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Introduction 

Fred: Welcome again folks, it’s Fred Gleeck here with Bob Bly and this time we’re doing it 

remotely and not from my apartment so you may have a little bit more space this 

time, Bob. 

Bob: I’m calling from my new office in my new home in Montville, NJ. 

Fred: Excellent. First off, let’s tell people first how they can find us and you’re at Bly.com. 

And I am at FredGleeck.com and today’s program is about newsletter marketing. 

Newsletter Marketing Magic is the title to this, is that right? 

Bob: That’s it. 

Fred: Ok, let’s go ahead and get started. What is a newsletter? 

What is a newsletter; print vs. online 

Bob: A newsletter is a promotional publication. Even though it presents useful content; by 

that, I mean, useful information. The purpose or the objective part of it is to 

promote a company and yourself and to sell services or your products and it is 

usually a short publication. 

In the old days, when they were print, a promotional newsletter would be two or 

four pages—not much more than that and it is published multiple times a year. And 

we will talk later on in the program about different frequency choices for 

publication. 

Fred: Now the subscriber would say all you talked to me about was something that would 

help you to sell your services. Do you actually deliver content as well? 

Bob: You get more into that as well, but, you are selling with content. The majority of 

what is in the newsletter is content or useful information. A small amount of it could 

be selling or sales pitches. But if your newsletter is nothing but selling--some of the 

ones I get are—and then your opt out rate, the number of people who subscribe, 

would be enormous and your subscriber list would just dwindle and evaporate. 
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Fred: And I think that we have a real life example from about two years ago, I think that 

you and I discussed, right? 

Bob: Well, I think if you’re referring to me, I was on a kick. I think it was three or four 

years ago, but I think that I was on a kick of sending a lot of sales messages because 

you and I had developed a lot of new products and I was getting a lot of orders. But 

what happened was that a lot of people physically and mentally were beginning to 

opt out. Physically means they unsubscribed. 

Your newsletter has a section that says hey, if you don’t like this at any time, click 

here and you can stop your subscription. People were doing a lot of that but what 

they also did was they mentally unsubscribed. They didn’t bother to stop it. They 

weren’t reading it anymore. So, my open rates and my sales started plummeting. 

Fred: We will talk about that later. Let’s talk about newsletter marketing. What is that? 

And how does one do it? 

Bob: Ok. Basically, the steps are you build the subscriber list—and we’ll talk about how to 

do that in a little while—and then begin delivering to them a newsletter with 

content primarily and sales secondarily. They say its content being useful 

information, not a sales pitch, how does that sell? But today, the buzzword in 

marketing is content marketing and by giving people useful information on a topic, 

specifically, the topic of your expertise and your specialty and they will come to 

know you and become interested in using your services.  

For example, I had a guy, who just e-mailed me a couple of days ago and said, I want 

you to write me a Website and I know I want you. I’ve been getting your newsletter 

for five years. When you have someone who calls you for your services, whether it is 

copywriting, coaching, Website design, law, lawyer, real estate, whatever, when 

they call and respond to your newsletter, they are presold and you know the 

chances of getting that client and that job are astronomically high. 

Fred: Yeah, and I have been doing content marketing for years and years. What do you 

think is the biggest change in newsletter marketing today? 

Bob: That is obvious. You already know the answer. It is, newsletters used to be on paper 

and now they are mostly, I would say 98 percent electronic, delivered via e-mail.  

Fred: There must be advantages of it. What are the advantages of both? Both the 

eNewsletter and the print newsletter? 
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Bob: The advantages of a print newsletter over a…Well, first let’s talk about the 

advantages of an eNewsletter versus a print. The eNewsletter and the biggest 

advantage is that there is virtually no cost. You’re sending electrons through the 

Internet. You have no printing. You have no mail cost. Also, it’s much easier. You 

don’t have to arrange design for a printed newsletter. You don’t have to sit and stuff 

envelopes or pay someone to do it. So, those are the primary advantages. 

The primary advantages of an eNewsletter over a print newsletter. I am sorry, the 

primary advantages of a print newsletter over an eNewsletter are because they are 

so rare today, and they have more impact. It’s unusual for someone to get one. And 

I know someone who does a print newsletter. It is more than one person of course. 

His name is Jerry Jones. He is a copywriter specializing in the general market but he 

does other things. I get his newsletter and I really pay attention because it comes in 

an envelope and it is printed. 

The other advantage of a print newsletter is that it is easier for them to take it with 

them, read it when they are online at the bank or read it at their leisure sitting on 

the couch in their living room or in their backyard in a lawn chair. 

You know, it is easier to read. And still, eNewsletters are really easy to read today in 

terms of viewing them, but a print newsletter still has higher resolution and some 

people prefer to read print. Others prefer to read on the screen. 

Fred: Well you know, you’re given me and our listeners the breakdown in terms of 

percentages. The vast majority of newsletters these days are eNewsletters. So which 

do you have? Electronic? Print? Both? 

Bob: I’ve been doing my newsletter for ten years, maybe more. The first issue that I did 

when I wasn’t into Internet marketing was print. And that was the last print issue. 

And then I set up Internet marketing. I got Web Marketing Magic—your software for 

distributing eNewsletters and I have done electronic ever since. 

I don’t bother with the print. It is too much trouble. It is too expensive and for what 

we do Fred, which is specifically Internet marketing, it is better for a consultant or 

another service, I still think it’s better. A print newsletter could also work. But for 

what we do, which is, we want response to our articles. The easiest way to respond 

is to click on a link. And if you click on a link on a print newsletter, it is unclickable. 

You have to sit next to it at your browser. With our eNewsletters, it is one click of a 

mouse and we send them to where we want them to go. 



Newsletter Marketing Magic                                                                                           Bob Bly and Fred Gleeck 

 
 

Center for Technical Communication. © 2014                                                                               |  7  | 

The role of your e-newsletter in your digital  

marketing programs 

Fred: Yeah, I agree with you. Web Marketing Magic does the newsletter for me and 

everything else as it does for your stuff as well and people can look at that if they 

want. What role does an eNewsletter play in digital marketing? 

Bob: I find that for some companies, specifically for the companies that are doing mainly 

Internet marketing, it is the cornerstone of their marketing and I will describe that in 

a minute why I say that, so, as if the method by which you build an opt-in list. 

Meaning, as people subscribe, they opt in to your newsletter. By opting in, they give 

you their e-mail address and their name and they give you permission to e-mail 

them whatever and whenever you want. Now, you want to be careful of what and 

when you send it, but they are now your eList or your house file. Many people 

would say in digital marketing, the money is in the list. 

It is an incredibly valuable commodity to own. There are some marketers who are 

not Internet marketers but do use the Internet. And a lot of B to B companies, I think 

I’ve read a statistic that and I don’t want to misquote it, but 60 percent of all B to B 

marketing is digital and 40 percent or less is print. 

But for those companies, it may be ancillary. But still, why is it valuable to them? I 

used an eNewsletter way before I got into Internet marketing. Way before you got 

me into Internet marketing. And what good was it? Well, in the old days, as a self-

employed professional being in the service business—in my case, is freelance 

copywriting, one of the biggest challenges was to keep my name in front of my 

prospects, so when a job came up, they would call me. 

It was expensive and difficult. You would send out quarterly postcards. But it was 

expensive so you didn’t do it that often. So I did it quarterly. But with an 

eNewsletter, it was a monthly newsletter. We will talk about frequency in a few 

minutes. But if it is monthly, automatically, every prospect on your list hears from 

you at least once a month so you will always have top of mind awareness. 

And it results in you being known; you being known as an expert because of your great 

content and you being called when that client has a need for your type of service.  



Newsletter Marketing Magic                                                                                           Bob Bly and Fred Gleeck 

 
 

Center for Technical Communication. © 2014                                                                               |  8  | 

Fred: When you first got started, I remember telling you that the…I gave you a rough 

estimate of what the value of a list would be. And somewhere between a dime and a 

dollar per person per month that you can build a list…Let’s talk a little bit about the 

eNewsletter subscriber list. More specifically, what you called the Agora model. Why 

is it so valuable to build an eNewsletter subscriber list other than what you’ve said 

so far? 

The Agora Model and why we use it 

Bob: There are several business models for digital marketing. One of the best ones and it 

is the one I use. It’s the one you use, although you did it before Agora, is called the 

Agora model after a company called Agora Publishing. As an information marketer, 

they publish mainly investment financial stock market, health newsletters and travel 

newsletters, although they have many other seminars, books, etc. And they are at 

the point now where they are about half of a billion dollars in sales and most of it 

comes from their online business model. 

The model is very simple. You concentrate all of your marketing efforts, all of your 

traffic building, to drive people to a page—you can call it a sign up page, a 

subscription page. Some people call it a squeeze page, whose sole purpose is to get 

people to subscribe to your eNewsletter and then you build a list. Now that you own 

the list, you can market to them. Agora makes hundreds of millions of dollars in 

revenue from their lists and you market to them in one of a few ways. Be there ads 

or little blurbs about your products in your eNewsletter. Or, sending solo e-mails 

advertising your products to your list and that is how the Agora model works and the 

thing that we will discuss a bit later in the program, is how do you drive traffic to 

that subscription page and there are at least a half a dozen methods and I am going 

to describe some and show you how to do them. 

