
 
 
 
 
 
 
 

- CHAPTERCHAPTERCHAPTER 666 - 
Printing and Distributing Your 

Newsletter Cost-effectively  
 
 
 
 

There are four stages to publishing a newsletter: you need to 
write it, design it, print it, and mail it. We’re going to look at 
ways that you can do that effectively as well as save money 
on your postage and your printing. 

If you’re a small shop and have just have one staff person in development, 
maybe even a volunteer, maybe two, you’re likely very busy. You likely serve as 
the Major Gifts Officer and the Planned Giving Officer and the Annual Cam-
paign Officer. You do direct mail, solicitations and manage the database. You do 
everything. And so newsletter publishing is just one of your many hats and you 
likely need some help. Well, the good news is that there are freelancers out in the 
marketplace who can help you with the creative side of putting together a fund-
raising donor newsletter. There are three main categories of suppliers: those that 
help you with your creative, those that help you with your printing, and those 
that help you with your mailing. 

 
 

 

 



Working With Writers, Designers and Other Suppliers 

On the creative side there are three main types of freelancers you can use to put to-
gether a decent newsletter. One of them is a freelance writer. My experience has 
been that most fundraising people are good writers. They often get into the fund-
raising side through the communications department, and they either have a degree 
in English or a degree in public relations or they’re experienced writers. But some 
are not, and if your newsletter needs a little bit of creative writing then you should 
hire a freelance writer. Now a writer that can write a good fundraising letter is not 
necessarily a writer that can write a good newsletter article. They’re two different 
types of writing. Fundraising letters are designed to appeal to the emotions and ask 
for a donation while newsletter articles are designed to inform and also inspire. So a 
fundraising letter is designed to move a person to act by getting out their checkbook 
and writing a check whereas a newsletter article is designed to inform and inspire, 
but not necessarily move the reader to do anything. The kind of writer that’s good 
at writing fundraising letters would be an advertising writer or a direct mail sales 
letter writer, or a direct mail fundraising letter writer with those credentials and that 
experience. Whereas a newsletter article writer would generally be somebody who 
has a journalism background, someone who is used to writing for magazines, news-
papers, maybe even the broadcast media like TV or radio. So when you go out into 
the marketplace to find a writer to help you with your newsletter, you’re better off 
looking for someone who has a news background, who has experience in writing 
news articles or even feature stories, even magazine stories rather, than someone 
who's used to writing hard-hitting, focused, two-page fundraising letters.  

Another creative person who can help you is a photographer. I learned this first-
hand just last week. I was interviewing a young man who has cerebral palsy. I went 
to an adult day program and did a little bit of a tour, and I was watching him inter-
act with other people. He told me a little bit of his story. He was a neat guy, and I 
then wrote a fundraising letter and we wanted to illustrate it with a photograph of 
this man. The person who took the photograph was their Director of Development 
and she admits that she is not a photographer. So the photographs that I have to 
work with are out of focus and poorly lit, because the room that we were in was 
indoors and it had fluorescent lighting, so the photos are kind of yellow. The person 
who took the photographs stood way, way, way far away – all the things we learned 
in previous chapters that you’re not to do. But I didn’t think it was my position to 
tell her how to take a photograph so I have poor photographs to work with. If you 
are looking for a creative professional who’s a freelancer, and you don’t want to 
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hire them and have them on your staff, you should hire or consider hiring a free-
lance photographer. And if you can’t afford a freelance photographer, consider 
getting one from the local community college who’s studying photography. Or 
hire a professional photographer who would do this work pro bono, for free, 
maybe in exchange for a mention in your newsletter or some promotional line or 
two on your website. 

A third kind of creative person who can help you a great deal is a designer, a 
print-based newsletter designer. A writer will write the content that makes your 
story but the designer will make it look gorgeous and make sure that the editorial 
content compliments the photographs, images, and that the photography and the 
layout helps you tell your story in a compelling way and has consistency from 
one issue to the other. So those are the three main freelancers that you’re likely 
to use: writers, photographers, designers.  

The second kind of supplier you’re going to want to look for is a printer. 
Unless you only mail a couple of hundred newsletters at a time, you’re likely to 
have to print your newsletters at a printer, a commercial printer. We’re going to 
look at that in a minute. And the second kind of group under printing would be 
people that do bindery. They take the newsletter and fold it or saddle stitch it, 
perfect bind it, perforate the pages or score them, and get them ready to be 
mailed. So you have some printers that will just print your newsletter for you 
and they have to outsource the bindery side of things. That might be two profes-
sionals who would help you there. A larger printer would have all those facilities 
in house. They’d be able to cut and bind, saddle stitch and so on. 

The third group of suppliers that could help you would be those that handle 
the mailing. You’re going to write, design, and illustrate it with photographs. 
The printer will print it and, likely, another supplier will mail that newsletter for 
you. Some printers and letter shops will print and mail your piece, but most letter 
shops are just in the envelope and letter business. They’re not in the full-color 
newsletter publishing business. So you’re likely going to use a printer and a let-
ter shop, or what’s called a mailing house. Those people are the ones who are 
going to fold your newsletter and insert it into an envelope. If they don’t do that, 
then they’re at least going to put the addressing on the self mailer or the enve-
lope. And they’ll attach the postage, sort the pieces, and take them to the post 
office for you. 
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Where to look for outside help 
You may be in the dark about where you’re going to look to find those kinds of 
people. The simplest place to look is in the Yellow Pages under mailing houses 
and letter shops, and under printers. You can also look under writers and graphic 
artists, and photographers. You’ll find them all in the Yellow Pages. That’s the 
easiest place to look but it’s not necessarily the best place. I would recommend 
that the easiest way to find a decent, competent writer, designer, printer or letter 
shop is to ask colleagues of yours, or business contacts that you have in your 
city. That’s the best kind of referral you can get, a referral from someone who is 
satisfied with an existing vendor. You can go to the Yellow Pages, but you’ll be 
calling people cold. You won’t know anything about them except that they have 
a listing in the Yellow Pages. And lots of freelance writers and designers aren’t 
in the Yellow Pages. So start with your colleagues and business 
contacts that you have from your previous jobs or that you’ve 
come across over the last couple of years and ask them to refer 
someone to you. 

Another good source would be other nonprofits in your area 
that don’t compete for the same donor. So if you’re a hospital you 
could approach the local food bank. Or if you’re the local food 
bank you could approach the local animal shelter. You can ap-
proach nonprofits that don’t immediately compete with what 
you’re doing. For example, if you’re a hospital, you wouldn’t nec-
essarily want to approach another hospital in your city that tries to 
get donations out of the same small pool of donors in your area. 
But you might have a really collegial relationship with them and you could call 
them. So the idea is that you’d call a nonprofit in your area that publishes a 
newsletter and you ask them “Can you recommend a good writer and a good de-
signer, and a good printer and a good letter shop to help us with our newsletter?” 
Ask them who they use. And they may tell you who they use and they may cer-
tainly tell you who they do not use, who they avoid, which is a useful piece of 
information as well. 

