
Lets Talk about Email Newsletters
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If there is one "constant" 
in Internet marketing, it's 

a cultivated list of 
subscribers.

Your list is as good as 
money in the bank. 

Write that down and never 
forget it! 



What are open & click through rates?
Open Rate
– Readers who open your 

email

Click through rate
– Readers who click on a 

link in your email
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20% - 30% .5% - 1.5%



Email open & click rates by day
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Email Subject Line stats
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Open by Personalisation
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Email open rates by Industry

March 6th 2008 francois@wsiuniquewebdesign.co.za 29

2006 – Source mailermailer.com

2006 – Source mailermailer.com



Open Rate
– Don’t be cute or misleading 

in subject line

– Keep subject line concise
● 30 – 40 characters

– Only valid for HTML emails

Click through rate
– Most important 

articles/offers above the 
fold

– Targeted, relevant 
messages receive higher 
CTRs

– Reduce clutter

– Use graphics to explain

– Give value
● Information, discounts

How to improve open & click through rates?
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The Solution
Focus on the ethics of looking 
after staff

Outsourcing is great

Describe the process of 
managing outsourced staff

Legal aspects of Labour Brokers

Case Study - Brainstorm your Campaign
Audience

Human Resources Managers  

Financial Managers

General Managers

Managing Directors

Administration Managers

March 6th 2008 francois@wsiuniquewebdesign.co.za 31



Industry Focus
Logistics

Retail

Manufacturing

Brainstorm your Campaign
Value & Benefits
The newsletter will focus on 

providing articles that 
educate the audience on 
the subject of outsourcing 
and human resource 
issues.
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Subject ideas
– Selection process, truck drivers etc.

– Incident process and procedure for 
removing staff

– Payroll process

– Recruitment process

– Disciplinary process

– Operational process

– Ethics on looking after staff

– The concept of outsourcing

– Dealing with Unions

– Labour productivity issues

– Work place ethics

– Morale issues
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Subject ideas
How to hire champions

How to conduct a job interview

How to conduct an exit interview

Getting the most out of your employees

How to become a 1st Class leader

How to get an accurate personality profile

Win, win disciplinary procedures

Motivating employees

Lessen the effects of strikes (better yet, how to avoid them)

Ethics in the workplace

How to get justice at the CCMA

How to get the best out of your personnel agency

How to structure tax effective salary packages

Managing performance and conduct in the workplace

How to use cultural diversity to build a serious business

Why your employees leave

Creating an environment that attracts employees to your company
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Campaign Reports



Campaign Reports



Summary  - Newsletter Keys to success
Don’t spam

Provide relevant, compelling, 
interesting & timely information

Quickest, cheapest form of 
direct marketing

The list is your most important 
asset

Get permission

Well laid out, easy to read, 
quick to get your message 
across
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What is Search Engine Marketing?

It’s about getting in front of 
people who are looking for 
what you sell, 

‘right this moment’

and then 

‘getting them to respond’
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Why You need an Internet Marketing System?

• 91% of buyers go to a Web site before calling
• If they don't find what they need, 80% choose another supplier



Search engine advertising
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Reach your prospects the moment they look 
for you
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Bad News - Your keywords aren’t key to your customers
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Creating your Ad
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Create your Landing Page
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Analyse your conversions
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Geo Targeting
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Analyse your conversions
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Analyse your conversions
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Don’t waste money

Common Errors
– Not geo-targeted

– Ads not linked to appropriate 
landing pages

– Negative keywords ignored

– Budgets not set properly

– Schedules ignored
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Summary of PPC
• Keyword research

• Create your ads

• Create landing pages

• Set your budget

• Review your campaign weekly

• Review your budget

• Make changes to improve your 
conversion & return on 
investment
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