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ABSTRACT
Linda M. Blair Creating Effective
Employee Newsletrers. 1997
Advisor: Dr. Don Bagin
Semipar in Public Relations,
Graduate Division of
Rowan University
The purpose was to produce a source of information and procedures for readers o
creaie and maintain & high quality employee newsletter. Today it.is difficult for
companies, beth small and large, t¢ maintain good communication between management
and employess. Lack of and poor communication are major pr-::biems in the workplace.
It is necessary for companies to create and maintain a timely and well written newsietter
wa inforra, communicate, recognize and motivate employees, The primary research
performed for this study included a compieted queshonnaire from twenty professionals
who had won an award 10 their professional society and five other noted professionals in
publication related fields. The findings of this research provide the reader with

information about creating mgh-quality emplovee newsletters showing techniques about

article content, layout and design, audience, and publication evﬂlﬁati@n.



Mini-Abstract
Linda M. Blair Creating Effective
Einplevee Newsletters 19497
Advigor, v, Den Bagin
Seminar 1o Public Relations,
Graduate Division of
Rowan University

Foor communication 1& 2 major problem in the worlplace. Tt's necessary to
create and maintain a tmely and well-writien newsletter to inform, communicate,
recognize and motivate the employees, The findings detail information about creating
high-gquality newslatters and explain techmwgues related ro article content, layout and

deaign, audience, and publication evalvation.
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Chapter 1: Introduction

1t is difficult enouch to maintain communication in a sma:l buginess, and when a
company 2rows, it becomes evan more difficuli to have communication. . There are
st many companies now wiich are widely decentralized — with cperations in twenty
ctates or five cotitries - that even The most progressive internal communications network
strains under the demand of getting fzely information dissemingred rapidly ”" Wirh this
problem present many companies need to Create an internal employee newsletter to keep
their cmployees informed.

Ii’s proven that emplovees greatly prefer 1o hear business news face-wo-face on
any changes in their company”s policies rather then by a nevwsletier.” Employees are
demanding more personal and tailored information, but when a company has a broad
employee base, say over 100 employees, there nesds to be a consistent channel for
mphegement commuhication. If a publicanon does gxist within a company, “employees
want more timely, fosnsed information in briefer publications that rells them more about

how the corporation rezlly operated, rather than a listing of spec al events.”™

' Brown, Tom, “Leverage PR for Internal Communication,” Indusm,: Week February 6,
1995 24

? “Paparless companies? Reports of the newsletter's demise ars greatly exapperated.”
Manasement Today Seprember 1995 11+

? YWeathersby, William Jr., “Family Ties: are corporate ]_'Jllb].lEE. ions kith or kin?” Puklic
Relations Journal Apm.l 1988: 20

LI |



“For a lot of organizations, the newsletter remains a top information saurce
Management sess it as efficient, uncomplicated, and easy to distribute” stated Susan
Walker, head researcher for MORIL" Since this sttitide exists, the internal employes
newsletter has become an important channel from management tc employees; and belng
able to produce a newsletter has become an important skill needed by a public relations
professional.

«“\What newsleters can do more effectively than any other means of
communication is describe, in detall, your company’s philosophy, goals, and chiectives
as well as enhance its existing marketing }:nrc;j-;rzu:!:l_”5 A well written ard laid out
employee newsletter can do these things, as well as have an effen_ﬂ on the emplovees’
corpany rorzle. The newsleiter providss amplovees with cnrpbraﬁan information
rather then gossip they hear around the coffee station.

“Lintil we started the publication (employee newsletter), we dide’t have a formal
device for communicating with all employees. The newsletter has greatly improved the
comuutnication flow between the main office and the branches.”  For companies
concerned about poor internal communications, a newsletter can elizninate some of the
barriers.

Tn any business, the employees are one of the most imporiant assets, and because
of this, it is important to keep them informed, satisfied and challenged. An employee

newsletter can help maintain all three areas. Newsletters “can rup the gamut from

*“paperless companies? Reports of the newsletter’s demise are greatly exaggerated,™
11.

* Brown, Tom, 24.

6 iegiaf ot N.Y. Bank Pens Low-Cost Newsletier,” Bank Marketing February 1987 38.



commuricating new hepith care plans, 1 investment fund informition to general news of
health care reforms to enrollment dates. They can serve an amaz;}ng number of
purposes,” stated Marsha Murphy, @ comrmnications consultant ‘with Fogter Higging in
Princeton, New Jersey.”

Educating the readers should be the main goal in any good newsletter.” “The
“paternalistic” employer is a thing of the past. Frmployers today need to get wformation
to employees to make their own informed decisions. More thar ever there 8 a need to
educaie employess,” concluded Tom Hoffman, a principal with consultant Kwasha
Lipton in Fort Lee, New Jersey, It should explain the achievenients and objectives of the
buginess while providing meaningful eorporation and business news 1o the employees.