The Association of Fundraising Professionals has an online directory of con-
sultants who consult to the fundraising sector and who are members of the AFP 
or who are associates of the AFP. If you visit the AFP Online Directory of Con-
sultants and Resource Partners, you’ll find that directory. And I think you can 
search that without being a member of the AFP. If you look for me, you’ll proba-
bly find me in that directory. And you can find printers, letter shops, writers, de-
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signers and photographers. If your city is large enough, you may find that you have a 
creative directory in your city. In the province of Ontario, for example, there’s a book 
called The Big Book, and it lists the contact information and credentials of writers, 
designers, and other creative professionals, like web designers, radio voiceover per-
sonalities, people like that. If you live in a big city like Boston, New York, Los Ange-
les or Chicago, you may have a directory like that of creative professionals, so it's a 
good place to look. And if all else fails, you can certainly go to Google and start typ-
ing away. You don’t have to hire a professional who’s in your area – your writer or 
designer could be anywhere in the world. You will likely want to use a printer and a 
letter shop that are in your region. It costs a lot of money to print a newsletter and 
then ship it somewhere else for mailing. So you're likely going to want to have your 
printer and letter shop close by, but your designers and writers can do all their stuff 
by email and PDF, and don’t have to be in your city, state, or even your country or 
province.  

 
 

Five Secrets of Getting Profitable Work From Suppliers 

When you go out into the marketplace and you find a writer, a copywriter, a photog-
rapher, or a designer that you want to use with your newsletter project, here are the 
five things that you can do to make sure that you get the best work you can from 
those professionals. Number one: You should ask for samples. In the creative busi-
ness that I’m in, writing and designing fundraising packages, the only credential that 
really matters is the work that I’ve done recently for other clients. The nonprofits that 
I work for don't care that I’ve been to university and don't care about my background 
or education. All they want to see are sample packages that I have written for Doctors 
Without Borders, Habitat for Humanity, or other organizations like that. They just 
say “Show me your samples.” Then they want to know how much I charge, that’s the 
other thing they want to know. For example, if you're looking for a good writer or a 
good graphic artist, you don’t care that they went to design school and you don’t care 
that they’ve got a BA or an MBA. What you really care about is that they can design 
a really gorgeous newsletter for a decent fee. Can they write? The only way you can 
tell that is by seeing samples. You don’t want to see their résumé. A designer who 
sends you a résumé and no samples doesn’t have any experience. You want someone 
who has lots and lots of really knockout samples, not just a good résumé. 

What you’re looking for are recent articles that they’ve written and recent news-
letters that they’ve designed. Ideally you want them to be for organizations that are in 

| 313 | 



the same sector as you. So if you’re a museum, you want to find a graphic artist 
and a writer who have written and designed newsletters for other museums. If 
you’re a zoo, you want a newsletter designer and writer who have written for 
other zoos – other organizations in the same sector as yours. Because that way, 
you know they understand your case for support. They understand your donors 
and where you’re coming from. This is not essential but it’s a real bonus if you 
can find a writer or a designer or a photographer who’s used to working in your 
sector. Not just the nonprofit sector, but your area of the nonprofit sector. 

Secondly, you should discuss fees before the person starts work. As much as 
possible, you should get your writers and your designers to commit to a flat fee 
or a flat rate before they start any work. You don’t want them to just say “I 
charge $80 an hour and the clock is ticking now.” By getting your writer and de-
signer to commit to a flat fee or a flat rate, you protect yourself and you protect 
your suppliers. You should avoid writers and designers who bill their time by the 
hour. If they bill their time by the hour then they have little incentive to do your 
job within the timeframe. They might be inclined to kind of stretch it out a little 
bit. I don’t work by the hour anymore because I discovered that the better I got, 
the faster I got. So if I charged by the hour, what used to take me eight hours 
might only take me two today. And I could only charge for two hours of my 
work whereas before I used to charge for eight. So you can see there's no incen-
tive for being fast if you get paid by the hour. And the other problem is that you, 
as a client, don’t know how far over budget they’re going to go if they’re just 
charging you by the hour. So you should agree on a set rate – for example, a de-
signer might tell you that an 8.5” x 11” newsletter, four sides and four pages, 
will cost $2000. That’s a flat fee. However many words there are, however many 
images there are, however many colors there are, it’ll be a flat fee of $2000. 
That’s nice to know. Or if they can’t give you a flat fee, you can at least ask for a 
flat rate. For example, you could ask your writer “Will you please write a news-
letter for us and charge us $0.30 a word?” That writer might say “Yes,” or that 
designer might say “I will design your newsletter for you and I charge $200 a 
page.” So if it's two pages, that’s $400. If it’s four pages, that’s $800. You get 
the idea. So they either have a flat fee per word, a flat rate, or they just quote you 
one fee for the whole job. 

Thirdly, you should make your assignment clear. You need to spell out in 
writing, in simple terms, what the writer and the designer need to know to do 
their best work. That includes giving them a deadline, two deadlines, actually. 
You need to give them a deadline for when you need the first draft of the writing 
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and the first draft of the design, and when you need the final draft. The easiest 
way to figure this out is to look at your mail date, when you're going to drop 
your newsletters in the mail, and work backwards. Give your printer enough 
time, give your letter shop enough time, and then decide how much time you can 
give your writer and designer. Then tell them when you need to have your final 
draft and when you need the first draft. Make your assignment really clear. The 
more information you can give them, the more instructions, the better job they’ll 
do, the faster they’ll turn it around for you. 

Put your agreement in writing. That’s the fourth point. A written contract 
that you sign and that your supplier signs, protects your interests and prevents 
most difficulties. Now, I deal with suppliers that are perfectly honest and they’re 
not going to take advantage of me, but they have short memories and they deal 
with lots and lots and lots of other customers and vendors and clients and suppli-
ers. As a result, they forget what they’ve promised. So if I'm working with a de-
signer and she says that she’ll charge me $2000 to design a package, and it’ll be 
a #10 envelope, and a two page letter, and have a lift note, and be four-color, two 
sided and so on, I put all that in writing. That way, she won’t forget what she 
said she was committing to for $2000, and you need to do the same. Your sup-
pliers will likely be trustworthy but they may forget what they’ve agreed to. And 
if it’s in writing, then you can hold them to your fee, if they don’t deliver what 
they said they would. You need to outline in this contract what the writer or de-
signer is going to do, the work that they’re going to perform, what their fee is 
going to be, what the due dates are for a first draft, second draft, third draft, and 
so on, and any terms and conditions that might prevail. For example, if they’re a 
professional, they might want 50% of their fee in advance, or they might want 
30% up front, 30% halfway through the project, and the other 40% at the end of 
the project. They may have some conditions. They may offer a guarantee. Or 
they may give a 10% discount if you pay up front. There are terms and condi-
tions and they need to be in writing to protect you. 