Fred: Ok, so, must I have an eNewsletter to be a digital marketer?  

Bob: No, but I would recommend it. The reason an eNewsletter is good, aside from the 

fact that it lets you build your eList, your opt in list, is that people will hear from you 

from a set or regular schedule. So, the frequency is the advantage. However, there 

are some people. There are some marketers that say, I don’t have time to do an 

eNewsletter; it’s too much of a burden. In that case, we can use something like the 
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online conversion model which does not require you to publish a regular or 

eNewsletter. 

Fred: Tell us about that and how does that work? 

Bob: Similar to the Agora model. Step one is you have a squeeze page where people can 

sign up and you drive traffic to it with the methods we’ll discuss, which includes 

advertising in other people’s eNewsletters, writing articles and so on. But the 

difference is, when you go to the sign up page, they’re signing up not for the 

newsletter but for the one-shot content offer. 

It is usually a special report. It could be a download offer. They are getting free 

information, but they are getting it once. They have opted into your list but you still 

can e-mail them regularly, just like with the Agora model, but you don’t have to have 

the newsletter because you only promised them one piece of content. So, after you 

build that online with the Agora model, you don’t have to say, oh my, I now have to 

do a newsletter in three weeks. You don’t.  

Fred: So, in other words, one requires you to be a regular content producer. The other 

does not, is that right? 

Bob: Correct.  

Fred: So which is better? 

Bob: In my opinion, clearly the Agora model. Because of what I said before, that it gets 

people to sign up and want to and expect to hear from you on a steady or regular 

basis that gives you many more opportunities for marketing to them, products via e-

mail and also builds much better than giving a one-shot report in the online 

conversion model, builds a relationship over time, in which people gradually, after 

reading your newsletter over and over, perceive you as a guru or expert in your field, 

which is a huge advantage to you as a marketer. 

So, I like the Agora model and I really don’t think, as we’ll discussed, that producing 

an online newsletter—an eNewsletter—is that tough. And I think you should bite the 

bullet and do it. 

Fred: Since I did do it before them, I am going to refer to it as the Gleeck model if 

that’s ok. 

Bob: Well you did do it before them. 
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Getting started: pick your niche  

Fred: So what is the first step then if I want to launch an eNewsletter, what is the first 

thing that I would have to do? 

Bob: The biggest step and it is the most important, because once you make the decision 

that I am about to describe, you’re stuck with it. It is very difficult to change. The 

decision you must make is what niche, what market or what topic will my newsletter 

revolve around? And here is the reason. In my case, for example, my newsletter 

revolves around copywriting, marketing, self-employment and related topics, but 

mainly copywriting and I’ve been experimenting—I’ve created an eBook on how to 

save money buying and operating a car. 

I did it because I found a lot of stuff in the public domain online and I didn’t have to 

write anything and I hired a graphic designer to pull all of this stuff into a book. And 

what happened with this was when I sent out an e-mail about it, I sold three books 

and got 10 nasty e-mails that said I signed up for your newsletter for marketing and 

copywriting advice. I got crap about cars. You don’t know anything about cars. Do it 

again and I am leaving you. People will not accept articles or sales offers from you on 

topics other than your core topic. Therefore, you should pick it carefully because 

you’re going to live with it for a long time, maybe for the rest of your digital 

marketing career. 

Fred: Yeah, I was just thinking that if you go into a cardiologist’s office and get your heart 

done and then all of a sudden you go in there complaining about foot pain and he 

says, oh, by the way, I am also a podiatrist, you’re kind of going to lose your 

confidence because you can’t be an expert in too many topics simultaneously. 

Bob: When I first rented my outside office which I had for two decades before moving 

back home, I hired a cleaning service and when they were done, they handed me a 

business card that said maid service and Website design. And I said, what a 

disconnect. It was absurd. And they never made any money or had any clients in 

Website design. 

Fred: That is really funny. Yeah, the two of those are so closely related. 

Bob: Yeah. 
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Fred: The first thing is, decide on your niche, but before you make that decision, you’d 

better make it really carefully because chances are, especially if you’re going to put a 

lot of work into it, you’re going to be stuck with it, right? 

Bob: Absolutely. You’re going to be stuck with it. It is going to be almost impossible to 

change. What you could do, is if you go tired of it, you could pick a second niche and 

do a separate, second eNewsletter and separate line of products on that, but it is 

not a good idea, because you have a limited amount of time and money and if you 

devote all of your time and money into your one niche, you will be successful. 

I know people that say I want to have three or four or five niches. Well, if you have 

five niches, then each of them will only get 20 percent of your time and 20 percent 

of your money, which will end to be close to zero and you will not be successful in 

any of them. 

Fred: Well, that brings up a very interesting point because right now, I positioned myself 

over the 15 plus years as an information marketer. I market and sell information…if 

you go to Google, I am one of the guys but not the guy, but here is my question for 

you, of late, I’ve got some other interests that have been popping into my head that 

I wanted to do because I don’t consider myself to be a one-dimensional person. In 

fact, some of the ideas that I am having are so dramatically off target from 

information marketing. What should I do if you were advising me? If I was someone 

calling you up and saying, hey,  

Bob: Maybe I am wrong, but this is what I think, do that thing as an avocation or a hobby, 

but take your one main topic, information marketing and devote 80 to 90 percent of 

your time, energy and resources on that and I have other things, too. I have a 

Website on science fiction, called Science Fiction Prediction, but it’s a hobby. It’s not 

a core business. 

Fred: So, for you, what you’re saying is we all understand that we all have various, 

different interests, but if you’re thinking about it from a business perspective and 

from making money, concentrate your efforts on that one niche and think about 

it carefully before you start it, because as we’ve said earlier, you’re kind of stuck 

with it. 

Bob: Agreed 100 percent. 
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Fred: Ok, in keeping that line of thinking, how do you go about choosing your topic of 

niche your newsletter will cover, based on what? 

Bob: People ask me that all of the time, how do I choose my niche? I am interested so 

many things. Here is what I say, you want to take what I call self-inventory and ask 

yourself the following questions: What do I like? What interests me? What am I, and 

I don’t like the word passionate, but what am I passionate about? What have I done? 

What is my experience? What is my work history? What did I do for a job? What did 

I study in school that I know? What do I want to know about that others know 

about? If you ask these questions, you will come up with a list of possible topics that 

you could do, and then you will have to use the Aristotle rule. 

Aristotle said, “Where in is the intersection of your interests and the needs of the 

public? Therein lies your vocation.” For example, one of my topics might be, 

although it is not, 17th century Peruvian pottery. I can do a Website on that but there 

are not a lot of people who would want to buy either the pottery of information on 

collecting it. So I’ve got to pick something where there is a significant market for it. 

The best market is the late Gary Halbert, a great marketer and copywriter calls the 

hungry or the starving crowd. 

You’ll have better sales and an easier time of success. If you pick a topic that people 

desperately want to know more about, are hungry for information. If it’s something 

that is ok to have but not is critical to them, their path will be much rockier. 

Fred: I think it is interesting that you would bring up 17th century Peruvian pottery, 

because the first thought in my mind was the obscure German literature from the 

17th century or something like that, so I like your variation and agree on it 100 

percent. What if there is already a lot…What if you go through this inventory and 

you come up with what you would really love to do something that you’re 

“passionate about” and you think that there is a good bit of money to be had, but 

you notice that there is a lot of competitors, online newsletters of similar types in 

the field. So, what do I do then? 

Bob: What you do is a very simple strategy, which is you take what you picked and you 

narrow it and you slice it into segments and pick one of the segments. You have a 

tighter, more specific, even narrower niche. For example, I met at a seminar, on 

becoming a speaker, a woman who wanted to be a speaker and I forget what her 

topic was. Maybe it was becoming a speaker and the topic was something else. She 
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wanted to teach presentation skills and I said, well that is a very crowded field. What 

do you do? She said she was an executive and she named the company. I said, do 

women have different problems than men being accepted as and giving talks and 

she said, oh I can tell you stories, yes, yes, yes. I said, then your topic should be 

presentation skills for women in business. 

Or, just women. That is what you have to do; you have to narrow the topic. There is 

a guy out there who is an Internet marketer and he said that there is too much 

information out there. He sells information products, books and coaching. So he 

said, I am going to specialize it and he picked Facebook advertising of all things. You 

say that that is a narrow field, but there are enough people out there whose sales 

are great and there is not a lot of competition because most people don’t know 

Facebook advertising. 

Fred: Exactly, and I gave the example, before we move on to other topics, where I would 

have women who would come to my information marketing events—I think my Fred 

info boot camp—where she came to it and she told me that she knew a lot about 

buying and selling real estate and getting into that market. I said there are tons of 

people who are interested in that topic. The only problem is that there are a lot of 

people who are already teaching it. So, I suggested that she would think about 

narrowing it or micro niching it like what you were talking about by doing a few 

different things. One way that you can do it, is by industry. One is by gender. And 

the other is by ethnicity. There is probably more but those three so. She happens to 

be an African American female and she is in the state of Oklahoma. 