“  Companies time and again tarn to publishing programs — smployee newsletiess, ... -
ta promote the corporate atiributes of dependability, trustworthiness, and actrength.”g
Peaple creating the newsletter need 1o “realize that persanal credibility — not 1o mestion
the corporation’s credibility — is on the line whengver anything is coménunicated in any
context.”!” This concept is exiremely imporfant when creating an emplayee newsletter
since this information may be the first time employees ate héaﬂ’ng thia mformation and
they need to feel secure believing in the publicatiop.

Employees sometimes feel that .. a lot of what's pablished or presented inside

companies is often sweetened 5o that corporate leaders come off looking like winners.

" Roberts, Sally, “Newsletters can benelit from 2 new look: try as sategies to help
emplovees pet the message,” Dusiness Jnsurange August 13, 1594: 3.

¥ Friedman, Steve, ©12 Ways To Get The Most From Your Marketing Mewslerer,” Sales
and Marketing Management March 1992 91.

? Weathersby, William Jr., 20,

' frown, Tom, 24.




Fmployess realize thua and, therefore, digtount most corpany cefmnunicatioms.”” itis
important for managemens to disprove this idea 1n the emplovees’ minds.

Another convern, besides publication credibility, is the lack of employees interest
in reading the newsletters, “People don’i have time 1o read, se yu have to make
(newslerters) look compelling,” Hoffiman sajd. “You've got to make the reader want (o
pick it up and read.” Newsletters should be visually pleaswg, short apd to the pomt —
using simple language. Hoffman calls this language "Peter Raboit Language.”'

Paul M. Sancher, national commurucations praclice director for The Wyatt
Company in San Diego, agrees with Hoffman stating, “It’s important that ngwsletters be
simple and straighiforward ™"

It is very imnportant for employers to realize the shelf H'e of these newslegters and
the impact that they have on the employees and thewr familias, “Emplovees take the
pewsletter home and give it to their spouses.  Or they gend the company maga=ing o
relatives — or just leave it on their coffee table for visitors 10 paruse. It's unpossible o
conttral internal information once it's pubnlie.i'uacl.”14 Managemwent needs to realize that
cven though the botiom of the newsletiers may say “For intsrual use only,” this
publiation will escape the building and follow the employee home for at-home reading

and to shars with families.

*' Brown, Tom, 24,
= Roberis, Sally, 7.
2 Roberts, Sally, 7.
¥ Brown, Tom, 24.



Purpose

This thesis will show readers how imporiant a professional internal employes
newaletter is to any cotporation. It will show that achieving 4 quality publication will
help (o inform employees, thereby improving rheir morale and communication between
themselves and upper managément.

Tn chapier 2, the literature review, readers will see important layout techniques
such as paper size and orientation. type size and typeface, as weﬂf as when to use 4 color
ik or standard black. Next they will see how to write body copy for the publication
stressing sunplicity and writing style. Last they will learn how I oo about starting a
newsletter and how they should choose an objective, frequency c:llf' distribution, and
evalugtion.

Chapter 3 outlines the procedures for this study.

Chapter 4 shows responses from surveys with newsletter winners and other
experts in the publication field, They will answer gueshions on vwhat they think rankes a
professional newsletter and what techniques they used to set their publications apart from
others.

Tinally, Chapter 5 shows the anthor’s ideas and conclusions on what males the
ultimate newsleter and how to incorporate all that information into a first class employee
newsletter.

The following terms are used throughout this thesis. Tohelp the reader gain a
full understanding of this thesis, it is necessary W rend the belovs terns and become

familiar with them before moving on,



Definition of Terms
Body Copy — text material set in blocks using 8 to 12 peint type
Camera-ready - copy which is ready for photography

Caption — the information that appears below or next to photographs or other
iltustrations

Condensed Type — this typeface provides more characters per line, but is harder to read
than others -- example:  Thecatjumped on thebed

Crossheads — smaller, transitional beads within an article; useful in longer articles

Headline — larger type lines used to get attention in an ad or other document; usually
iocated at the top of a publication

Flag - & banner across the top of the publication which includes the title, volume number
and date of the publication '

Font - a complete assortment of letters, numbers, punctuation mearks, ete. of a given size
and design.

Y eading (pronounced ledding) - spacing between lines

Logotype or Nameplate - the name of a company in a special design used as a
trademark

Masthead — the area of a newsletter where you place the basic information about the
newsletter; i.e. name, address, phone number, etc.

Newsletter — a brief, printed publication distributed either verticully or horizontally,
usually containing information of interest to a narrowly defined target audience.