Number five: You need to provide sufficient background information, back-
ground materials. If you’re going to hire a writer or a designer and you want 
them to do really superb work, you need to give them background stuff. You 
can’t just give them a verbal debriefing. Writers, for example, work with facts. 
They need to know facts about your organization, facts about your donors and 
facts about your newsletter readers. Your writer needs to know facts about your 
case for support: who you help, where you work, who you are, what you do, why 
you do it, what you need the money for, who the story is about, why it’s impor-

| 315 | 



tant today, why it’s newsworthy. Where facts are concerned there’s only one rule 
in newsletter writing: the more facts you have, the better. So you should try to 
give your writer transcripts of interviews you’ve conducted that will be useful in 
the newsletter. If you have previous newsletters that you can send to the writer, 
either by PDF or hard copies, send those too. If you have a brochure about your 
organization, that will give the writer a really good background of knowledge on 
who you are, what you do, who you help and so on. If you’re asking your writer 
to interview a particular person on your staff, such as your CEO, the Chairman 
of the Board or your Executive Director, it’s very helpful to a writer if you have 
copies of speeches, PowerPoint presentations, any kind of an address that person 
has made publicly, or anything that person has written that’s been published. 
That gives the writer a good idea of the voice that person uses, and the tone they 
use in public communication, whether they have a sense of humor or not, 
whether they use similes and analogies and kind of vernacular, homespun sto-
ries. If you have an annual report or press kit, or testimonials from your donors, 
volunteers or clients, include those, too. Give your writer and your designer as 
much information as possible so that they can write and design a compelling 
newsletter for you. 

And the sixth point, you should pay on time. One of the greatest complaints 
that freelance writers and designers have is that some of their clients don’t pay 
on time. Even though the signed letter of agreement says that the payment is due 
upon receipt of the invoice or that it is due within thirty days, there are some cli-
ents that just don’t abide by that. If you want to get good work out of a writer or 
a designer, then pay them on time. Don’t wait 60 days or 90 days past the time 
when the invoice is due. It upsets writers and designers and they likely won’t do 
good work for you. You’ll find that writers and designers remain loyal and they 
produce their finest work when you pay them on time. They’re very, very appre-
ciative as freelancers when they get a check in the mail promptly.  

 
 

Choose the Best Printing Method 

Now let’s talk about printing. There are basically three ways that you can print 
your newsletter. You can offset print your newsletter, digitally print it, or you 
can print it in-house, using other kinds of technology. Let’s look at each of these 
briefly. 

Offset printing is a process where a printer takes your newsletter content and 
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turns it into a plate, a metal plate, that’s put onto a printing press and ink is ap-
plied to that plate. The ink is normally on a drum and, as it goes around and 
around, the plate transfers the ink to a piece of paper. That’s called offset print-
ing. The advantage of offset printing is that it delivers high-quality results. You 
get a gorgeous looking newsletter in full color and you have a great deal of con-
trol over how the colors appear. The disadvantage is that you have to pay for 
those plates, and you have to pay for the time and labor that’s involved in setting 
up the press and getting it ready to print. So offset printing is best if you’re going 
to print large print runs, usually ten thousand copies or more.  

The second kind of printing, which is more recent, is digital printing. Here, 
the printing press prints the image directly onto the paper. There’s no plate in-
volved, no plate comes into contact with any ink. There’s normally a toner car-
tridge or other technology inside the digital printer that just acts similar to a pho-
tocopier basically. It's printing directly onto the paper. So the advantage of that 
is that it’s quick. There’s no delay while plates are being made and so there are 
no set up costs. Now the disadvantage of digital printing is that the colors may 
shift from one newsletter to another. You may find that the first newsletter you 
print and the 5000th newsletter that you print in the same run might be slightly 
different, particularly within certain color ranges. For example, the orange color 
range is problematic on digital printing, and you may find from one issue to an-
other in the same print run, that the oranges don’t come out the same. So digital 
printing is useful for small print runs of 10,000 copies or fewer. 

The third way you can print, which I do not recommend, is printing your 
newsletter in-house. If you do your newsletter in-house, you’re likely using a 
laser printer or a laser photocopier. The advantage of printing in-house is that it’s 
quick and there are no set up costs, but the disadvantage is that it’s expensive. If 
you're going to print thousands of copies of a newsletter you’ll find that you go 
through toner very quickly… and toner is expensive. It might be cheaper to do 
that printing outside your organization. Also, most office printers cannot print on 
11” x 17” stock, a piece of paper that’s the same dimension as two 8.5”x11” 
sheets of paper put together. If you take two sheets of 8.5” x 11”, put them on 
the desk in front of you and join them together, that’s what an 11” x 17” piece of 
paper would look like. It’s the most popular dimensions for a newsletter. That 
way, you get four pages but it's one sheet of paper. It folds in half and maybe 
folds in half again and mails that way. If you’re going to print a newsletter in-
house then it’s really only useful and cost effective to do that for small print 
runs, particularly if they’re just one color, such as black. It’s very expensive to 
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print an in-house newsletter in full color. And it really only works if your newsletter is 
two pages, both sides of an 8.5” x 11”, which is not really a newsletter – it’s more like a 
fact sheet. So before you do anything in-house you should make sure you run the num-
bers. Get your Excel spreadsheet and figure out if you’re really going to save any money 
printing in-house instead of outsourcing, especially if you include the time that your 
staff spends printing and folding, and any kind of repair costs to your printer or copy 
machine versus taking that job to another printer. 

 
 

Choose A Printing Method Based on Number of Colours 

So, which process? The difference between offset printing and digital printing will often 
help you decide how to print certain jobs. Offset is useful if you’re printing large quanti-
ties and digital is useful if you’re printing small quantities. Offset is useful if you need 
to specify what the colors will look like very carefully but digital is very effective if 
that’s not as important. The other thing is that, if you have a newsletter that has pages 
where large areas of the page are covered in ink, such as if you have large photographs, 
then offset is the way to go because digital is more problematic. It’s less impressive, the 
photos will look less impressive if you have large areas of them in your newsletter and 
you're digitally printing.  

Let's talk a little bit about color, not just offset versus digital but whether you’re go-
ing to print black and white, two-color, four-color or more. You should also decide 
whether you’re going to print offset or digital based on how many colors you’re going to 
use. If you’re going to print just in black and white alone – white paper and black ink – 
then a high quality, high speed commercial photocopier will likely deliver adequate re-
sults. Xerox makes a whole range of those photocopiers and so does Cannon. They’re 
the two leaders. The Xerox model is called a DocuTech. And you’ll find that those high 
end commercial photocopiers, they’re high speed and they will print 600dpi (or 600 dots 
per inch) on both sides of a sheet of paper, and many of them will have a cartridge that 
contains 11” x 17” sheets of paper. The better models will take that 11” x 17” sheet of 
paper and print both sides for you in two passes. You don’t have to handle the paper at 
all. So if your newsletter is simply black and white, that might be the way to go. And 
you’ll find many printers will have those types of high speed, high end commercial pho-
tocopiers. 