So I said why not become the one expert on buying and selling real estate for African 

Americans in the state of Oklahoma? Now, given the niche is so large, it was much 

easier for her to dominate her niche by targeting it and slicing it not one but three 

additional ways.  

Bob: That is a very smart strategy. And what would be the other advantage, when you are 

narrowly niched, and you do to sell your product, people also will pay more for it. 

Generally, people who specialize in a certain niche may overestimate the number of 

customers out there but they always overestimate what people will pay for their 

information products and their coaching and other advice.  

Fred: Yeah, like I always used to say and I think you’ve heard this at one of the events that 

I did. Someone came up to me and said that I have the latest and greatest diet book. 
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I am yawning a big, fat yawn, but if they come up to me and say I am selling the 

latest book on dieting for Italians, not only do I think they have a greater chance of 

success, but their price point will naturally be higher because there are fewer 

competitors in the field. It’s targeted to a specific group of people who are willing to 

pay more money. 

Bob: Exactly, I agree with that. 

Designing your newsletter name and masthead 

Fred: Now that you’ve decided on a niche, how do you decide on a name for our 

newsletter? 

Bob: One, the name can purely be something that reflects the expertise, the niche that is 

discussed in the newsletter. So, all of my stuff about marketing, Internet marketing 

and copywriting revolved around direct response. I don’t do branding; I don’t do 

general advertising. So I named my newsletter, “The Direct Response Letter.” But, 

the second choice is to incorporate your name in the title of the newsletter so I 

actually call it, “Bob Bly’s Direct Response Newsletter.” 

The reason is that helps play off whatever reputation you have in the field and 

simultaneously builds your reputation in the field. You advertise and when someone 

calls you and you say Bob Bly or Fred Gleeck speaking, they want you. They respect 

what you do and consider you an authority in the subject.  

Fred: For those of our listeners who are trying to figure out how to do this, do you 

recommend that they do what we did or should they do something else? In other 

words, should they incorporate the field or the topic as well as their name or you 

would either or? 

Bob: I think it is either or. What I tell people now, is that if you are already known in the 

field, to some degree. If you’re an unknown, then it’s six of one and half a dozen of 

the other.  

Fred: I agree. What’s the masthead? How does that read and how does that relate to 

newsletter publishing?  
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Bob: Well, we’ve all seen mastheads. The masthead, if you look at the front page of a 

newspaper and I understand that some of the younger people who are listening 

may not even know what a newspaper is but it is on page one, the front page in 

the main section, where it says, The Bergen Record or The New York Times and 

has the date and the slogan, All the News That’s Fit to Print. It’s the introduction 

to the label on top of your paper or publication and eNewsletters and you don’t 

have to, but I recommend having a masthead just like a magazine or more than 

likely a newspaper does. 

Fred: Ok. I like that idea. What should be the subject line be of my e-mail newsletter be? Is 

that going to help me get greater numbers of people to open? 

Bob: The subject line is in the masthead because let me run by what’s on the masthead of 

my newsletter. It’s not the only way to do it but it certainly works and I would invite 

anyone who is listening to copy it. The front line, and again, it is always the same, it 

is from Bob Bly. The subject line is based on what I think is the most interesting story 

in that issue and sometimes the three most interesting stories. 

I might have a subject line that says, Maximizing Response Rates: SEO Tips: Manage 

Your Time Better. If I think three stories are of equal weight, then that is my subject 

line. My header under that had the name of the newsletter, Bob Bly Direct Response 

Letter and just like The New York Times, All the News That’s Fit to print, I have a 

benefit-oriented slogan. 

Its resources, ideas and tips for improving response to business to business, high-

tech, industrial and direct marketing. Under that, go ahead Fred. 

Fred: No, go ahead, please. 

Bob: Under that, I have the date of the issue, January 1, 2013. Then, before I get to 

the body of the newsletter, I have one more thing. I have my opt out language; 

remember when I said, you have to tell people to stop getting your newsletter, 

otherwise spam. A lot of people put that at the end. I put that at the beginning 

and I combine it by telling them why they are getting the newsletter. A lot of 

people would sign up for a newsletter and then when they get it, they would say, 

what’s this? They don’t remember signing up because they have to do a million 

things in a week. 
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And it is not important to them, it is a minor thing. So here is my paragraph that 

comes after the masthead and before the text of the newsletter: You are getting this 

newsletter because you subscribed to it at www.bly.com. Or, because you are one of 

Bob’s clients, prospects, seminar attendees or book buyers. If you would prefer not 

to receive future e-mails of this type, go to Website, enter your e-mail address and 

click unsubscribe and that is what I have at the beginning.  

Fred: Got it and one of the things that I will do as a result of this conversation is I will alter 

mine to say Fred Gleeck Information Insight and underneath it say, Tips to Building 

an Ethical Information Marketing Business or something like that. 

Bob: I like that. I love that and you are a name in the field. When I mention you to other 

people, they by and large know you, so you are taking advantage of that now and I 

think it’s a good idea. 

Fred: Good. So then, let’s talk about. You talk about the subject line. The sublime, you 

always say from Bob Bly. 

Bob: It could be either your name or the name of the newsletter, from Bob Bly, or from 

the direct response letter. I think it is better to use your name and make that 

recognizable. And the from line, the subject line changes with each issue. The 

subject line should always be the same.  

Newsletter format: HTML vs. text 

Fred: So what do you recommend for online newsletters? Should people use text or 

HTML? Or Text in an HTML shell? What are the pros and cons of each one of them? 

Bob: Text is as it says; it should be black type on top of a white background. HTML is 

designed in the same code that they use on Websites which allows graphics. 

Another advantage of HTML, with an HTML newsletter, you could measure the open 

rates within a newsletter. With text, you cannot. With text in an HTML shell, the 

newsletter is basically HTML, but you design it to look like a text e-mail. Although 

some people who do text in an HTML shell dress it up a little with italics and bold 

face which you can’t do in a straight text. Those are the choices. 

I use text in an HTML shell because I want it to look like an HTML e-mail. And I 

like information. That’s what text looks like but with an HTML shell; you can 

http://www.bly.com/
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measure the open rate. I would use HTML if I wanted to primarily use images like 

graphs. If I had a travel newsletter, I want to show pictures of the beach in 

Barbados. If I have a fashion newsletter, I want to show what a zuit suit looks like 

or whatever I am selling. 

And those are the basic things that decide your choice. Now, an advantage of text or 

text in an HTML shell, it is much more quicker and easier to do. With HTML, you 

would have to learn HTML, which I don’t want to do. Or, hire a designer and that 

means you will have to devote more time to every issue and you would have to pay 

someone. So I am a huge advocate of text in an HTML shell. 

Fred: Got it. So, what about length in an HTML newsletter? How long should it be? 

Newsletter word length, format, and organization 

Bob: The rule of thumb and I talk to a lot of people, and I went a seminar recently on 

Internet marketing and they had a panel. Most e-mails are in a range of 500 to 1,000 

words. There is nothing sacrosanct about that. If you want it to be shorter…some 

people have an extensive newsletter. They have tips, weekly or monthly tips that 

may be 100 or 200 words. 

I prefer a typical newsletter and my newsletter has five to seven short articles that 

are two to three paragraphs each. That means you can read any article in less than a 

minute and you can read any issue in less than ten minutes. Really, less than seven 

minutes. And again, 500 to 1,000 words hit the sweet spot. 

Your newsletter publishing schedule 

Fred: Ok. I would agree with that as well. How often do you publish your newsletter? We 

talked about this a little bit earlier and I know that there are reasons for publishing 

this more or less frequently. But tell me a little bit about how often you do it, when 

do you do it? Etc. 

Bob: I publish one regular newsletter a month at the beginning of the month. But, then I 

do what I call supplemental issues. The newsletter is my standard format, which has 

the five to seven or five to eight little tiny articles. It looks like a digest. Then twice a 
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week for the rest of the month, I publish one single essay newsletter, very personal, 

from me to the reader that is usually 400-800 words just on one topic—that’s twice 

a week. Then the other two days of the week—and I take Wednesday and the 

weekends off—I send a sales e-mail. Generally you can do that, because when 

people sign up for e-mails from, they want more content and less sales, so what you 

send them should be overall 50 percent content. If it is less, you will increase 

dissatisfaction and unsubscribes. 

If you’re going to just send one e-mail a week, the best day of the week is Tuesday, 

Wednesday or Thursday. Although other people tell me that Friday works for them 

or the weekend works for them. And the time of day, I like shortly before lunch time 

on the east coast. Now, I am east coast-centric because that is where I live, but that 

is what I find works the best. But again, other people will tell you other days. 

One very famous marketer I had insomnia a couple of nights ago and I had insomnia 

at 3:30 in the morning, and was on my e-mail and then all of a sudden, one popped 

in and it was someone that you know sending an eNewsletter. So, people send them 

at all times. 

Fred: Yup. And again, I think what we can do is look for the data. In your own case and try 

different things and see what works, wouldn’t you agree? 

Bob: Yeah, you can measure opt out rates, which is how many people unsubscribe 

when they get an issue. You can measure how many people open it. And you can 

measure how many people respond if they get any offers in it so yeah, definitely 

test different things. 