Opticz]l Center — about 1. of the page length above the mathematical center
Pica — a unit of horizontal type measurerment; 81X picas equal one inch

Point — a unit of vertical measurement of type; twelve points in a pica; 72 points to an
inch



Pull Quotes — a device of “pulling” out quotations from the text, anlarging the poirt gize,
and setting them off from the text a3 a device to draw a reader’s affention to a
point within an artizls

Sans Serif — in typography, a type that has na cross strokes or serifs at the tops and
hettoms of characters — enample: THIS 15 5aNs serit Lype.

Serif — the short cross strokes at top and bottom of charasiers i certain typefoces,
especially those in Roman face — example: This 15 senif type.

Subhead — May be a display line enlarging on the main headling, usually in amaller size

Typesetting - consists of the characters seen upon cutput and the commands that make
them look that way, ex. size, font, leading, stc.

White Space ~ the space 1 an ad or publication page not taken with any other element,
type, pictures, etc.; an important design ¢lement in isetf

The above definitions were taken from the Handbook for Puhlic Relations

Wotine by Thomas Bivins, Publishing Newsletters by Howard Penn Hudson, and from

Pogket Pal, a eraphic arts production handbeok, edited by Michacl H. Brung, If further

bibliographical information s necessary, please see bibliography section of thesis.



Chapter 2: Related Research

Relevant litstature on employee newslerters was found through many scurces and
are indicated below.

A computer search of relevant and current literature was conducted to find
material on the subject. The study was conducted at five libraties — The new library in
Glassboro, New Jersey, at Rowan University, The Evelvn S. Field Library in Raritan,
New Jersev at Raritan Valley Community College, The Alexander Library in New
Brunswick, New Jerseyv at Rutgers, The State University, The Sornerset County Library
in Somerville, New Jersey, and The Roscoe West Library m Ewitﬁg, MNew Jersey at The
College of Wew Jersey. In all compurer searches the author vsed key words, incliding:
“newsletrers,” “employes relations,” “internal communicaton,” “zmpioyes newsletiers,”
“public relations,” and “publications.”

At the new library at Rowan University, the author used the Wilson Business
Abstracts on-line magazine catalogue and the on-Line catalog of periodicals. This search
vielded 176 articles and journal listings and six books. Of these, 5‘?0 articles were pulled
for use in this study.

At the Evelyn S. Field Library, the study uged & search of the on-line catalog of

periodicals. After removing duplicate articles from the search list, five articles were

nsed.

10



At the Alexander Library, the study nzed a search of the on-line cataleg of
periodicals, and after removing duplicate entnies it vislded three aticles.

At the Somerset County Library, the study vsed the Magazine Index Plus on-line
cataleg and after deleting duplicate sources, two sources were nsed

At the Roscoe West Library, the study used the on-hoe eatalegue and found three
books that were used in the smdy

Tn addition, the author reviewed past commumication briefings — an
internationally circulated communications newsletier and found threa articles that wers
uged in this theais.

Also, the author condusted & survey of winoers of netiona. competitions and other
noted professionals. The winners were chosen fiom three commipication sacieties,
Public Belations Society of America (PRSA), Tntemarional Assugiaﬁan of Business
Communicaters (LABC), and National School Public Relations Association (NSPRA).
These campetitions included PRSA's Bronze Anvil Awards TABC s Gald Quill Awards
and NSPRA's Gold Medallion Awards The categories the winners were selecied in

were “Newsleiter - Internal,” “Newsletters - Up ta Twa Colors,” “Mewsletters - Three
Colors or More.” and “Newsletiers.,”

There were two ters of surveys maded for this thesis  Th first tier included
thirty professionals; eleven responded with a complatad survey, 1n additicn, five noted
professionals, recommended by thesis advisor Dr. Don Bagin :Lnd other professionals,

were also sent the survev, All of the aciected professionals are w'éll-respsct@d and

informed professionals in various areas of communications such us publishig, witernal

11



communications and corporate communications and they all rctuﬁjmd a completed
SUTVEY.

The first step to contacting these professionals was via an mtzoduction lerter and a
self-addressed, self-stamped postcard returned via the United Statzs Postal Service. The
willing participants returned the postcard committing to complete the survey. After the
author received the return postcard, the survey was sent to the individual along with a
selif-stamped, self-addressed envelope to return the completed surveys.,

The second tier of surveys was mailed o 14 other professionals; nine responded
with & completed survey. This tier did not include two majlings as in tier one. Instead,
an introduction letter, the survey, and a self-addressed, self—stﬁmp‘ed envelope was mailed
via the United States Postal Service in one envelope.

The related research follows and is orgarized in subtopics.