If your newsletter is two colors, black and one other color or two colors like red and 
blue or blue and green, and if your piece includes any kind of high resolution images 
such as artwork or photographs that are 1200dpi or more, then you should use an offset 

6. Printing and Distributing Your Newsletter Cost-effectively 

| 318 | 



Lucrative Donor Newsletters  

press. There’s a type of offset press called an offset duplicator. It’s sort of a 
miniature version of a full-size offset lithographic press called an offset duplica-
tor. You can find a printer in your area who has one of those. It’s kind of a poor 
man’s offset press. It’ll handle sheets that are 11” x 17” and it’ll handle at least 
two colors, and in newsletters that’s normally black plus one other color. 

If your newsletter is going to be four or more colors, and if the size of your 
newsletter is going to be 11” x 17” or larger, or if the quantity that you’re going 
to print is 10,000 copies of the newsletter or more, then you’ll want to consider 
using an offset press, a pure offset press, a sheet-fed offset press. It takes sheets 
of paper one at a time and prints them. Now if you’re going to print more than 
10,000 copies, then you’ll want to consider a web press. A web press is a press 
that takes a large roll of paper, like the one that you can see in Figure 6.1. Those 
are sheets of paper that come off a roll. If you’re going to print 50,000 or more 
newsletters, then a web press might be the way to go. A web press is faster than 
a sheet-fed offset press and it uses a large roll of paper and just prints, prints, 
prints, prints as the roll goes through the machine. That paper is less expensive 
than sheets. Some of those larger presses, those web presses, are also equipped 
to varnish or glue or cut and assemble your newsletter automatically. You can 
even get mini web presses. They’re not as big as the one that you’re looking at 
here, but you can get small web presses, kind of miniature ones. They offer in-
creased speed and they’re almost the same price as a sheet fed press. 

Here’s some rules of thumb that you should use when you’re choosing what 
method you’re going to print. Rule number one: The more colors it prints and 
the faster it runs, the more a press will cost. And the more a press costs, the more 
the printer must charge you to run your job. The more complex the press, the 
longer it takes to get the press up and running. Big, complex presses are cost ef-
fective for large print runs. You’ll get the best price by printing your newsletter 
on the smallest press that can handle your job.  

 
 

Colour 

There are basically two ways of printing color. One method is called process 
color printing. It’s also called four-color process printing, and it’s a printing 
method that reproduces finished full color artwork and photographs using four 
colors. That’s why it’s called four color printing. Those four colors are cyan 
(almost the blue), magenta (which is basically red), yellow, and black. Those 
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four colors that are used in this printing process are translucent. In other words, 
you can see through them. What the printer does is apply those colors as dots – 
so if a cyan dot is put next to a yellow dot really closely together, it gives the 
appearance of being green. Those dots are tiny and to the eye they look green. 
The black ink is used primarily to create fine details and strong shadows. So 
process colors, as you can see in Figure 6.2, are reproduced by overlapping and 
printing half tones. These are artwork that’s been separated and converted to 
dots. These overlapping dots essentially trick your eye into seeing a multitude of 
different colors. That’s four-color process printing. 

The other kind of printing is called spot color printing, or PMS which stands 
for Pantone Matching System. If you have a logo or if you have a corporate 
color that you use, it likely has a corresponding Pantone number. For example, 
in Figure 6.3, you’ll see those dots at the top of the page, they each have a num-
ber. There’s a shade of green, actually there are hundreds of shades of green, but 
one of them in the Pantone Matching System is called 355. So it’s Pantone 355 
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and it’s a specific color that’s mixed in a specific way, and you could tell any 
printer “I need Pantone 355” and this is the shade of green you will get. So if 
you have a logo or a corporate color that has to be reproduced accurately, then 
the Pantone Matching System is the way to go. For example, if your logo was 
Pantone 355 then you would tell the printer “We need our logo to be Pantone 
355, that shade of green,” and the printer would reproduce your logo with Pan-
tone 355 and it would be exactly that color. These spot colors are printed using a 
premixed ink on a printing press or a screen printer, and each spot color is repro-
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duced using a single printing plate or a single printing screen. So you can go 
through that Pantone Matching System and decide the colors that you want. 

Let’s look at a couple of the advantages of using spot color printing over us-
ing full color printing. One of them is the cost. Printing using spot colors can 
cost significantly less than full color printing, particularly on shorter runs. Then 
there’s the whole matter of availability of colors. Because of the way that spot 
colors are mixed there are many, many colors that you create with spot color 
inks that can’t be duplicated accurately in process color printing. And the third 
benefit is the consistency of color. If you’re using the Pantone Matching System 
you’ll know that if you specify 
a certain num- ber, that’s the 
color you're go- ing to get. 
Your printer doesn’t have 
to try to match it using another 
technology.  

So when should you use 
spot color print- ing as opposed 
to full color process print-
ing? Well one time would be 
when you need a consistent 
color for corpo- rate logos or 
any other color that you use 
consistently as part of your 
visual branding. You should 
also use spot color printing 
if you want vivid colors 
that exceed the capability of TMYK, that’s the cyan, magenta, yellow, and black 
process colors. You should use spot color printing if you're going to use three 
colors or fewer: if your newsletter’s maybe just a two-color newsletter or a three-
color, you can use spot color printing cost effectively. And you can use spot 
color printing if you’re not having to reproduce full color photographs. Finally, 
if you want your text to be really, really sharp and you want your lines to be 
really, really crisp, spot color printing is one way to go. Now one thing you need 
to remember too is the power of shades, or as they’re known in the trade, 
screens.  

If you look at this newsletter in Figure 6.4, you’ve seen this one before. This 
is a newsletter that’s printed in just two inks: black and blue. But when you look 
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at that newsletter it appears to have more colors than that. You can create the 
illusion of more colors in your newsletter by using shades of your PMS colors. 
In the trade they call these shades screens or tints. 

For example, you can create a shade of a color by using only a percentage of 
the full color. At the very top of the page, you'll see that the organization's called 
the National Marrow Donor Program in this newsletter you're looking at in Fig-
ure 6.4. That’s white text and it's reversed out of a very dark blue background. 
So the percentage of ink that’s being used on that paper might be 90% and that’s 
why you get that shade of blue. But see the blue that’s behind the nameplate, 
where it says Share Life? That’s a much lighter blue. That might only be 70%, 
and the blue that’s down the left hand side, that light sky blue, that might only be 
50%. 10% would obviously be a very, very light shade or tint and 90% would be 
very dark. So remember the power of shade. If you’re using a spot color process 
to print your newsletter, you can use all of these various shades of blue or an-
other color, and you can also use all the various shades of black as you’ll notice 
in the photograph of the police officer and the boy. You’ve got dark black, gray 
and just about everything in between. 

