us. Dr. Wexler. Thank you for having me. It's a real pleasure. Yeah, and thank to all our listeners for your participation and your questions are greatly appreciated. So are we can't get to the mall a recording of this presentation will be emailed to everyone in two weeks. As soon as the webinar has ended a short survey will appear on your screen. We hope you'll take a few minutes to complete.
At the survey and give us feedback on how we did and how it can compress can improve. Please be on the lookout for more supercharged webinars in the month months ahead and until then we thank you for your attention. We hope you have a great dayAVE EDITS