Why start a newsletter — its purpose
“The primary goal of any newsletter shauld be to educate the readers.””
“Companies concernad about their often dismal internal communication
have generally turned to newsletters for Bﬂifiwers.“ls
The main reasons for creating an internal newsletter include building employee

morale and educating emplovees with official information and not gossip. These

newslettsrs provide functional information for the employees instead of their hearing bits

15 -
Friedman, Sieve, 91,
1 “Paperless Companies, Reports of the newsletter’s demise are greatly exagaerated,”
1L



of information around a coffee station. “Until we started the publ;ication, we didn’t have
» formal device for communicating with all emplovees. The newsletier has greatly
mmproved the communication flow between the main office and tte branches. "

A newsletter is the most effective way to reach a specific endience. “It 1s the
ultimate goal of the ... professional to effectively create and manaze the working
environment for the employees of his or her ¢cempany so they can work at their optimum
tevel """ This can be accomplished with an emplovee newslerter.

In today’'s society, a newsletter gives information to pecpls in an optimal way, it
provides short, collected segments of timely information. It has & quick rnover rate for
information so it is excellent for “dispasable” news and allows emplayess to hole-punch
the paper to keep on file for future reference. H

There are four dissinetive fanctions of 2 newsletter and they include; 1)
informing, 2) promoting, 3) guiding, and 4) coordinating, Mewslitiers infarm employees
by giving them information such as brief reports, workshop traintng schedules, and new
services information. They also can be promotional material attempting to have its
reading audience atiend meetings and get involved in extra curricular activities the
company provides.

Employees also look at their employee newsletrer “or guidance on new

procedures; for example a new computer program or pension plar. And lastly, the

17 «Staff at NY Banks Pens Low-Cost Newsletter,” 3

'" Cooper, Richard B., “Giving Real Meaning to Customer Service.” Managing Office
Technoloev, May 19935; 44+,

'? Bivins, Thomas, Handbook for Public Relations Writing, (meulnwol:rd I NTC
Publishing Group, 1992) 97-98.




newsletier can organize its readers and bring employees located m different departments
ar even at different locations together to solve 2 common pmbleﬁ and reach a commen
soal

In &n ideal organization. communicaiion flows vertically a3 well as horizontally.
A newsletter ts a good example of vertical commumication because it provides downward
information from managemsnt to the employees through a formal channel A newsletter
also allows vpward communication with letters to the editor, articles written by
emplovees and readershup surveys !

Marsha Murphy, a commumecation consultant with Foster Fliggins in Princeton,
MNew Jersey, stated that newsletters “can run the gamut from comrounicating new health
care plans to investment fund information to general news of health care reforms to

enroliment dates. They can serve an amazing nunmber of purpose!;_“n

Typesetting

Body Copy
For body copy the hest type of font to use is 2 serif font, such as Times Roman or
Courier. Before choosing which font to use, look for two main characteristics; they

gre serif and they have a large family with many treatments availuble. For a font to be

“® Burke, Virginia M., Newsletter Writing & Publishing: A Pract'cal Guide. (New York,
NY: Columbia University, 1958) 6-7.

“! Bivins, Thomas, 97.

* Roberts, Sally, 3+,

14



excellent for body copy, make sure that the font has many treatments such as izadic, bold,
bold-italic, etc.

The font size is measured 1 points and the smallest reada];;]e size for a newsletter
body copy is @ points and the largest is 12 points, For body copy; the leading should be
the point size of the font plus 1 point. For example, if the font size is 11 points, the
leading should be around 12 points. Usually body copy is justified within the article’s

cc;:lumns_ﬁ

Headlines and Subheads

Headlines and subheads can be created in the same font th‘;Lt was chosen for the
body copy or it can be a different font to add accent. To differentéiate between these and
body sopy, the author can malke the point size larger, the font weight heavier and the
leading larger. Normally headlines are centered at the top of the article and subheads are
left aligned above the new section. The headline type size averages around 16-20 points

and a subhead around 14 points.**

Ink and Paper
ft is a great idea to use color ink but unfortunately, if you ase more than one color
in a publication, the cost of your project will rise. (Note: if you are going to use color,

remember that black ink counts as one color.) The most popular sombinations for

¥ «Nyths That Ruin Newsletters,” communication briefings, Dct‘r;:rbar 1995 5.
24 Hudson, Howard Penn, Publishing Newsletters, (New York, NY: Charles Scribner's
Sons, 1982), 30.