How To Request a Quote From a Printer 

I recommend you get more than one quote before you give a printing job to 
printer, and a printer can really only give you an accurate quote if you give the 
printer an accurate request for a quote. Here’s some of the things you’re going to 
want to cover when you ask for a quote: Obviously you’re going to have to tell 
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them the name of your organization and the contact person that they should 
phone or write to, and you're going to give them your phone number and your 
email and so on. Your printer is going to want to know when you will deliver the 
artwork and when you need the finished newsletters delivered back to your or-
ganization. That tells them how long they have to do your project. You also need 
to tell them how you're going to supply your artwork – whether you’re going to 
supply them as mechanics, which is not done very much these days. But in the 
olden days, when we would do a newsletter, we would actually mock up a news-
letter on a sheet of paper that was the exact same size of the newsletter, and we 
placed the photographs, the text and everything else. Then we handed that 
mocked up dummy to a printer. Then the printer photographed it, made a piece 
of film and from the film came a plate. From the plate, printed the newsletter. 
Those are called mechanicals: it’s an actual physical thing that you hold in your 
hand that’s a newsletter mockup. 

You might also be supplying your newsletter on a disk, or you may have it as 
an electronic file that you upload to their FTP server. Or you may be delivering 
it as films, like we used to do in the olden days. You need to let your printer 
know how you're going to get the work to them.  

There are certain things the printer might do before running your job. For 
example, you may have a place on your newsletter where you have a photo, and 
over the photo would be the letters FPO. That means this is “For Position Only.” 
It would be a rough idea of what the photograph looked like. You may supply 
your printer with the actual photograph and ask them to scan the photograph and 
place it in the newsletter because you're not able to scan at that resolution. That’s 
called prepress work. There are other kinds of prepress work that you should 
consider, and you have to let the printer know what they are to get an accurate 
quote. 

Then you need to tell the printer the dimensions of the newsletter. There are 
really two dimensions that we’re talking about. One of them is called the flat di-
mensions: that’s the dimension of the newsletter when it’s all laid out open. For 
example, the most common newsletter would be an 11” x 17” sheet of paper. 
You would tell the printer “The flat dimensions are 11” x 17”, and it’s 8.5” x 11” 
folded.” Will it be an 8-page newsletter… 12, 14, 16? How many pages are there 
in the newsletter? Then let your printer know the size of the print run – how 
many copies do you want printed and how many overs do you want? Overs are 
the extra copies of the newsletter that you get printed, usually so you can keep 
them at the office, hand them out to the media, hand them out to new people. 
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Normally you want samples of those just to pass around. You can hand them to 
designers and so on. So what’s the size of the print run? 

Are there any bleeds? A bleed is a piece of paper where the ink comes all the 
way to the very, very edge of the paper. If you think about postcards, most post-
cards have an image on them that comes right to the very edge of the page. If 
you go get a photo finished and ask for your photos to have borders, they’ll often 
have a ¼” border all the way around. But if you ask for borderless prints, those 
would be prints that have a full bleed. On all four sides, the ink would come all 
the way to the edges. And you need to tell your printers if you're going to have 
bleed because that increases your costs and the complexity of your print job. 

You need to specify what the print quality has to be. You might have a news-
letter that prints in newsprint and the print quality doesn’t have to be as good as 
it is if it’s being printed on glossy stock, like an annual report type stock. 

How many colors do you want? One way that you can save money on color 
printing is by printing a color cover and the insides in black and white. You need 
to specify to your printer whether the front and back pages will be color, whether 
the insides will be color, whether the text will be color, whether the images will 
be one color or full color. Then you need to tell your printer what kind of color 
you’re using, whether it’s process colors or spot colors, as we just discussed. 
You need to specify the kind of paper you're going to use, it’s called stock, and 
you might tell them what kind of weight you want. You might say “We want this 
printed on 20# stock.” That’s how stock is defined. You tell them what weight it 
is, what grade it is, or the quality in other words, whether the paper itself has a 
color, whether it is matte or whether it is glossy. And you need to specify 
whether the inside of the newsletter is a different kind of stock than the outside 
of the newsletter. This doesn’t usually happen.  

Normally you wouldn't do any kind of coatings on a newsletter but you 
might do a page or two inside a perfect bound donor newsletter where either part 
of the page or just a spot part, a partial part of the page might have a coating. It 
might be an ultraviolet coating or a varnish, acquiesce kind of coating. It might 
be dull, it might be glossy. You need to tell the printer whether you’re going to 
use those or not. 

There are also some extra services that you might need. You might need 
some dye cutting for the newsletter or some embossing. These aren’t usually 
used but you might need them. Then there are certain processes that are called 
post press. You’ve got prepress and also post press. These are things that the 
printer would do to your newsletter after it comes off the press, such as trimming 
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it. If you’re doing a full bleed, then your printer will print your newsletter on a 
full sheet of paper and then trim it on all four sides that the ink comes to the edge 
of the paper. You might need the printer to fold the newsletter, or to score it or to 
perforate it. You might have a coupon in there that you want your donors to be 
able to tear off so you might perforate that. Again, you need to tell your printer 
these things so that they can give you an accurate quote and you’re not surprised, 
either by your project going over time or being over budget.  

How is it going to be bound? A simple 11” x 17” newsletter would be folded, 
but if you have two sheets of 11” x 17” put together they are likely going to have 
a staple run through them, or they might even be glued. And if you have a multi-
page newsletter, such as 20, 30 or 40 pages, it might even be perfect bound the 
way a consumer magazine would be bound, with glue in the spine. 

How do you want the newsletter delivered? Do you want them to go right to 
the letter shop? Do you want the printer to ship them to you? Do you want them 
to ship them in bulk and if so, how many newsletters do you want per carton or 
per box? How much will they weigh? You want the newsletters to be on a palate 
and shrink wrapped? You need to describe those things to your printer. And 
when you do you’ll get an accurate quote. 

 
 

How to Work With Printers 

Here are five tips on how to work with a printer. You should ask printers for 
samples of newsletters they have printed for other organizations. They don’t 
have to be an organization similar to yours but they should be a newsletter where 
the newsletter is similar to yours. It could be the same dimensions, the same kind 
of paper stock, the same number of colors and the same print run. 

Before you choose a printer, make sure you get some samples of what 
they've done for other organizations. Ask printers how much lead time they need 
before your mail date. Most mail dates are pretty firm. You know that you have 
to mail your newsletter within a few days of a date on your calendar. Ask your 
printer “How much time do you need before this mail date to print our job?” And 
of course the mail date, you have to work back from the mail date and you need 
to allow time for the letter shop. That’s how much time you need before the let-
ter shop gets the newsletters that you need to ask your printer about. I recom-
mend that you get at least three quotes and then compare the prices. You will be 
amazed at the difference in price. If you take the exact same specifications and 
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give them to three different printers you’ll find that one printer might be 50% 
more than another to do the exact same job.  

One piece of advice I have is that you should not arbitrarily decide that you 
will choose the lowest bidder. Your Chief Financial Officer may tell you 
“Choose the lowest bidder,” and you may think that you’re saving money by 
choosing the lowest bidder. But you might be choosing the least experienced 
printer. And don’t arbitrarily decide that you’ll choose the highest bidder, think-
ing “Well, if they charge the most money they must be the best, or they must de-
liver the best quality." That’s not necessarily true. 