How to get Fred’s and Bob’s free e-newsletters 

Fred: Why don’t we give people a chance to find out about each of our newsletters? How 

do they get a sample of yours? 

Bob: I think that they should sign up to get samples of both of our newsletters, not only 

because I think they are good—l love yours. But, you see an example of how we do 

it. For mine, go to www.bly.com/reports and that would bring you to the sign up 

page for my newsletter and what is yours these days? 

http://www.bly.com/reports
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Fred: These days, I think probably the best thing to do is go to Fredgleeck.com and click on 

Free Information Marketing Training. I think that is the best way to do it, because 

what I do now is give people access to about four plus hours of videos on the topic 

of information marketing—how to get into it and how to succeed. And in exchange 

for that, they give me their e-mail address so that they can get access to that 

material. So that is what I am doing these days. 

Bob: That’s great. I think that is a very smart thing to do. 

How many articles per issue–and what to put  

in each 

Fred: Ok Bob, next topic. How many articles should we have in each issue of our 

newsletter? And what length? 

Bob: We talked about length, but what length per article. There are two basic formats but 

I do them both. One, as I said, is a digest—five to seven articles, two to three 

paragraphs each. Length, 500 to 1,000 words. That is one option. The second option 

and I think the second option is more popular among entrepreneurs. The first option 

is more popular among mainstream business; B2B companies and corporations. But 

the second thing is to just make each newsletter—have it read like a personal e-mail 

from the sender to the recipient and those for me—and I do a couple of those a 

week—range from 400 to 900 or 800 words. 

Fred: I could hear people who are listening to this program saying to themselves; well Bob 

and Fred both do a lot of writing. This sounds really easy for them. But it’s not for 

me; I’m not a writer. What do I do? 

Bob: There are two choices. One, this can be outsourced rather inexpensively. You can 

hire what we call content writers—writers who do articles, eNewsletters, blog posts, 

dirt cheap. One place to find them is Guru.com. Another one is eLance.com, so they 

are easy to find. If you Google content writers, you will find a slew of them. And the 

prices are very reasonable, sometimes shockingly low. 

The second option and what I recommend is, force yourself to do it. Especially if you 

are an information marketer, like a lot of our listeners are. Writing for your 

eNewsletter can train you in how to do content. Again, you don’t have to do 



Newsletter Marketing Magic                                                                                           Bob Bly and Fred Gleeck 

 
 

Center for Technical Communication. © 2014                                                                               |  20  | 

content, but if you can, it is a plus to you. You will save money and I think that you 

will get a better product. I don’t think articles are hard to learn, especially if you do a 

digest format then the articles are only two to three paragraphs. Anyone can write a 

two-to three paragraph article. Writing a 1,000 word essay is a little more difficult 

but not pressingly so. 

Fred: You know, in terms of accepting the quality, whether we are getting it from 

someone else or doing it ourselves, I want to know what makes for a good 

newsletter article. How do we evaluate whether or not it is any good? 

Bob: The best thing, I think, is a newsletter article that is tips—short bits or longer bits of 

very practical advice. In my longer essays, I may tell a story. Or, I may answer a 

reader question. By the way, at the end of all my newsletters, I have a paragraph 

that says, let me know if you liked what today’s topics were and what would like me 

to cover? So, you can answer those questions. You can tell an anecdote. A lot of 

times, my newsletters start with an anecdote of something that happened to me—

usually business related but not always. 

My anecdote leads to a point and then I make the point or maybe an opinion and 

then I always give practical advice on what I am talking about. Like, we did an issue 

on what I called, bandwidth bandits, where I talk about the concept of bandwidth 

and how your time and energy are limited. But then at the end of the article, I said, 

here are some tips for making sure you have maximum bandwidth and people don’t 

steal it away. I always put practical, actionable advice in every newsletter and that is 

primarily, not solely, but primarily what our readers are looking for. I know you 

sometimes give opinions. People call them rants and I do that, too and they enjoy 

that. The mainstays of it are tips and probably the opinion pieces are second. 

Fred: Ok, so let’s take a quick break there Bob. And for someone who is editing this, they 

are breaking now and we are now going to discuss…we are going to get into point 

number 26. Let’s see, I think we are doing good. Are you ready to proceed? I am 

going to make a new file here. 

So can you give an example of how to write a practical tip? The tips you are discussing 

sounds interesting but give me some way to do it so that it will be easy for me. 

Bob: Let me give you an example of a practical tip. I have tip with a practical title, Give 

Your Writing the Breath Test. I am not going to give you the entire tip. I am 

paraphrasing from memory which is very close. 
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I said, how do you know, and you always start with a problem and then you give it a 

solution—give it the breath test. Number two is you tell what the solution is. 

Number three is you explain the solution and the more actionable it is the better. 

For that article, I said give yourself the breath test and I said, stop breathing with the 

normal amount of air in your lungs. Don’t take up a big breath. Just stop and now 

read the sentence out loud in a normal, but measured not too fast pace in your 

normal voice. 

If you run out of breath before you get to the end of the sentence, the sentence is 

too long. And for more practical advice, I say, solution: break the sentence into two 

or more separate sentences and put the break wherever a new idea is introduced. 

That was one of my favorite items that my readers love. And I know they did, 

because you will get when you publish an eNewsletter, white mail, which is not 

people clicking on your links but just people e-mailing you back commenting on your 

newsletter—either saying that they agree with you, if they voice an opinion or if 

they disagree. Or, they love you or they have you and I got from that, you know, this 

was great. So people like practical tips and they like simple things that are not too 

complicated. Complex ideas are better relegated to a whitepaper, a special report or 

an information product like this one. 

Fred: Got it. How do you know which practical tips that the readers would like best? 

Bob: I have found that they like articles and tips related to the core topic that are a little 

off beat, a little clever and little known. They don’t like to be told common stuff, like 

if you say, how to optimize your Website? Use key words in your copy. Yawn, they 

know that already. I have one piece that said that if you want to get more traffic in 

LinkedIn conversations, use keywords in your post if you’re on a group, for example. 

That may be something that not many people know. So, stuff they have not heard 

from before and stuff that they can immediately do and stuff that has a benefit and 

helps them do what they are doing better. 

Fred: That sounds good, so what other types of articles can I publish? 

Bob: Well, let’s give a list: Practical tips, we’ve discussed. News in your field—what I call 

data. Tid bits. Announcements of your speaking engagements—when you’re going 

to give seminars or speeches, announcement of your Webinars, announcements of 

your new books, book reviews of other people’s books; what I call vendor 

recommendations—where they can go to get something done that you think is a 
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good source, quotations—I like quotations, opinions and rebuttals—you respond to 

something someone else said or wrote and you say, here is the opposite view. 

Fred: One of the things that I am doing Bob, and I think you know this, in my eNewsletters, 

I also do a weekly Webinar and for people who want to go check that out, they can 

go to Fredgleeck.com and click on Webinars and sign up there and that has proven 

to be a really effective way of doing a couple of things Bob. Number one, staying in 

touch with people who are on my list and number two, is to create content for the 

Website because once I do the Webinar every week, it is usually anywhere between 

45 and less than an hour. If I want to, not only do I put that up as a—I recorded on 

screenflow, which is a video capture system. But I also have them transcribed as a 

product. So, I am creating more content by doing something for free and then 

capturing it. So that maybe something that people may want to consider and if they 

want an example of that, they can check it out because you can also use that to turn 

part of it into your eNewsletter. 

Bob: That is a good idea. Right now I do periodic or sporadic Teleseminars and Webinars 

and you can use those, as many people do…you can make them for free and then 

you can upsell to a product. But when it is free, your subscribers really appreciate 

it—they love when you give them extra free stuff. That works very well. Another 

thing I’ve done was to write short reports on various topics. Normally I charge for 

reports but these reports I don’t charge for them. I put them up somewhere on the 

Web and in my newsletter, I will say hey I just put up this report on this technique 

and it is free. Go there now and grab it. You don’t have to put in your name. You 

don’t have to put in your e-mail address, it is yours. They love that. 

Fred: I would agree. So, what other types…We talked about the other types of articles you 

would publish, but what types of news should I publish in my e-mail and where 

would I get this info? 

Bob: What you should publish is news that is important to them related in you and their 

field. A perfect example is when Google made keyword information not available. 

You should tell that news when it happens and interpret what does it mean to you. 

And where you get it is I subscribe to many other newsletters and I reprint it in my 

own words and I always attribute the source and that is a great source of content. 

Other sources, when I give a seminar, I usually update every time I give it with new 

techniques and I put one of those new ideas in the newsletter. So, news; current 
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events in your trade or in your field that are important to people and that effect the 

trade or the profession in what they do. 

Using content in your newsletter taken from  

other sources 

Fred: And that is good. So do I need permission to reprint material in my newsletter from 

other sources? 

Bob: I am not an attorney, so we would have to tell the listener that the ultimate source for this 

is to consult an attorney. We cannot give legal advice. My experience is if you do short, 

excerpts and recast it in your own words and attribute the source, you will be ok. If you 

want to feel more ok, you can ask permission. I don’t do that normally. As long as you 

don’t plagiarize by copying it word for word, you will be generally ok. 