15



newsletrers include black ink on colored paper or one color on white paper.
Psychological tests show that the following combinations work well for newsletters with

number one being the best (aesthetics not considered):

1. black on yellow paper 7. white on red paper

2. green on white paper 8. whits on orange paper
3. blue on white paper 9. white on black paper
4. white on blue paper 10. red on vellow paper
3. biack on white paper 11. green on red paper

6. vellow on black paper 12. red on green paper-
Paper Size

The first thing to look at is the size of the paper and how 1 will be folded. The
most common paper sizes are 8'/,x11 and 11x17. A publication g;rinted on 8'/,x11 is
generally only one page printed on both sides, where a publication printed on 11x17 is
one page, both sides and folded in half to create a booklet of four pages. The average
length of a newsletter ranges from 2 to 4 pages so these two c:uptio‘:ns are the most
commonly used.*® In these two cases, it is simple for the company 1o fold and secure the
newsletter and then put the emplovees” home or inter-office mailf;ng address on the back.
Some companies will use 81f2x14 size paper but the newsletters ajz'e generally not fotded

or matled.

** Hudson, Howard Penn, 114-115.
¥ “Biving, Thomas, 100,

16



Paper Weight

Paper size and orientation are determined by the publicaticn’s layout, and here 1t
15 necesgary to determine which paper weight would be best for tﬁe publication. Two
main characteristics of paper -~ weight and texture — need io be considered when creaiing
a newsletter. Two types of paper weight are lightweight or heavirweight stock. Both
have pros and cons. If you are uging a lightweighr stock, 1t folds casily and is less bulky.
On the nezaiive side, umsy paper denotes project wealness and vsually can only be
printed on one side to avold seeing the informarion through the paper *

If the publication i3 on a heavyweight atocl, it can be printed on both sides and it
projecting a strong image for the publication. Heaviex paper may}fpmve to be more
economical even though the paper itself is more expensive, muua};* is saved by producing
on both sides. Unfortunately. heavy stock paper may be difficult 0 Told and is bulky.
Heavy stock paper could also increase postage costs.

The second characteristic to be considered is the paper’s icxiure. With creative
advances, paper comes in many grain textures and patterns such as a speckled recycled
stock.™ Dull stocks are more popular with readers; if you are using a lot of photos or
illustrations, a slossy stock mught be better 1o mamntain the graphii:;’s image * Paper
fregtments duch ag shellacking and spot glosaing are also a.vailabl.e; for publications, but

these techniques can greatly raise the cost of the publication.

7 wpfyths That Ruin Newslatters”, 5.
® ] antz, Richard, “Publishing & Presentations: Expert advice for creatng weh-mpact
documents and presentations,” PC World August 1992. 2540,

# urhar's your best marketing tool?” PR, Journal May 1994, 12,

17



Newsletter Cost

The mife is the fancier they ars, the more expense they ran. A newsletier wath
four-colar inks, heavy-glossy stock paper, and full color photos is going to cost 4 fot
more then a twvo-color, heavy-dull stock, gray-scale photo publication. Another factor in
the price of a4 publication includes any design work. If the ccarpcrﬁlﬁon needs (0 use an
outside printer for every 13sue, the price for the newsletter is going to rise. If the
corporation has the ability 1o have an in-house publication departraent where the
department can create a carmnera-ready publication, the cost conld '=.j"aH tremendously
depending oa the cost of m-house produerion.

To give an idea of the cost of a newsleter, the axample ofEBenjamin Moore &
Company’s newsletter is noted. Benjamin Moore & Company has s monthly emplovee
newslatter that is distributed to about 1,600 U.8. employess to sxplain changes m their
emplovee benefits. This publication is four pages, cne-color with charts, praphics, and
cartaona. This publication is done in-house on dull, heavy stock paper. The average cost
for this publication is §4,000 - $6.000 an issue. ™

An excellent tip for having color in 2 low-cost publication 1s to bave vour
flzp designed and printed in color on a large quantity of your pub.ication’s paper, This
way you can have a one-color publication printed cn that paper to produce a two-color
newsletrar An example would be to have vour flag designed in I}éd k. The comp#iny
gan gend this design to a printer and have it reproduced onto a y&éﬁ:r"ﬂ supply of whitz

paper (ar whatever calor chosen). By deing this, the company only has A ane-cofer print

A Raoberts, Sally, 2.

i8



Job, reducing the cost. When the publication is ready to be ccpiﬁzdé ante the pre-prepared
stationary, it can be printed out on a plain white picce of paper leaving the areas for the
flag and whatever else 18 In color, blank, Now take the special paper and the black and
white copy to either a copy machine or the corporation’s distributiion center and have the
text dupiicated.

Newsletter Layout and Pesign

Newsletter’s Flag
A newsletter’s flag has an important function, it gives the publication a name.
The name of a newsletter should help the readers identify with thé publication as well as

having it tell them what the publication is about.”’ The title is Lhefmost important

52

information; it gives the reader the publication’s “mood” or tone.™ Even if it is planned
to create the publication in-house, 1t 18 an excellent idea to have an outside design firm
create the letterhead and the original layout of the newsletrer.