Once you’ve narrowed down the field and you've actually decided on a 
printer to help you, you should involve that printer early on in the design proc-
ess. Because when your designer is designing your newsletter your printer might 
be able to tell you “Well, if you made this an 11” x 17” newsletter rather than 
8.5” x 11”, or if you made it a larger or smaller size than it is, you can save a lot 
of money. We can put two sheets on a page and we can gang them up,” or so on. 
Printers can save you time if they know how you're going to design your news-
letter. The same goes for your letter shop. Your letter shop can save you money 
in the way you print your newsletter, and post and mail your newsletter, if you 
get them involved early on.  

 
 

How To Reduce Your Newsletter Printing Costs 

If you’ve been printing newsletters for some time you’re likely looking for ways 
that you can reduce your costs. You know that the price of gasoline has gone up, 
the price of paper has gone up, the price of ink has gone up, and printing a news-
letter is more expensive than it was. The cost of postage has gone up. There are a 
number of ways that you can reduce your newsletter costs. 

Number one is that you should get quotes from multiple print shops, which I 
just mentioned. Don't assume the printer that you’re now using has the best 
prices for all types of print jobs. Printers vary wildly on their prices. One print 
shop, for example, that has the best price in town for newsletters of 1000 copies 
might be the highest printer in town to print a newsletter of 10,000 copies. An-
other printer that may be the cheapest at printing a four-color newsletter may be 
exceptionally high on a two-color newsletter. This is mainly because most print-
ers have a niche. Most printers don’t have all the equipment. They can’t afford to 
have all the equipment they need to do every kind of printing so most printers 
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have a niche. You’ll have some people and their niche is that they’re quick. They 
have small presses and they can do small quantities, and they can print your two-
page newsletter very economically. With other printers, their niche would be 
large print runs or print runs that involve very complex, full color work. You’ll 
find some printers and some printing presses that can simultaneously print two 
inks. That might be a cheaper way to go than using a printing press that has to 
print one color at a time. So compare notes. I know one thing that is popular 
among some graphic artists and organizations is even though they have a good 
relationship with a printer and they use that printer pretty consistently over time, 
they will often ask other printers to print the same job, just to see what others are 
charging and to keep up to date on the different technology and the different 
ways that they can save money. 

Another way that you can save money in printing is don't print in full color 
unless it’s necessary. I mean the more colors of ink you use in your newsletter, 
the more expensive it's going to be. Full color printing, which requires four inks 
or process colors is much more expensive than printing in just two colors. Of 
course full color printing makes your newsletter more eye catching and it makes 
it more attractive but you have to balance your desire for a full color, gorgeous-
looking newsletter with your budget limitations. If you have a decent sized 
budget, then you can go for full color printing. But if you need to scale back on 
your costs, one way you can do that is by reducing the number of colors that you 
print. 

The third way you can save money on printing is to use standard-sized pages. 
If you have a standard-sized newsletter, for example, a letter that prints on an 
8.5” x 11” sheet of paper or an 11” x 17” sheet of paper, you’ll save lots of 
money compared to having an odd-sized newsletter. Most printers only order 
standard sized sheets of paper: 8.5” x 11”, 11” x 17”, 8.5” x 14” and so on. 
Those are the most common sizes in Canada and the United States. So if you 
have an odd size, like a 10” x 15”, then your printer has to go out and order that 
special paper. And then, after printing, they have to trim their sheets down to the 
desired size. So that means a lot of wasted paper scraps. So use a standard size 
wherever possible and you’ll save money. 

Four: don’t use a better paper grade than you need to. Most newsletters are 
printed on white paper. You can get varying levels of white paper and a pure 
white paper is going to cost you more than a paper that’s just a little bit dull and 
has a few more imperfections in it. So you don’t have to use the highest-grade, 
most expensive paper you can find. Your printer should have various types of 
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white paper that they can show you. They all look white to some degree or an-
other, and some will be more expensive than others. You don’t have to use the 
most expensive weight of paper either. You’ve probably noticed that when you 
get a letter from an organization that comes on a heavier weight of paper it feels 
more substantial and it feels more sophisticated and elegant than a piece of paper 
that’s kind of cheap and thin and light. And the heavier the paper the more ex-
pensive it is, all things being equal. So don’t use the brightest, whitest, heaviest 
weight of paper you can find. You can economize there. 

You’ll remember that a bleed is simply where the ink comes right to the very 
edge of the paper. Usually a printer does that by printing on an oversized sheet 
and then trimming, using a big guillotine. Now if you have bleeds, that can make 
for a very attractive design. It’s used in magazines, postcards and photos. But 
bleeds are expensive. A printing press needs a small margin of white space 
around the edge of the newsletter paper that the printing press actually grips and 
passes the page through the printing press. So to do a full bleed, they’re going to 
have to print on a larger sheet of paper and trim it. That wastes paper, takes time 
and costs you money. So avoid bleeds when possible. 

If you know your newsletter is going to look roughly the same for the whole 
year, in other words if you know that the border, header, nameplate, and the cer-
tain elements inside the newsletter will be consistent over time, then you can 
print your newsletter as a shell. Another innovation, I’ve heard about people do-
ing this for stationary but I haven’t heard about an organization doing it for 
newsletters. Thing is… it makes a great deal of sense. Printing as a shell is when 
you take an 11” x 17” sheet of paper and you print the nameplate, header and 
footer, back of the newsletter, and even some sections of the inside in full color. 
And you print tens of thousands or hundreds of thousands of those shells, and 
you’d have a year’s worth of those shells. You can make them look really eye 
catching and gorgeous in full color. And when it actually came time to print your 
newsletter, you could take those sheets of paper in full color and you could pass 
them through a press that was just black ink. So all the text and maybe your pho-
tograph would be black, but the actual outer pages and sections of the newsletter 
would be full color. One of the costs of full color printing is the time that it takes 
and the cost of setting up the plates and running the piece of paper through the 
press four times. So if you only do that once a year, when you’re printing these 
shells, then you can save a great deal of time. You can get discounts. If you print 
100,000 copies or 200,000 copies of something, you get a really, really good dis-
count – much better than you would if you printed your newsletters 10,000 at a 
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time.  
Another way to save money on your print newsletter is to print an email ver-

sion. You’ll save time on printing, design, postage, and it’ll improve the timeli-
ness of your newsletter because it’ll get to your donors much sooner by email 
rather than using a printing press and snail mail. 

Finally, you can save money by talking to your printer. This may sound like 
a conflict of interest, asking your printer, “How can I save money?” or in other 
words, “How can I get you to do my job for less money?” but most printers are 
in a competitive environment. They have competitors in their own city who 
would gladly take their business from them and get you as a client. So printers 
will do whatever they can to keep you as a customer, and one way they do that is 
by helping you reduce your costs and being competitive. So you should talk to 
your printer. Sometimes your printer can save you lots and lots of money just by 
changing one thing. For example, there are some nonprofits who want just a cou-
ple thousand copies of their newsletter printed on coated paper, but if they want 
to do that, the printer has to print that on a traditional, sheet fed press. But if that 
customer is willing to print their newsletter on non-coated paper, then the printer 
uses a different kind of press that’s much more economical but that can’t print 
on coated paper. So if you’re on a tight budget, talk to your printer and ask their 
recommendations on how they can help you save money. 

