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With its irresistible cost 
efficiency, the Internet is a 
publisher’s dream, and scores 
of newsletter publishers are 
pushing in two directions: 
electronic product and 
electronic promotion.  
 
Here are some of the things 
you can do to successfully 
market your newsletter or 
other information products 
online. These tips can help 
you increase online revenues 
and reduce marketing costs:  
 
1—Publish a free 
e-newsletter. The most 
popular business model for 
selling information products 
online is the Organic Model, 
also known as the Agora 
Model because it was 
pioneered by Agora Publishing.  
 
In the Agora model, you focus 
your prospecting not on 
generating orders for paid 
products, but on driving 
sign-ups to a free e-newsletter. 
Why?   
 
Prospects are growing 
increasingly sophisticated and 
skeptical, especially online 
prospects. Internet users 
do not readily buy from 
strangers.  
 
By offering a free e-newsletter, 
you reduce the prospect’s risk 
in acquiring some of your 
content, and so more 
prospects are likely to accept 

such a free offer than order a 
paid product. 
  
Once prospects subscribe 
to your e-zine, they get your 
content on a regular basis. If 
they find the content 
valuable and like the editor’s 
personality and style, they will 
gradually become more 
comfortable with you. They will 
no longer consider you a 
stranger. And they will be 
more open to buying products 
you sell or recommend.  
 
2—Produce a free-on-free 
squeeze page. In the early 
days of the Internet, all you 
had to do was say “free e-zine” 
and people would subscribe in 
droves. After all, they were 
getting a valuable, 
content-filled newsletter—free!  
 
Today it’s different. 
The Internet is flooded with 
e-zines—thousands of them. 
So just offering a free e-zine is 
not enough. To get people to 
opt into your e-list, you 
have to offer one or more 
free bonus gifts as an 
incentive to subscribe to  
your e-zine.  
 
What happens is this: 
the prospect isn’t really sure 
she needs another e-zine. But 
that free report you’re offering 
sounds interesting. She 
subscribes to get the  
free report, figuring she can 
always unsubscribe later. But  

if the e-zine delivers 
valuable content on a 
consistent basis, she won’t.  
A “free-on-free” offer means 
you are giving away a 
free report or other bonus 
content to people who sign up 
for your free e-zine. A “name 
squeeze page” is a Web page 
where you advertise this 
free-on-free offer and allow 
people to register for it.  
 
You can see a sample of 
the free-on-free squeeze 
page for my e-zine, The Direct 
Response Letter, at 
www.bly.com. We give away 4 
free reports, each priced at 
$29, so we can say in the 
headline, “Free Gift Worth 
Over $100!”  
 
3—Drive traffic to your 
e-zine squeeze page. 
Building a large opt-in e-list  
of qualified prospects is  
the cornerstone of the  
Agora Model.  
 
To build your list, you 
use various means at your 
disposal to drive traffic to your 
free-on-free squeeze page, 
where they can opt into your 
e-list. Methods of driving traffic 
to the squeeze page include 
viral marketing, social media, 
pay-per-click (PPC) 
advertising, organic search, 
article marketing, e-newsletter  
advertising, e-mail marketing, 
co-registration, banner ads, 
and postcards.  
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4—Build a relationship with 
your e-zine subscribers. 
Now that you have a list of  
opt-in subscribers, you want 
to make them like you, trust 
you, and value the advice and 
guidance you offer.  
 
The primary means of building 
this positive relationship is 
to continually deliver great 
content in your e-zine.  
 
Some publishers make 
the mistake of publishing fluff 
or filler in their e-zines, 
because they think they should 
save the “good stuff” for the 
paid subscription newsletter. 
This is a mistake.  
 
If the prospect doesn’t like 
your free e-newsletter, they 
are certainly not going to buy 
your paid products. Make your 
free content your best stuff, 
not your worst, and prospects 
will clamor for more—for which 
you can charge handsomely.  
 
5—Start selling early. I 
have heard some marketers 
say that you should wait an 
appropriate time period before 
promoting a paid product via 
e-mail to your online 
subscribers. The notion is that 
if you start selling too early, 
before they have become 
“fans,” it will be a turn-off.  
 
I would give you the 
opposite advice. Start selling  
early—even right away. A 
rough rule of thumb is that 
90% of your free e-zine 
subscribers who eventually 
become paying customers  

do so within 90 days of opting 
into your e-list. 
 
That means if an online 
subscriber doesn’t buy 
something within the first 3 
months of subscribing to your 
e-zine, odds are he never will. 
Therefore, the sooner you can 
convert that freebie subscriber 
to a paying customer, the 
more valuable that name  
will be.  
 
One technique that’s effective 
in this regard is the “OTO,” or 
“one-time-only” offer. After 
someone subscribes to your 
e-zine, immediately send him 
to a landing page for one of 
your paid products.  
 
Make it an inexpensive 
one-shot product, such as a 
report or e-book, on a topic of 
interest to the greatest number 
of people on your list. Offer it 
at a special “buy now” discount 
to new subscribers. Internet 
marketer Peter DeCaro says 
on average 3% of new 
subscribers will take the OTO.  
 
6—Strike the right balance  
of free content vs. selling—in 
both your e-zine and solo 
e-mail marketing messages.  
 
Your e-newsletter should 
be approximately 80% editorial 
and no more than 20% plugs 
for your newsletters, books, 
and other information products.  
 
For solo e-mails, a number of  
publishers have found that  
their subscribers accept a 50% 
ratio: half the messages are 

sales pitches, and half 
are content. But even the 
content e-mails can have a 
small ad with a link to a paid 
product from which the content 
was taken.  
 
7—Frequency of e-mail 
marketing is an issue that 
publishers agonize over. To 
know how many e-mails are 
just right—and how many are 
too many—you have to 
measure opt-out rate.  
 
Opt-out rate is the 
percentage of subscribers 
who unsubscribe after you 
distribute an e-mail marketing 
message or e-zine. Your 
opt-out rate should be small— 
ideally 0.1% maximum. If it’s 
much greater than that, your 
e-list will shrink too quickly.  
 
If your opt-out rate is 0.1% or 
less, your online subscribers 
do not think you e-mail too 
often. So can you step up your 
e-mail marketing campaign— 
and send sales messages 
more frequently?  
 
Test for a week or two. If 
the opt-out rate remains low, 
you know the increased 
frequency is acceptable to  
your list.  
 
On the other hand, if the 
opt-out rate spikes upward, 
your online subscribers 
are letting you know they don’t 
want to hear from you that 
often. Cut back to the old 
frequency.  
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