It is necessary to design the flag the same as the company’s letterhead and
business cards; 1f possible try to incorporate the same exact desigf..ger The rule is that “an

atiractive newsletter that reflects the corporation’s identity can increase readership

considerably ™* It is really important not to skimp on this portior. of the publication; it is

1 Sosnin, Betty, “Corporate Newsletters Improve Employes Mordle,” HR Magazine,
June 1996: 107,

* Brickely, David & Miller, Dan, “Publishing & Presentation Makeover,” PC World
Jan. 1994; 114,

* “Myths that Ruin Newsletrers” 5.

** Sosnin, Betty, 108,

19



what attracts the employee to pick 1t up and read it. A colorfid and creatively designed

flag will set this publication apart from the rest of the corporation’s mail.

Graphic Desizn

Design elements can create an interesting layout for the newsletier and can also
break up copy when the publication becomes text heavy, Such de*;-‘ices include boxes and
pull-quotes that take an important idea from the text and put a frame around it off to the
side of the article. This way when the readers see the page. they cin read the pull-quote
or box and get “pulled” into the article. Headlines, subheads, ¢rossheads and captions are
also other techniques that are used to help the reader quickly see wfhat information ig
contained in the article.

Graphics are also attention-getters for publications that ma}i" have tog much text.
T'wo major rules when using graphics are; 1) choose simple graph‘é_cs, espectally line art
or photographs because they are easily reproduced and 2) be sure that the graphics wilt
not date the publication because “what looks modern today, won’t lomorrow.” "

While mentioning design, this is a good place to advise to b careful and try not
to “over-design” your publication with fancy tvpe, layout, or colnrz%. Even though
making a publication look dramatic and colorful seem important tc:jé orab a reader’s

attention, these elements could decrease the publication’s readability.*’

** Biving, Thomas, 114-116.
% “Publications Tip,” communication briefings, August 1596 7.
¥ Hudson, Howard Penn, 47,
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Column Size

A standard rule when trying to decide how many columns ‘E:c:: have in a publication
is Lo iry to keep the column as short as possible horizontally. This is because if the line
lengths are long, the reader’s eyes conld tire and will not continue with the article. A
good rule of thumb to foliow is to have 40 10 45 characters per line regardiess of which
type and type size you choose.  Your left and right margins should be at least six picas
with an in-between column space of two picas,”

Most publications atick {0 4 two-column format because is it easier o fit more
words on a page and allows the layout the flexibility to include graphics atmost anyshere
in the layout. Three colurn layouls do allow even more words nn; a page then the two
column format but the newsletter starts to take on a newspaper loak with a lot of type,
anc nnless this is the look you want, try to stick to two columns ™ ; Remember, “readers
react badly to crowded pages,” so it is important to stay simple with a ot of whate
space.” It {newsletter) should not be a summary plan dascdpﬁog,, We Live in a visual

warld today. Don't make it look like (the newslerter) came from tﬁ.: e =4

Newsletier Elements
All newsletters have specific elements that appear in every 1gsue. These include
the Iollowing. ..

Address — usually in the front; try to avoid using post office boxes

i Hudsan, Howard, 50,

A Hudson, Howard, 50-51

“ “What's your best markering tool?” 04,
* Roberts, Sally, 3+
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Descriptive Phrease — this can be warkead inta the company’s loge. sort of &
slogan for the publication

Notice of Copyright -~ date & name of publication”

Papge Numbers — use these evan on 4-page publications; this helps the reader

locate aruicles quickly

Flag - a hanner across the top of the publication; it includes the title, voiume
mumber and date of the publication

Masthead — mncludes basic wioomation about the newsierer including the name,
address, date of issue, volume number, 1wsue nuinoer, copynght, adifor,
publisher, editorial staff, dascriptive phrase, eic.”

Fable of Contents — ugnally located on the first page

Anpouncements — usually boxed, these wclude job placements and Hidbirg of
information

Tditorials — any artcle from management, ex. “Prasident’s Colmn”

Calendar - shows upcoming events

Mailer - place for mailing labels, postage, return address, st

Quizzes

Natices of Special Events

. 44 .
Foning & Safety Annoancements — office ergonomics

Writing Style

An emplovee newsletter needs 1o be wrirtan and produced in a professional

mmanner. Make gure that articlas about bad news also include ways to solve the

problem{s) This will improve the publication’s credibility.* Itis important to trv to

nave article writing done in-house. The best rule might be to 2o externally for layout &