Fred: The other thing that I would add to that Bob, is that as long as you are saying 

something nice about the person and their article, you usually won’t get in trouble 

no matter what you do. 

Bob: Agreed. 

Fred: But again, we are not attorneys nor do we play them on TV. Must I attribute 

material from other sources is my next question and the question is a lot of times if 

people are thinking that if they are using other people’s materials and they are 

giving attribution that they it is making them sort of less intelligent. Bob, so my 

question is, and I think we’ve talked a little bit about that, but does it make you look 

dumb when you do? 

Bob: I am not an attorney so I cannot tell you if you have to, but I can tell you that you should 

for two reasons: It is fair. You didn’t come up with this. You took it from someone else. 

You should at least acknowledge it and B, it is the opposite of looking dumb—it doesn’t 

make you look dumb. It makes you look well read and up-to-date in the field. So, there is 

an advantage to quoting other sources; it is not a bad thing, on the contrary. 

Fred: I would agree with you 100 percent yet again. What do mean about publishing 

data articles?  



Newsletter Marketing Magic                                                                                           Bob Bly and Fred Gleeck 

 
 

Center for Technical Communication. © 2014                                                                               |  24  | 

Bob: I saw an item that there was a survey done by a company named Castora. The 

survey found that, and it was a big survey, 86 different Internet users on 70 different 

retail sites, and it concluded and it had percentages, which had data by which 

Internet marketing methods acquire the most customers or buyers and they had 

percentages and at the bottom, close to zero were Facebook and Twitter—that’s 

what I mean by data. Or, you might find a data thing that 79 percent of consumers 

won’t go back to a retail store if the cashier gives them the wrong change. 

Whatever it will be so factoids about your business; short, because people will 

like that.  

Fred: Agreed. So what would you publish in terms of speaking engagements, books and 

the like? 

Bob: Your reader is interested in you and your activities, so whenever I am giving an 

upcoming speaking engagement. Whenever I am giving one of my self-produced 

webinars or doing it for someone else, both really, and whenever I have published a 

new book, I put a short item in my newsletter, usually in the monthly edition with 

the bunch of five to seven short articles and what I wrote in one of them, like I had 

one that had the speaking engagement and a list of one or two speaking 

engagements I have coming up with the dates, the locations, and link where they 

could go to the page with the sponsor to sign up for it. 

Recommending products and services in your newsletter 

Fred: That’s good. So what is a vendor recommendation and why do you publish it? 

Bob: Your readers not only want to know how to do what you teach. They want to know 

where. Like, if we say, hey you should have a hosting service on your Website. You 

shouldn’t keep it on your home computer. You should keep it on the server of a 

professional hosting service. The first question is going to be, where do I find hosting 

service? What do you use? A typical one would be a hosting service. We 

recommend…this is not necessarily my recommendation but I am just pulling one 

out of the top of my head, we recommend for hosting, Host Gator, and you would 

put the URL on your Website and tell me the advantages that they offer. 
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Unlike small hosting services, I met a woman today who does hosting. She is a Web 

designer but she offered this hosting. She hosts with her computer in her apartment, 

which is a bad idea to go with a hosting service like that and I explained to her, when 

a company that is 24/7 with a team, so if there is a glitch with their server, they have 

a technical person who could fix it. And if you have a problem, you can pick up the 

phone and talk to someone. That is why you should go with Host Gator. 

Fred: Now let me give you my example of that. Whenever anyone asks me about hosting I 

always tell them to go to coolhostingtool.com. That happens to be an affiliate link 

for a hosting company. When you give out a vendor link to people, do you have an 

affiliate and if so, do you tell people? 

Bob: For some services, I don’t. For the majority of services, I don’t. Someone asked, what 

designers would you recommend for designing direct mail? These are professionals; 

they are self-employed, so I don’t get a commission. I don’t take a cut or fee from 

people I recommend, however, if it’s a service, like you mentioned or a product like 

Web Marketing Magic, which I would also recommend, well you know that I am an 

affiliate and I would say go to Bob’s Best Cart. Generally I say you should say if you 

get a commission. I probably do it some of the time but I don’t do it all of the time. 

Fred: Yeah, and I feel like if people don’t feel like you are trying to hide it on a regular 

basis, I think that is fine. What I think people should understand is that when you tell 

people what to do, figure out how to do it and who to do it with, so you give them 

the recommendation and you tell them why you use that person and why you think 

they’re good. And in the case you just described, there are a number of individuals 

where I do not get any compensation whatsoever and in that situation is usually 

when someone is selling their time. If it is a product, I don’t have a problem. 

Bob: Me too. If it is a product, I will become an affiliate and get the commission. If they 

are selling their time, I do not charge a referral fee.  

Fred: Yeah, I would agree with that as well. Ok, what about quotations? Do you use 

quotations in your newsletter? Why do you put those in there? 

Bob: I use them in every monthly issue. And in the articles that I write, the essays for the 

bi-weekly, the twice weekly issue, I don’t always but I often quote other people. If 

you find the right quotations, they have a lot of wisdom that are expressed in a pithy 

way that are easy to absorb and have more impact and are more memorable to the 

reader if you had said the thing yourself. I have an issue on writing and becoming a 
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writer and I said, Harlon Ellison said the trick is not how to become a writer but 

staying a writer. That was a great quote and I put that in. 

I put that in because A. I think readers like them and B., I happen to like them. And 

one of the nice things about having a newsletter in my view is that you can indulge 

to a degree, your quirks and preferences and so I do with quotations.  

Rants, raves, and rebuttals 

Fred: I would agree with that, too. So, what opinions and rebuttals do you publish and why? 

Bob: I and this is also terrible, although readers love it, I have become a cranky old man. A 

lot of things irritate me. What irritates me most is when people widely express 

opinions on topics, in particular on marketing, that I think are totally ignorant and 

totally wrong. So if I read something in a LinkedIn discussion group or on a blog or in 

an article, I will often do an issue that says something like, in Data Bean Magazine, 

Carol Schmecker, the CMO of Apple, said…And in my next paragraph, she couldn’t 

be more wrong and then I will explain why she is wrong and what the truth is. I do 

that a lot and my readers absolutely love it. 

Fred: I like it and I think it’s a good idea. Where do you get your ideas for newsletter articles? 

Bob: A third of the articles come from subscriber queries. As I mentioned, I have at the 

end of every issue that says something like do you have ideas? Is there something 

you’d like to see or other topics you’d like to see me cover? E-mail me at my e-mail 

address. So, one third of my articles come from my subscribers asking questions. 

Either they would say I want you to do this topic or they would have a specific 

question. I will begin the issue, I will use their initials and not the subscriber’s name, 

Subscriber R.L. writes: And then I will quote the question and then answer it. 

One third are based on incidents or things that have happened to me, especially if I 

was mistreated, or conversely, if something really nice happened. And one third is 

from reading stuff and I read widely in blogs and LinkedIn discussion groups and 

they will trigger an idea. And not all of the ideas are opinions and rebuttals but some 

of them are and other ones are adding to the one I read and adding more 

techniques in a more meaningful way for the reader. 
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Correct ratio of content to sales copy in  

your newsletters 

Fred: Earlier we talked about the percentage of content versus sales. Do you ever have 

pitches directly embedded into the newsletter and if so, how often? 

Bob: I think you can embed one or two, but one is preferable, sales pitches in the body of 

the newsletter, however, I usually do one or none because remember, in addition to 

my monthly newsletter, I have four e-mails going out per week—two are content 

and two are sales pitches, so my sales pitches are delivered that way. If I only had a 

monthly newsletter in a traditional weekly newsletter format, I would definitely be 

making sure that there is one sales pitch in an issue but not much more than that. 

Again, what you should send the subscriber should at least be 50 percent content 

and 50 percent or less, sales.  

Avoiding spam filters 

Fred: Good, so next topic here. What do you do to see whether or not your e-mail will 

trigger a spam filter? 

Bob: There are a number of ways to do it. There is one program out there which is called 

Spam Assassin, where you can paste in the text of your newsletter and it will tell you 

whether it is likely to be trigger or spam filter and what the offending phrase of 

words are. In addition, a lot of the e-mail distribution services and programs like 

Constant Contact, which is a big one, they are an advertising gorilla. They advertise 

on television and radio. They have a service where you put your e-mail in and it tells 

you the same things as Spam Assassin. Is this going to trigger e-mails and spam 

filters? And which words specifically so you can edit them or take them out. 

Fred: The other nice thing is that Web Marketing Magic also has spam detector built in as 

well, so if you do your newsletter on Web Marketing Magic, you can have that as 

part of the package—you have that as well, right? 

Bob: Yes, I do. 
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Fred: Do you avoid using the word, free in all caps and other words that will likely trigger 

spam filters or not?  

Bob: No, and here is what I’ve found. If you use a word like free or put something in all 

caps, it may trigger a spam filter and that may depress response of a certain amount. 

But if it is a strong word like free or strong technique, the increase in response it 

generates because it’s promotional and people respond to it—the increase in 

response almost always outweighs the depression caused by the spam filter. Having 

said that, I use words that I think are important even if they trigger the spam filters, 

but conversely, I would avoid words or symbols that would trigger a spam filter if I 

don’t think they add anything to the copy. 

