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About BBI

Connecting leading marketers with SMBs since 1991
Insight      +      Outreach



Research Goals

To better understand 
SMB email newsletter
ω Usage 

ω Attitudes

ω Expectations

ω Satisfaction



Methodology

Å Online survey fielded August 
& September 2009 via a 
15-minute online survey 

Å Sample size: 381

Å Principals of companies with 
under 500 employees, 
subscribing to one or more 
newsletters



Newsletters are STILL Important

Medium
Very important

%
Important

%
Not important

%

Print media (newspaper, magazine) S, R 41 48 11

Email newsletters S, A 39 58 3

Major company/media websites S, A 36 52 12

Broadcast media (radio, TV) A 30 51 18

Videos A 19 54 26

Online forums S, I , A 19 47 34

Webcasts/podcasts S, I 15 46 39

Blogs/wikis S, I, A 13 41 47

Facebook S, A 13 27 59

LinkedIn S, A 10 32 58

MySpace S, A 7 21 72

Twitter S, A 7 20 73

Generally speaking, how useful do you find each of these formats as a source 

of information and advice to manage your business?



Reading Habits

Å Newsletters are not ignored

Å 40% subscribe to six or more business-
related email newsletters S, A

Å 30% of those with smartphones read 
at least a fifth of their newsletters on 
them S, A

Newsletter in inbox

A few seconds

Less than a minute

More than a minute
57.6% 

216

36% 

135

Content on site

A few seconds

Less than a minute

More than a 
minute

72.8% 

270

21.8% 

81

How long do you spend reading the 

newsletter in your inbox, and then 

the content on the sender's website?



Reading Influencers

Å WHO the newsletter is from 
determines whether or not 
the newsletter is read

Å Subject line, past value of 
content and its offers, and 
headlines are of secondary 
importance

How do you decide 

whether or not to read 

an email newsletter 

when you receive it?



Frequency

Weekly

Monthly

As often as the information is 
useful
Dai ly

Quarter ly

13%

Timing (still counts)

Å Preferred delivery frequency is 
weekly or monthly S

In general, how often do you 
prefer to receive a business-
related email newsletter from 
any given company? 

Day of the week

No preference

Monday

Wednesday

Tuesday

Friday

Weekend

Thursday

52%

18%

10%

8%

6%

5%

Å Among those with a 
preference, Monday is the 
preferred delivery day S, I

What day of the week are you 

most likely to read a business-

related email newsletter?

42%

27%

12%

5%



Sender Industry Preference

Å Over 50% of respondents subscribe to 
newsletters from more than half of the 
industries asked about 

Å On average, an additional 20% of 
ǊŜǎǇƻƴŘŜƴǘǎ ŀǊŜ άƻǇŜƴ ǘƻ ǊŜŎŜƛǾƛƴƎ ŀƴ 
ŜƳŀƛƭ ƴŜǿǎƭŜǘǘŜǊέ ŦǊƻƳ ƻǘƘŜǊ ǾŜƴŘƻǊǎ

Å Bank newsletters are of most interest, 
with two-thirds subscribing

Å Airline/hotel/rental car, cell phone, 
credit card and office supply stores also 
have high subscription rates



Item
I currently receive an email 
newsletter from my: (%)

I don't receive one but would 
expect/want an email 
newsletter from my: (%)

I neither receive nor would 
want an email newsletter 
from my: (%)

Airline/hotel/rental car company S, A 52 11 37

Bank 67 12 21

Cellphone company 55 14 31

Credit card company/ies S 53 9 38

Employee recruiting site/temp agency S, A 21 22 57

Energy company S 35 23 42

Internet access provider/Web site host 50 21 29

Local technology solution provider S 33 24 44

Office supply store/print center 56 18 26

Overnight package delivery company S 31 23 46

Payroll service provider S, A 23 18 59

Phone company/ies S 41 17 43

Retirement plan provider S, A 29 20 52

Software company/ies S 46 20 34

Technology hardware manufacturer/s S, G, I 46 21 33

What best describes your email newsletter subscription status for each of these 
vendor categories? 

Sender Industry Preference



Content

wŜǎǇƻƴŘŜƴǘǎ ǎƭƛƎƘǘƭȅ ǇǊŜŦŜǊ άƘƻǿ-ǘƻέ ƛƴŦƻǊƳŀǘƛƻƴ

Content type Average rating

"How to" articles R, A 3.6

Case studies or customer stories S, A 3.4

A mix of content types S, A 3.4

"Perspective pieces" on a topic, such as strategy or leadership S, A 3.3

Company production information or offers S, A 3.3

Company news S, A 3.3

Please rate each of the following business-related email newsletter content elements 
in terms of how important they are to you on a scale from 1 (not important at all) to 5 
(very important). 



Satisfaction

Newsletter criteria

Importance
Top 2 Box

%

Delivery
Top 2 Box

%
Gap
%

Provides information relevant to my industry 82 56 26

Quick and easy to read 81 65 16

Provides offers or promotions that might benefit my business G, R, I, A 64 51 13

Provides both advice and special offers in every issue R, I, A 62 48 14

Provides advice on running a small business S, R, A 53 42 11

Significant gaps exist in performance versus expectation, 
especially on industry information and skimmability 



POV: Reader Response
Å Email newsletters result in an 

improved company image less 
than half the time S

Thinking of all the business-
related email newsletters you 
receive, generally speaking, 
how have they changed your 
attitudes about the sender?

Å aƻǎǘ ŦǊŜǉǳŜƴǘ ŀŎǘƛƻƴǎΥ άŎƭƛŎƪƛƴƎ ǘƻ ǊŜŀŘ ŀƴ ŀǊǘƛŎƭŜΤέ άŎƭƛŎƪƛƴƎ ǘƻ Ǿƛǎƛǘ ǘƘŜ 
ǎŜƴŘŜǊΩǎ ǿŜōǎƛǘŜ ǘƻ ƭŜŀǊƴ ƳƻǊŜ ƻǊ ōǳȅέ S, I, A

Attitude about sender

They have not made any 
difference in my attitude 
toward the sender

They have mostly made 
me more positive about 
the sender

They have mostly made 
me less positive about 
the sender

52.1%42.3%

5.6%



aŀǊƪŜǘŜǊǎΩ ¢ŀƪŜ

Å Website form is the most common 
subscription tactic

Å Opens and clicks are the top 
performance metrics

Å Twitter and Facebook lead this 
ȅŜŀǊΩǎ ŦƻǊƳŀǘ ŎƘŀƴƎŜǎ

V An emerging group (30-40%) 
of SMBs view these as 
άǾŜǊȅ ƛƳǇƻǊǘŀƴǘέ ƻǊ άƛƳǇƻǊǘŀƴǘέ

Å aŀǊƪŜǘŜǊǎ ǊŀǘŜ ŀ άǉǳƛŎƪ ǊŜŀŘέ ŀƴŘ 
άƛƴŦƻǊƳŀǘƛƻƴ ǊŜƭŜǾŀƴǘ ǘƻ ǊŜŀŘŜǊΩǎ 
ƛƴŘǳǎǘǊȅέ ŀǎ ǘƘŜ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ 
criteria for a newsletter

Newsletter senders are in line with 
recipients in a number of areas:



aŀǊƪŜǘŜǊǎΩ ¢ŀƪŜ

Å Most marketers have monthly or 
quarterly newsletters

VRecipients want weekly or monthly

Å Primary drop day for senders is Tuesday

VRecipients prefer Monday

However, senders are at 
odds with newsletter 
recipients in several areas:
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