4? Hudaon, Howard Penn, 57.
* Bivina, Thamas, 110

A4 g

A Mewsletrar Pulls Employees Together,” Nation s Business: Febroary 1996 10,

15 Friedman, Steve, 91—,



design, but have all the writing done in-house to pick up the flavar of the way the

company explams things, *®

“To be effective, & newsletter nmast be read,” and to achieve this, i 18 necessary
{ior the newsletter to be written in a lively and 1nteresting style containing meaningiul
news.” The edidor needs 1o make sure that the articles are conclie and are not talking
dowm to the audience. A journalistic style that includes both straight news and featwio
storics creales an entertaining newsletter. The followwny are 2 few quick
recommendations fiom James M. Jenks, chairman of the Alexander HamuHon Instinite,
MY who is the publisher of & number of business newsletters:™

1. Readability must be high

I

Plunge right into your subject

TJse shorl sentences

e

{Jse strong nouns and verbs
Wrire in the active voice

Do pot wse meraphors

-

Use “vou” m the writing

Content

The content of your newsletter is defined by many different tlungs ranging from
the organization’s poals to its mission statement to the target audience, Once the content
is defined, the publication can do many things including Eduﬂatﬂ]g employees,

motivating them, and improving their morale. Otis Baskin and Craig Aronoff, authors of

“ Roberts, Sally, 5+,
" Sogain, Berty, 106,
" Hudgon, Howard Penn, 37.
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Public Eelatone. The Profession and ihe Practice, have these percemtages of content for
an internal publication:™

= 50% - information on the organization oo local, natonal and
international levels

«  20% - emplovee infarmation - benefits, quality of wotking, their
personal life, ete

a  20% - relevant non-company wibnmaton such a5 the community
s 10% - small talk, personals and classifieds™
(Note; Thege percentages do not have ta match perfectly, but a close mixture is

optimal.)

Avaid items in the content of articles that might make the newsletter seem as it
management 18 Csgoar-coating” information. Avoid terms such as “In an effortin . or
using language to “soften the blow,” employees think thai vou are ding a problem
within the organization. Employees would rather have the facts up-front. Try not io
“chesr an the team”™ by using words such as “Kesp up the good work” and “We're all in
this together.” Also, do not run a letter from the chairman, instezd concentraie on
information zbout the employees, try to help them understand L'ﬂ& commpany ihrough the
newslettzr, not recognize the chairman.” Lastly, avoid abusing suzewords that are

Era 1Y

comman in the warkplace such as “empowerment,” “corporate colture,” and “win-

252

4 Biving, Thomas, 58.

A0 Iudson, Howard Penn, 98,

"L “Newsleticrs: Spicing 1t up,” Ine, Tuly 1990° 87

2 syords That Hurt Credility,” communication briefings “ovember 1596, p. 6.
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Column Recommendations
Below are the some categories that newsietiers should adiress along with some
columi ideas:

« Activities - calendar of events, employse advancements znd promoticns
v Ideas of Interest - editorialg, fiilers, and short articles

s Sociat News - burths, weddings, educational advancements

a  Affilintes and National Scene - aclivilies

+« Services - job openings, classifieds and fravel information

o Clagsifieds and Want Ads

*  Product Profile

+  Customer Profiles

a  Board Briefs

Getting [deas

Now that the basics have been coversd i determining what soes into a snccesshil
newsletter, an editor may ask the question, “What do [ wiiie abon?” Getting wdeas 15 one
of the toughest and most recurring obstacles in running a successiul publicabon.

One idea is to use materials that have been published in ¢ther publications. This
generally can be done, but be sure to adhers w gll copyright rales. TF the publication
breaks these tules it can be sued for libel. The safest way is to make sure is 1o have the
editor gets permission from the mwformation’s awner or o just nze the idea of the other
story and create 4 new one.

Samuel Grafton, a Mew Yark newsletter publisher, has a few helpful hints to

XY

Whar's your hest marketing tool?” 4.
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setring ideas rolling around.

+ Read Sunday newspapers

+  Look at sources from orher parts of the conntry
s Use government agencies 1 Washington, DC

+  Ask your readers for ideas

&+ Hbold focus panels to brainstorm new ideas

. . .. 54
«  Hire stringers around the country to research other organizations

Distribution

“... if you ask any self respecting communications peofessional for the most
effective means of reaching a primarily internal audience, the response will most likely
be the newsletter ™

An internal publication is 2 unified one which encompasees an organization’s
employee popularion, sharcholders, vohinteers, and others with &n interest in the
company. Because of this vast audience, it 18 unportant to have congistency. Ifa
newsletter is deliverad late or has a lot of errors, it loses credinility and oo longer is
considered a respected piece of literature.