Like, people like to use dollar signs. Well, three dollar signs or two dollar signs trigger 

a spam filter and there is just no need to use it so I don’t. 

Get new subscribers to whitelist your  

e-mail address 

Fred: So Bob, when people do subscribe, and we’re talking to our listeners here about 

what they should be doing. When you first respond, your first auto responder you 

get. When people respond and sign up for your newsletter, do you tell them to make 

sure and whitelist your e-mail address so that it gets through?  

Bob: Yes. I don’t keep detailed instructions, which some people do and probably I should. 

But I tell them to whitelist it and add it to their address book to make sure that the 

eNewsletter gets through. 

Fred: Let’s explain to people what whitelisting means just in case they don’t know. 

Bob: Well, I don’t know the technical details. Why don’t you explain?  

Fred: Well, basically what you’re saying is that you’re telling someone that they should go 

into their system and make sure that your particular e-mail should be marked and 

put as acceptable and should not be blocked by any spam filters. You’re just making 

it so that you increase the chances of people subscribing to you and then actually 

receiving your e-mails, because a lot of that when people sign up…And I know that 
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people have said this to you, too Bob. Hey, I signed up for your e-mail but I never got 

it…and the answer is not that they never got it; it never got through to them. 

Bob: Yes, that is true, so I agree with you, whitelist it into your address book.  

Fred: Absolutely, ok. So, let’s talk a little bit about formatting your eNewsletter. We talked 

earlier about whether or not to do text or HTML, but talk to us a little bit about 

formatting. 

Formatting a simple text e-newsletter 

Bob: Here’s how I format my eNewsletter, which is really simple. I set the left margin at 

20 and the right margin at 80, which gives me a 60 character column width. You will 

notice that are written and that I produce, they are not across the screen, they are 

narrower, and we do that because they are easier to read that way. When I am 

preparing it and writing it in text, not Word, I put a hard carriage return after every 

line. I put horizontal dash lines to separate the various articles in the newsletter. For 

the article titles, it is very simple, I put three asterisks and then I type the title and 

then I type three more asterisks. And that is the very simple formatting that I use. 

Because it is text in an HTML shell and not a full HTML design, don’t use pictures, 

don’t use color. Very simple. 

Fred: Yeah, I agree with all that. So, again, if someone were to ask, how do you convert 

your newsletter from text to HTML, would you tell them don’t worry about it 

because you shouldn’t do it? 

Bob: I would say it is easy…If you’re working in Word, you could save your Word file and 

the HTML so that it is easy. Or conversely, some of the distribution services—I think 

Pinpoint does it and others—would do it for you so it is not a big problem. Again, the 

easiest way is to save it as an HTML file if you’re working in Word. 

Managing your newsletter subscriber list 

Fred: Ok, so what about managing your newsletter subscriber list. Obviously, I use Web 

Marketing Magic. You use Web Marketing Magic. Why is it that we both like it and 

what are the advantages of using that system? 
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Bob: Well, you are the expert in it but I’ve been using it for a while and there are a 

number of add-ons that give it utility. It does store your subscriber list—the names 

and the e-mails. Therefore, at the touch of a button, and again, my assistant does it. 

I don’t have to actually touch anything. But you know–You can distribute any e-mail 

that you write to be inside a list or a sub segment of it if you keep sections of the list 

in different databases. It also allows you to plan to send a series of e-mails. Let’s say 

you want people to sign up because you are offering eClasses. Well, you can write 

the eClasses and maybe there are six classes, which are in six e-mails and you can 

load it onto Web Marketing Magic and then you can select the frequency with which 

to deliver—weekly or three times a week or twice a month. 

And you do them once and you don’t have to remember to send out lesson two and 

three. It is all done automatically. So those are some of the things that I like about it. 

And of course, Web Marketing Magic also contains a shopping cart that Fred and I use 

for our landing pages where we’ve built them. It allows someone to go on your Website 

and click on your shopping cart, which is Web Marketing Magic, put in their information 

and pay with a credit card or PayPal and that is for me, the most useful feature. 

Fred: Yeah, I think that the fact that Web Marketing Magic is so integrated that it does 

all these things that one would need as an information or Internet marketer 

under one roof, making it so that you don’t have  to be using three or four 

different systems. I think for the person listening to this program that is a huge 

advantage of not having to have three or four or ten different pieces of the 

puzzle contained in different places. 

Bob: Not only is it much simpler and much easier, but it costs less. You don’t have to 

subscribe. Most of these services are subscription based and you don’t have to 

subscribe to seven products and pay seven fees. You save money. 

Fred: I agree and for all those reasons, I think it’s a good way to manage it. So, let’s ask 

this question. How many subscribers do you have and is that really a relevant 

question? Why is that important? 

Bob: Well, let’s answer it; you have more than I do. I have 65,000 subscribers and people 

argue that it is not the number of subscribers that you have. It is the quality of the 

subscribers. Certainly, you’d rather have 5,000 people that spend a lot of money 

with you than 55,000 that don’t buy anything. Having a large subscriber list does 
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give you leverage in certain areas. Certain activities that you may engage in will be 

easier if you have a large subscriber list. 

For example, I write books for traditional mainstream publishers. And if I propose a 

book, they are going to want to know how you’re going to sell and announce that 

book and if you say I have 65,000 or 150,000 subscribers, they are very happy. So, 

there is some advantage to having a large subscriber list, but more important is the 

quality. I went to a marketing seminar a while ago and this guy, an entrepreneur, 

who is a very smart guy, Gary was talking about the fortune he made online. He said, 

I have a list of 300,000, but they are super qualified and they buy whatever I sell, so 

it is the quality and the quantity. 

Fred: The only thing is, and at least, and again, I made this prediction a few years back. 

Until they start charging us per individual e-mail, which I predict will happen at some 

point in the future, which will not necessarily be a totally bad thing. Having a large 

list really isn’t the problem because we are not seeing any additional to send out to 

more people, but I agree with you, that there are people who make a lot more 

money from a small list than they do from a large list because like you said, in his 

case, he has some really rabid followers and if they are on his list, they basically buy 

everything that he does. 

Bob: Although there are organizations that do the opposite, that have large lists like the 

Motley Fool is really profitable and I think they have something like 1.2 million 

people on their list.  

Fred: Yeah, so in other words, you can be profitable and… 

Bob: Quantity, quality or both. 

Fred: You’ve got it. Very, very true. So, what method do you use to build your newsletter 

subscriber list? 

Creating an online subscription page for  

new subscribers 

Bob: The basic method, as I’ve discussed, is the Agora model and the first step is that you 

have to create what is called a squeeze page to get people to sign up for your 

newsletter. That is step number one.  
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Fred: Got it. As you can see your squeeze page is Bly.com/reports right? 

Bob: Yes. And a squeeze page is also called a main squeeze page or an opt-in page or a 

subscription page. It’s a simple Web page where all the person can do is sign up for 

your eNewsletter or not. There is no other stuff. In my recommendation, there are 

no other choices and that will maximize the conversion rate meaning, for every 100 

people land on it, one percent sign up for the newsletter and the simpler it is, I think, 

the better it is. 

Fred: Also, if you’re offering this great, free newsletter, why do you offer bonuses for 

people to subscribe? Isn’t just having the free newsletter enough? 

Bob: That always irked me in the beginning. I said, my God, they are getting the 

newsletter for free, but you’re right, if you offer as a sign up, saying sign up now and 

you will also get free stunt, more content, you will greatly increase the conversion 

rate and the reason I think is at the beginning of Internet marketing, there weren’t 

that many newsletters so just saying free newsletter worked. Now, the world is 

overcrowded with newsletters and one of the most common things that my 

subscribers say is that I get so many newsletters that I periodically unsubscribe to 

most of them to free my inbox and yours is one of the few that I keep, which is a 

flattering compliment. 

But to get people to sign up because there are so many, you’ve got to offer them let’s 

say, a free special report. I offer four free session reports. These are reports on each of 

the different marketing topics and what is cool about it is I actually have a shopping 

cart on my Website where we sell these reports and actually get orders from them for 

$29 each. So, therefore, since I give away free reports on my squeeze page, I say sign 

up now and get a free gift worth over $100 and I think that works well. 

I think the way it works is, people randomly use squeeze pages and they’re not sure 

about the newsletter and they will say I really want to get that bonus, so I’ve got to 

sign up. What I’ll do is I will get the bonus and then I will unsubscribe. But, they get 

the first issue of the newsletter and if it’s good, they say hey, let me keep getting 

this. So that’s how it works. 

Ways to build a large and profitable opt-in e-list 

Fred: That sounds good. So, how do you drive traffic to these squeeze pages?  
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Bob: Here is what I think are the key methods. One, we swap affiliate deals. One I call the 

lost leader strategy, byline articles, speaking gigs, pay-per-click advertising, e-mail 

marketing and ads in other people’s eNewsletters. There are other methods. I don’t 

know if you’ve heard of it. You’ve used others. But that’s the major ones. You’ve 

used signage. I don’t know if you still do it, but you used to have your Website on 

your car. So there are other methods. 