 

How To Save Money On Postage 

How to save money on postage. In Canada and the United States, nonprofit post-
age rates are lower than regular rates, but not everyone can qualify. So here’s 
some information for you that’s been taken from the Canadian Postal Service 
website and the American Postal Service website about how you can qualify for 
discounts. 

First of all, if you want to qualify for a discount on your postage, you have to 
apply to the post office and be approved to get that discount. And you also have 
to be willing to make sure that your mail complies with really strict standards for 
nonprofit rates. In the United States: to make sure that your American donor 
newsletter qualifies for the nonprofit postage rate, it has to have the title of the 
newsletter printed on the front cover. The newsletter has to consist of printed 
sheets that can’t be reproduced in any other way. Somewhere within the first five 
pages of the newsletter it has to contain an identification statement, explaining 
the title of the newsletter, how many issues there are, when it was published, 
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how often it’s published, the name and address of the organization and so on. 
And you’ll see that within the first five pages of any newsletter in the United 
States published by a nonprofit. It also has to have contents that are at least 25% 
non advertising. In other words, you can’t have any more than 75% of the news-
letter be advertising. You probably don’t have to worry about that. 

If you are a Canadian nonprofit, then you’ll likely discover through the Ca-
nadian Postal Service that we don’t have the same nonprofit postage rates for 
newsletters, but you can qualify for a better postage rate than first class if you 
publish at least twice a year, if your newsletter weighs less than 1.63 kg and if it 
has contents that are at least 30% non advertising. In other words you can have 
70% of your newsletter be advertising and no more. 

Another way that you can save money on postage is by getting what’s called 
a postal permit or a postal indicia. In Canada it’s called a postal indicia and in 
the United States it’s called a postal permit. That’s what you see in Figure 6.5. A 
postal permit or a postal indicia is the most popular and economical way to pay 
for postage for high volume mailings. To get this kind of permit, you need to 
have an account with your post office – United States Postal Service or Canada 
Post. And each piece, in other words each newsletter that bears this permit or 
this postal indicia, has to be the same weight. They have to be identical. What 
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the post office does is measure the weight of one newsletter, then weighs all the 
newsletters and decides how many newsletters there are and charges you accord-
ingly. So the weight has to be the same. 

One advantage of using a postal indicia like this is that you save time by not 
having to affix postage, and you save a lot of money by printing the indicia when 
you print the newsletter. You would give this artwork that you see here in Figure 
6.6 to your designer and your designer would lay that out on the newsletter. It 
would be printed when the newsletter is printed. The other advantage of that is 
you don’t have to process each newsletter at the letter shop by applying postage 
to each newsletter.  

Here are two tips additional tips for you. You should know the postal regula-
tions for newsletters and for nonprofit mailers. That’s a daunting task. One way 
to overcome it is to work with your letter shop or your mailing house, as they’re 
also called, to stay current with ever-changing postal regulations and postage 
rates. The one group of people in the world that are pretty current on what you 
need to do to stay out of trouble with the post office and to save money on post-
age is letter shop owners and salespeople. They’re going to be able to tell you 
what you need to do to save money on postage. 

Another way to save money is to avoid using an envelope, and to print your 
newsletter as a self mailer. Now it’s called a self mailer because it mails by it-
self, without an envelope. One of the advantages of a self mailer is that you don't 
have to assemble and print an envelope. You also save money by not having to 
stuff an envelope. That whole process, whether you do it manually or at the letter 
shop, is eliminated. So you save time, you save money, you save aggravation, 
and you don't have to ask any volunteers to stuff 20,000 envelopes.  

You can also save money on postage by folding your newsletter to an ap-
proved size. Canada Post or the United States Postal Service will tell you what 
that size needs to be. If you can fold your newsletter to a size that’s approved by 
the Postal Service for what’s called machineable mail, mail that goes through 
their machines and is processed automatically, you can save a great deal of post-
age. And if your mail is not machineable, then you may have to pay first class 
postage on it. Those are three advantages using a self mailer. 
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Matching Dimensions to Postal Specifications 

The United States Postal Service recently changed their regulations, I believe it 
was last year, and it was a great, great shock to many nonprofits because they 
found that their postage budget either doubled or tripled overnight. Some of 
these organizations have been able to reduce the amount of postage that they pay 
by adjusting the dimensions of their newsletter to meet the new United States 
Postal Service regulations for what qualifies and what doesn’t qualify as non-
profit mail. 

One organization that did this was the Association of Marian Helpers seen in 
Figure 6.7. This is a nonprofit organization in the United States with 430,000 
active members and it mails 1.8 million copies of its newsletter every year. So 
you can imagine if you’re mailing 1.8 million copies, and the United States 
Postal Service suddenly 
tells you that you need to 
spend more on postage it’s 
going to really kick you in 
the pants. What happened 
was the United States Postal 
Service suddenly said that 
the newsletter that they 
were mailing qualified as a 
Flat: that’s a piece of mail 
that folds flat, like a news-
letter. They said “Well, your 
newsletter qualifies as a flat 
and so that means that your 
postage is going to in-
crease,” and by making that 
one single change, the 
United States Postal Service 
caused the Association of 
Marian Helpers to have to 
spend $600,000 in increased 
postage. 

Now that’s a real kick in 
the pants. You’re mailing 
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the same newsletter to the same people, the same number of times a year, but 
suddenly your postage is going to cost you $600,000 more and you’re not getting 
anything for it. Now they thought to themselves “Well, $600,000, we can’t af-
ford that. We’ll simply mail fewer newsletters. We’ll save money by reducing 
the number that we mail.” But that wouldn’t have solved their problem. Because 
if they had just kept their postal budget what it had been by reducing the number 
of pieces that they mailed, the drop in revenue from donors receiving the news-
letter and responding with gifts would not have outweighed any savings they 
would have had. So they worked with a supplier who’s well versed in the United 
States Postal Service’s new regulations and they changed the dimensions of the 
newsletter so that it would qualify as what’s called a USPS Auto Flat. They 
shrunk it down from being an 8” x 10.5” newsletter to a 6 1/8” x 10.5” newslet-
ter, and just by shrinking the newsletter to those dimensions they saved $600,000 
a year. If you mail a lot of newsletters and you really want to keep up to date on 
postal regulations and how you can save money, then I recommend you join the 
Alliance of Nonprofit Mailers. You’ll find their website is Non-
ProfitMailers.org. If you join that organization, you can be represented by the 
organization, and they lobby government. They lobby Congress and they petition 
the United States Postal Service to give them a break on postage. You can do the 
same – you can benefit from their advocacy.  

 
 

Archiving Print Newsletters Online 

If you print a newsletter, and particularly if you publish an electronic newsletter, 
you’ll be doing your donors a great service if you archive past issues. There are a 
couple ways you can do that. Most organizations archive their newsletters 
online. You go to their website, click on the link for newsletters, and you can 
read past issues. It’s a very helpful service to archive your newsletters. But there 
are a couple of things you should avoid in doing that, and you’ll see examples in 
Figures 6.8 and 6.9. 