Fred: Yeah, I think the ones that you’ve just mentioned are a good list, so let’s just go 

through those individually. What is a list swap and how does it work? 

Bob: Here is a list swap: You go to another Internet marketer, and you say hey, I would 

like to tell my subscribers about your wonderful newsletter and I will for free. I will 

not charge you a commission even though your newsletter is free. In return, I would 

like you to do the same thing for me. I did this recently with…And I think you know 

her, Wendy Weiss, the queen of cold calling, and she mentioned my free report. 

That’s how we usually…We give the person the copy for the e-mail that they’re 

going to send to their list and we stress the report over the newsletter because they 

think the report is the most attractive part of the offer, and just to give you a real life 

example, she did it and within 48 hours, we added 560 new subscribers at zero out-

of-pocket cost. 

I did the same thing with Robert Ringer, the best-selling author, and we added, in 

two days, I think it was almost 1,000 people. I did this with Gary Bencivenga, who’s 

known as one of the greatest copywriters, and he got something like 1,000 new 

subscribers for a newsletter he was launching when I hyped it or offered it in my 

newsletter. So, swaps are made, you can get a lot of names in a short amount of 

time and it costs you nothing out of pocket. 

Fred: And it just reminds me that you and I should do that again because you’ve done it 

once with someone you would like to trust. You do it again and a year later and 

there is more people, so it might be interesting for us to try that.  

Bob:  Yeah, we should and I found we really should be doing this every six months. A year 

is probably more common.  

Fred: How does affiliate marketing fill their subscriber list then? 

Bob: As the listeners already know, affiliate marketing is the arrangement where I would 

go to another information marketer and say, I like your product, I want to add your 



Newsletter Marketing Magic                                                                                           Bob Bly and Fred Gleeck 

 
 

Center for Technical Communication. © 2014                                                                               |  34  | 

e-mail to my list and sell it as an affiliate. And the e-mail has an affiliate code in it, so 

if someone orders it from me, they click and go to the guy’s Website or his landing 

page where they can order the product. The sale is recorded as my sale and then he 

pays me a commission. Well, guess what, everyone who buys that product…I am 

sorry, I actually did that in the reverse order. I could sell his product but people can 

also sell my product as my affiliate. So, if I sell his product as his affiliate, every 

person who makes a purchase, I can add to my list. 

Fred: The whole idea is selling other people’s products allow you to gain…You’re basically 

are getting someone else to say I will give you the commission for it. The major 

benefit that they get is not only by making a sale but by gaining a subscriber. 

Bob: And it works in reverse. So, basically, if you mail to other people’s list, they e-

mail to their list and you get the order from one of their subscribers and now he 

is your subscriber.  

Fred: What about your lost leader strategy? How does that work? 

Bob: This is a special strategy and if people want the details, it is in one of those free 

reports I mentioned and you don’t have to register. You can go to the site and 

download the report and it is www.theinternetlossleaderstrategy.com. The way it 

works is you go to someone with a good list or a large list and say hey, I want you to 

offer my product to your list and when I make the sales, I am not going to give you 

30 or 50 percent commission; I am going to give you 100 percent commission. 

You will give them all of the money and they will go to be eager to do this because 

they will make a lot of money, but what you get out of this are the names of 

everyone who purchase your products. I did this with Early to Rise, when Mark Ford 

owned it and at the time, they had 450,000 subscribers. He sent an e-mail 

advertising one of my eBooks and within 48 hours, we sold I think, 982 copies and 

took in almost $19,000. Now, when I gave it to him, that was my payment to him for 

doing it, but it didn’t cost me anything out of pocket because it was money that I 

took in. 

And in exchange, not only did I get 982 new subscribers that are mine from his list. 

But these are superior quality subscribers because they have already spent money 

with me and that is the lost leader strategy. 

Fred: That is a great strategy and again that is www.theinternetlossleaderstrategy.com. 

http://www.theinternetlossleaderstrategy.com/
http://www.theinternetlossleaderstrategy.com/
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Bob: That’s right. Free. 

Fred: Good. So, what about article writing to build your list? 

Bob: You can write articles for other people’s newsletters or Websites for your blog and 

in your article, you mention either your bonus report or your newsletter or both 

and you put a link to your squeeze page and you get orders. Typically if you’re 

writing an article for a Website or for a newsletter or for someone else’s 

eNewsletter, even for a trade magazine article, you have an about the offer section 

at the end of the article and that is where you describe yourself in a sentence or 

two. You know, Ellen Schmecker is a leading expert in SEO and to subscribe to her 

SEO letter, go to this Website. So you go to this resource box and it’s a very good 

technique for getting your name out, further establishing yourself in the field 

because people take it that if someone has written an article about something, 

they know something about it. And, in addition, the resource box you put in your 

Website builds your subscriber list. 

Fred: What about speaking? 

Bob: Both of us do speaking and we have different techniques and they are different 

techniques. One technique is that during the presentation, you give the sign up page 

for your eNewsletter and you could hawk it, you can talk about it or you can just 

show it as a slide. I usually just have it as a last slide of my presentation. 

Other people, and I’ve heard this strategy, but I don’t like it because it is labor 

intensive, say you can get my free newsletter or a free report and they hand out an 

order form and that way more people can sign it and then they can collect the order 

form and have to collect the addresses manually. I prefer to give the URL and have 

people go to the…What do you do in that regard because you speak a lot. 

Fred: I actually prefer the other method which is getting people to give you the order 

sheets right there. I find that the amount of money raised is infinitely higher than 

doing a URL length kind of strategy although, more recently, using stuff with mobile 

phones has been effective too. 

Bob: What do you do on mobile phones? 

Fred: You can either have people text you or do various kinds of things in which you can 

capture the phone number because lots of times, having a person’s phone number is 

a heck of a lot better than having their e-mail address because people are now 
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responding to text offers at ---your open rate is almost at 100 percent. So, if you can 

get people to use their cell phones to text you something and for you Bob, in your 

case, you’d probably want to set up a separate phone just for this purpose if you 

were doing it and it could be done cheaply and inexpensively so that people at an 

event---you can say that if you text me at this number, I am going to send you back a 

special link with a special offer and it is substantially less than what I normally do. 

Now they can order directly through their mobile phone but you also have their 

phone number so that you can set up a text list and your responses on that 

particular method will dwarf anything from an e-mail list. 

Bob: Now, I have not done what I am about to suggest but it is an idea that occurred to 

me and I am sure that some people have done it. When you speak at conferences, 

normally you hand all of the conference attendees a thick binder with all of the 

PowerPoints from all of the presenters, so on your last line, you can put a QR code 

or a Quick Response code that people swipe with your mobile and go to your 

landing page. 

Fred: That is a nice thing to do that and it could work, but the reason why I like them 

texting me is because now I can build up a list of mobile phone numbers. It is like 

the very beginning when e-mail was first coming out. People are responding at a 

very high rate and anything can come directly over the phones. And if you think 

about it, and I don’t know if you do a lot of texting Bob or not, but if you text a lot, 

and I don’t know about you Bob but I always read the beginning of every text that I 

ever receive. 

Bob: I think that they are good suggestions and I will confess on this call that I am a 

Luddite; I do not own a smartphone. I don’t text. 

Fred: And for people who are smartphone owners and do a lot of texting, if they do speak 

at events, this is one way to build up a separate list and you will find it to be highly, 

highly responsive. Anyway, let’s move on. Are Google AdWords, eZines and Internet 

advertising cost effective? 

Bob: Let me put those in reverse order. eZine advertising, running ads in other 

people’s eZines is usually effective. It gets a lot of response. The problem is, if 

they are too expensive, your cost per subscriber may be too high. E-mail is also 

effective. Again, it is a high cost. Sending an e-mail offering a free report or a 

download, is a very popular strategy, especially with bigger companies who can 
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afford it. The problem with Google AdWords is if you are a common category, 

like what you and I are in Internet marketing, there is so much competition for 

those keywords and you’re going to pay too much money per click, so I don’t use 

Google AdWords to build my list. 

What should you pay to add a new subscriber to  

your list? 

Fred: So, here is my question for you. How many dollars per subscriber and how many 

cents per subscriber do you find it worth it to pay to build your list that way?  

Bob: Well, here is how you do it. Based on either your current revenue or if you’re not 

selling stuff online then it is harder but you can use this guideline, which is ten cents 

to a dollar per subscriber per month. You can figure out the value of the lifetime 

subscriber and then you can figure out how much sales you have to get from a 

subscriber or subscribers that you acquire through these methods based on that 

amount of money of what you will be getting a month. I like to do it so that my cost 

per lead versus my revenue per month, that the cost of acquiring those subscribers 

will be paid back in three to six months—that is my rule of thumb.  

Bob:  Say your average income per subscriber is $12 a year. That means a subscriber is 

worth $1 a month. So if you want to pay back the cost of acquiring the new 

subscriber in 3 months, the most you can pay in advertising to acquire that new 

subscriber is $2 to $3 per name. 

Fred: Yeah, that is the way to do it. If you can get that money back in 90 days… 

Bob: Yeah, if you can get back the money in 90 days, you’re in the game. 