One of them is Queens University. You’ll see here that they have archived 
their newsletters by year and by month in Figure 6.8. You can see they’ve got 
2008 all the way back to 2004. So if I wanted to I could go back to 2005, I could 
click on April and read the April edition. But I have no clue what that issue is 
about and neither do you. Youth in Motion is another nonprofit. You’ll see their 
homepage there for their newsletter in Figure 6.9. You can go back to the year 
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2005 and you can read their fall newsletter. It’s in a PDF, they tell you how 
many MB it is, or KB, but they don’t tell you anything about that newsletter, like 
what it’s about, what’s in it, the stories they cover. So my recommendation is 
that you don’t archive your newsletters by date, year or month only. You need to 
think like a newsletter reader. You need to imagine that you’re a newsletter 
reader, you’re visiting a website, you’re looking for a particular topic. And if 
you’re not looking for a particular topic you at least want to browse the contents 
of the newsletter before you start reading. So don’t think the way Queens does or 
the way Youth in Motion does and archive your newsletters that way. Instead, 
think like your newsletter reader. 

In Figure 6.10 you’ll see that World Vision has done it a different way. If 
you visit their website, click on their donor newsletter and go to the archive, you 
see on the very top of the page where it says World Vision on the top left hand 
corner. Just beneath that there’s a navigation scheme that’s called breadcrumbs. 
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It’s as though you’re leaving breadcrumbs behind you as you navigate through 
the website. You’ll see that you are on the Past Issues page, which is part of the 
Magazine page, which is part of the About Us page, which is part of the whole 
website. If you go to the past issues page they don’t arbitrarily say “We’ve got 
our issues organized by year,” although they do. If you look on the right hand 
side, you’ll see that column. At the very bottom of the column, you can read is-
sues by year, so you can go back to the year 2000 or the year 2004. But when 
you click on one of those years, they don’t simply tell you “We published a 
newsletter in January and you can click here to read it.” Instead they will give 
you the issue and a really good description of what’s inside the newsletter. Now 
World Vision Magazine is published four times a year; it’s called a quarterly. 
You can see here that they published a newsletter in Winter 2007 and they pub-
lished one before that in Autumn 2007. If you scroll down the page, you would 
see that they published one in the Summer of 2007 and in the Spring of 2007 - 
four issues during the year. And if you went back to Winter 2007, you would see 
that they had a theme on the cover, and it dealt with the Congo: Portrait of a Ne-
glected Crisis. One thing World Vision has done is take their print newsletter, 
and the articles out of the print newsletter, and made them clickable on their 
website. You don’t simply click one link on their homepage and find that you’re 
looking at a 38-page or 40-page color PDF, which is 20 MB in size. They’ve 
taken the most popular and compelling stories and they’ve repurposed them on 
their website here, on the Archives page, so you can just click on them and read 
one article. This is how you should archive your newsletter if possible. If you’re 
not willing, not able, or don’t have the time or money or manpower to break out 
your newsletters by story, the least you can do is what they do here and say that 
your Winter 2007 issue “deals with the following topics.” Just list the topics, 
then have a button that the person clicks to read the whole newsletter. Think like 
a donor, like a newsletter reader, and have a detailed description of the contents 
of each issue. 

 
 

E-newsletters 

The easiest way to save money on newsletter printing and newsletter postage is 
to stop printing and stop mailing your newsletter, obviously. If you had an elec-
tronic newsletter rather than a print one then you wouldn't have to print and mail 
your newsletter. There are advantages and there are disadvantages of having a 
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print newsletter or a web-based newsletter or an email newsletter, and I suggest 
it’s not either/or but it’s both/and. You can have a printed newsletter and an 
email newsletter and effectively use both. If you just go through these columns 
yourself at your leisure in Figure 6.11, you can weigh the pros and the cons, ad-
vantages and the disadvantages, and decide if going to an email newsletter is 
right for you and if abandoning a print newsletter altogether is the right decision 
for your organization to make. Some nonprofits have done that, particularly en-
vironmental organizations and any kind of organization that has public advo-
cacy, like Amnesty International, Mothers Against Drunk Driving, the Coalition 
to Stop Gun Violence. Barack Obama and political parties that have pressing is-
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sues and need immediate news to go out to their delegates and their supporters 
don’t use a print newsletter anymore. It’s too slow in getting the news out. They 
use email instead, and you may find that you want to as well, but that’s a whole 
other teleseminar. 

 
 

Add Impact With Inserts 

One way that you can add impact to your print newsletter is to add inserts. This 
can be done either at the print stage or at the letter shop stage. In the body of the 
newsletter you can have a separate piece of paper, or separate pieces of paper, 
that help to add to the impact of the newsletter. 

You can have a survey, for example, where you ask your donors and your 
newsletter subscribers some questions. You can get answers that way. You can 
have a petition where the person signs a piece of card and mails it off to the gov-
ernment or Congress. You can have a quiz. You can have a Member Get a Mem-
ber letter, where the newsletter reader takes that letter and passes it on to a 
friend, or a neighbor, or a family member and gets them to sign up for the news-
letter, too. You can include a gift catalog that has pictures and text that describes 
the various products that people can buy from your organization. You can have a 
resource catalog that would describe books or DVDs, or other educational mate-
rials that people can buy from you. You might have a newspaper clipping of 
some charitable press you received recently that came out after your newsletter 
went to press. You can print that out on an 8.5” x 11” sheet of paper and include 
it as an insert. You might have a fact sheet that has some facts and figures that 
you want your donors to remember and not discard when they recycle the news-
letter, or you might have a special report dealing with a hot and timely topic that 
you know will galvanize your constituents. At the end of the year you might in-
clude a calendar that has one page for each month, and might have a special full 
color photograph of one of your clients, or one of your volunteers, or people. 
You might have certain days of the year that are highlighted and of interest to 
you and your donors. 

You could also include a special event teaser. So in the newsletter you’d 
have a separate piece of paper, it might even be an invitation, it might be a post-
card or just a short, little notice that peaks the curiosity of your newsletter read-
ers about some upcoming event. You can include a free-mium, which is some-
thing that has no intrinsic value but is useful in helping you communicate your 
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case for support in some tangible way, like a fridge magnet, for example. You 
can include that with your newsletter. But you’d have to put your newsletter into 
a poly bag if you’re going to include anything like that with your newsletter. 
You can have an involvement device – you could have a scratch-off card or a 
sheet that has checkboxes on it, or something that involves the donor in a mean-
ingful way and encourages them to read the newsletter. You might include a bro-
chure. You might include a reprint of a speech that your CEO gave to the United 
Nations, or any kind of reprint that’s appeared in the media. Or you could even 
have a progress report. Again, your newsletter is designed to inform and show 
that you’re good stewards of your donors’ money so you might have a short, lit-
tle progress report that keeps your donors up to date on how their gifts are help-
ing a particular people or a particular project. And you need to keep them in-
formed about the progress of how you’re using their money – you could include 
a special progress report in one of your newsletters.  
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