Rules for print newsletters 

Fred: Ok, let’s move on here. Are rules different for doing a print? 

Bob: Basically, they are pretty much the same. The problem with print and we didn’t 

discuss this one before, is that because there is a limited space, it’s a four-page 
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newsletter, there is a finite number of words that you can fit, versus online where 

you can make it any length. Or, you can have links in your newsletter that goes to 

articles you’ve posted, that are on there. That’s not a big problem though and the 

main difference though, and it is going to sound funny, is that you want to design 

when you print your newsletter, you want to design and have a margin. If you have a 

four-pager, the margin of text away from the fold so if you three-hold punch it for a 

binder, you don’t punch out the text and make it difficult to read. A lot of people 

that subscribe to print newsletters like to put them in three-ring binders, so you 

should make it easier for them to do that. 

Fred: Oftentimes, sophisticated newsletter publishers send their newsletters prepunched.  

Bob: Yes, in fact, some of them, not a lot of them, and more often in the past, would offer 

as a premium for subscribers, for the paid subscription newsletter, the binder.  

Fred: Ok, some people are thinking, who are listening to the program, is it possible that I 

always charge for my newsletter? Or, should it always be free. 

Charging for your newsletter is a bad idea 

Bob: It should always be free and here’s why. The worst strategy—there are several types 

of newsletters. There are the free newsletters that we are talking about and then 

there are the paid subscription newsletters. Some people, who are marketing 

themselves and selling themselves with a free newsletter, say maybe I can charge a 

nominal fee just to offset my cost. If you do that, your sign up rates with plummet 

astronomically. Being in the paid newsletter business is different from being in a free 

newsletter to promote yourself. And getting paid subscribers is an art. It is very 

difficult. It requires very sophisticated, strong copy and that is a different business 

and I think that lots of people listening to this don’t want to be in the paid 

subscription newsletter business. And if you have a regular newsletter to promote 

your professional practice where your Internet marketing business should be free. 

Fred: Ok. I agree 100 percent. Ok, so what is contact management and how does that 

affect your newsletter cost? 

Bob: Whenever you write stuff, that content is yours and it has value. Part of a mistake I 

made, for example, I send these twice a week newsletters, these essays. I am up to 
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on my computer, issue 367. I could not tell you where any particular article is in any 

of those newsletters, because I didn’t keep at the beginning, an index and to go back 

and do it would be a pretty time consuming and boring task. So you should have 

methods of indexing the content in your newsletters so that if you want to find 

something. Like, I had a reader ask me, I know you’ve done a method on time 

management, can you resend that? 

That is almost impossible for me at this point. So you want to organize your content 

and index it so that when you need to find it to send it to people or if you want to 

find it and reuse it in something else. 

Fred: So this is the Bob Bly don’t do what I do, just do what I say. 

Bob: Exactly. A mistake. 

Monetizing your newsletter articles 

Fred: Yes, exactly, I understand. I would agree 100 percent. If you are just starting out 

folks, don’t make the mistake that Bob and I did which is producing a lot of content 

and not really knowing how to get to it after the fact. Ok, what about, have you ever 

reused and monetized articles after they have been published?  

Bob: I love to do that. A minor way in which I do that is to post some of them on my blog. 

I will use some of them in corporate, some of them as sections in eBooks that either 

I am writing or I hired a ghost writer to write. I will give him, if he has got to write 

about a particular topic, and I have written an issue about it, I will search out and 

give him those issues. The main thing, for example, I have a book coming out called, 

“87 Secrets of Outrageous Business Success,” and all the book is, is 87 chapters that 

have 87 of my issues that I’ve selected. So yeah, I think it makes sense to recycle and 

if you can, turn your articles into paid information products. 

What I like, and remember what I said earlier, that you should write your own 

newsletter. In modern digital marketing, content marketing is very effective and 

people say do content marketing, but the problem is people never write; or they 

don’t get around to writing. If you have a weekly newsletter, a monthly twice a 

week newsletter, you are forced to create content that has great value to you as 

a commodity. 
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Fred: Now Bob, you said something there and then you said something else that may put a 

question in the minds of our listeners and you speak about the value of writing stuff 

yourself, yet you mentioned the term ghost writer. I think you need to square that 

so that people can understand exactly how you use the ghost writer and what rights 

do they have after they do the writing. 

Write it yourself vs. outsourcing  

Bob: Sure, my content is a mixture of stuff that I have written that is my opinion and my 

knowledge and is more personal. But for many topics, especially for eBooks that I 

sell, I don’t know much or anything about them. But I know that my listeners are 

interested in them. I hire a ghost writer and I pay pretty generous with my authors. I 

pay an advance, royalty and a 10 percent net royalty and that is rare in the field and 

you don’t have to do that. The reason why I do it is because I have a special empathy 

for writers since I am a freelance writer, I write for a living for my clients. 

I can’t short writers. I want them to get paid well. However, all the rights and 

everything they write in perpetuity belong to me. They give it up; they can’t use it 

again; it’s my material. I own it.  

Fred: With so many newsletters out there, does publishing one really help your business 

more than if I went without? 

Selling products and services with your newsletter 

Bob: Absolutely, I read a study years ago, maybe 10 years ago in B2B Magazine where 

they said Hewlett Packard published six eNewsletters of various technical products. 

And even back then, the response rates to e-mail promotions offering Hewlett 

Packard stuff was double among the subscribers who were among the eList that 

they rented from various list brokers. And I think, in the article, they said that their 

sales were $6 million. And again, this was 10 years ago, a month, just to those 

subscribers. So, again, having a newsletter helps you in many ways. It helps you 

market your professional services, by establishing your reputation as an expert, by 

giving potential clients top of mind awareness of you and by allowing you to make 
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offers for both selling your products, especially information products like we do. Or, 

just generating leads for your service. 

For example, I lost a software client that I liked for my copywriting business. My 

client took another job and the new marketing director said we are not going to do 

direct mail anymore so goodbye. I was doing direct mail for them. So, I wanted to 

replace them. I had an audio CD of a teleseminar I was giving on how to use direct 

mail to sell software. It was a simple little item in my newsletter that said, hey if you 

want this, it’s free. And we got, as I recall, 200 requests for it. Of those 10 percent, 

20 of it were legitimate prospects. The other 90 percent just wanted a freebie. And 

of the 20, the 10 percent, four or five of them turned into copywriting clients and 

since I charge high fees, it was thousands of dollars per client. So it was very 

effective as a lead generator for copywriting and other professional services. 

Fred: That is a perfect example Bob; I really like that because again, the value of the 

services is so high that you don’t need lots of response rates. You just need a few 

people and you’re good. 

Bob: Literally, in many cases, you need more.  

Fred: We are getting down towards the end of the program and if you want to contact me, 

go to Fredgleeck.com or fredgleeck@gmail.com and e-mail me. Bob, you are at 

Bly.com. Which address do you want people to use? 

Bob: rwbly@bly.com.  

Fred: As we’re finishing up here, what do you with the newsletter issues once published? 

Bob: I would save them on my hard drive and after a long time, I was posting them on my 

Website. I think we sort of fell behind on that and haven’t done that but that is a 

good idea to put an archive of your newsletters on your Website. Not so much that 

people are going to look through them and read them, although some people do, 

but sometimes, having the extra copies further helps raise your search engine 

ranking with Google. 

Fred: That’s good. So, can you sum up some of your advice concerning why and how to 

publish a newsletter? 

Bob: I think it is one of the best marketing strategies—the best digital marketing 

strategies if you do it online and that is how you should do it available today. It’s a 

mailto:fredgleeck@gmail.com
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content marketing strategy. And it works wonderfully for selling physical products 

like Hewlett Packard; for selling information products like Fred does or I do and for 

promoting professional services. It works great for all three and I…You know, again, 

based on your capacity to do it and time, you can start off slow. Don’t do two issues 

a week I like do. Do one issue per month. If you can handle that then maybe you can 

increase the frequency. 

And the availability of ghost writers if you really don’t want to do this, is easy—you 

ask Guru.com. However, there are many benefits of writing your own stuff. You 

express your views; you create content that is uniquely yours and you save money. 

So, that is something that you should continue doing. I encourage people to write 

your own eNewsletter. 

Fred: That is a lot of great information on the topic Bob and I really want to thank you. 

Also, you can go to one of my seminars and I started doing this a long time ago and I 

created a monster. 

Bob: Well, I have to credit you. I came here learning in X seminar and beyond that, and I 

will tell the listeners, we were already…Actually we were friends. Back then we were 

friends. Every time I met him, which was once or twice a month for dinner, he’d say 

you know you’ve got to do this and I wasn’t interested and one day I said, you know 

what, I have to do this and within six months, I was making the equivalent of a six-

figure income online. And I said, God, I should have started this five or 10 years 

earlier. You can’t go back in the past but if you get started now, it’s better than not 

starting. 

Fred: That’s a great point then. Well Bob, thanks very much for being my guest, I really 

appreciate it. And if there is anything you want, just go to any one of our sites—

bly.com or fredgleeck.com. Bob, thank you and see you next time. 

Bob: Thanks Fred. 
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