To ensure a timely piece, it is recommended that the b:dit::rr cieates a “publications
calendar.” This is a special calendar that helps everyone stay o track with tune limatg
and deadlines. Making a publications calendar 18 mnportant becense most publications

are completed a month 1 advanee, and most likely there are twoe or three issues ninning

simultaneously. Also a helpful hint is to plan o whole calendar 3"6M nating holidays and

»4 Iudson, Foward Penn,
*® Bivins, Thomag, 95



vacations, 50 when the time comes, worl is not delayed because :Df an employse’s
Absanca

Distribution is divided into twa categories, vertical and horizontai Vertical
digteibution i3 within the corporation and is intended for everyone from the mailroom to
ihe CEQ. Homnzontal distribution 1 & more narmowly defined a sroup of peonle w the
prganization with 2 common interest, for example, everyone locited i a specilic
departmeant.

Examples of vertical distrzbution: assoclanon oews that belps profit and
noaprofit orcamzations commumucate with a scattersd membersiap, 4 common wriersst,
and o keep the members in touch. Another is a community news group that 1s wsed by
civic organizations to keep in touch with their members and make announcements, for
example, the YMCA. The last example is instirutional news that is likely the most
eammon type and distributed to all employeas. 1t is designad to aive ita readers 2 feeling
of belongng with & mucture of employee-related and company-ralated news,

Haortzontal digtriburion tncludes publicity newslertars thai create then evwn
readers, for example, fan chibs, resors and politicians Another frpe of & horizontal
digtribution newsletter is & apecial interest newslerter that is devéieped by a special
mtersst group. The last type of horizantal digtribution includes z satf-inrerest ar “digest”
newsletter that 15 desiened 10 make a pm.ﬁi.ss

The purpoge of your nawsletter determines which type of': distribution is wsed and

how Praquently it is published  The frequency of vour newsletter can be determined by

** Bivins, Thomas, 95-96.
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many things from the regular amount of information available tc how much money is

available to publish. ™

Evaluation

“If vou really want to find out what your readers thunk of your newsletter, ask
them ™" Doing a readership survey 1s one of the best ways to know how your reading
audience feels about your publication and what selections thev are acmally reading, This
iz how you can determine what is working, what isn’t working and what needs to he
added 40 vour lavout, including article ideas. A oood rule to go by is to conduct vour
rirst readership survey one vear afier the publication s started,”

Some editors fear doing surveys that ask the audience wt;at they taok becanss
either they can’t handle the criticism or feel that if the reports w;:re bad, they would lose
their job., Walter Anderson of Anderson Press and author of Ho » fo corduct &
Readersfip Survey stated that the results of 100 surveys showed that most of the
responses were favorable and included suggestions on what they wanted to see in the
puhlication_m [t can be & very valuable tool.

Some people think that they can aveid an unprofessional newsletier if they send
out pre-publication surveys to the potential target audiences. Robert Baker, author of

{mpacy, cautions editors ebout doing this by saying that “readers don’t really know what

*7 Sasnin, Betty, 106-110.

* Hudson, Howard Penn, p 33,
* Sosnin, Betty, 110.

50 Hudson, Howard Penn, 33,
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- W61
they want anyway s Jo not waste your me.

Below are a fow sugpestions of questiona o includa in a “eadership survey: ©
+ Do readers keep issues on file? (for future reference).

+ Do they reguest back copies?

« [} they send copies to people outside of the arganizztion?

« Do they use the newsletier’s name when talking abour it?

= Do they talk abowt it end its contents?

Rules for Creatinz a Successful Newslotter
The following is a collection of helpful hints for creating a success{ul newsletier {rom
Grillian Flymn in the article, “For Your Information™ published ir: Personcsl Journal,
Steve Friedman in the article 12 Ways to get the most from your markeeting newsletrer”

publighed in Sales & Marketing Management, and Ellyn Spragins in the article, “An

emplovee newsletter with a zing” publighad in Inc
Set goals for the newslerter by defining and getting to knivw rhe audience;

Make: sure a professional communicator. either in-houss ar external, is charged
with the respansibility for providing the newslertar,

Daon™t preach, to the readers,
Provide a fonum for readers to reapond;
Write 10 express - ot impress;

Establish a recognizable format and stick: to it 50 readers'can be comfaortable,

i1 Hudaon, Howard Penn, 535,
%% (yhat’ 3 your best marketing tool?” 12-15.
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Develop solid graphic design,

Keep in mind when designing pages that readers “procesﬁ" pages right to lefiin a
sideways 17 pattern, often skipping the middle of the pags;

Don’t wait until design stage to begin thinking about hove (o use graphue
elements;

[Tz photo captions as a way to communicate key points in a story,
Don’t cram, too much information into a newsletter;

Newsleiters can effectively support your overall comor teations plan; they
shouldn’t serve as the plan itself,

Be honest,
Require full participation fTom employees,
Commit your time {o a quality publication,”

Know the needs of the audience, ask employees lo make sugzestions and to
participate in a focus panel; '

Focus on the basics,
Each neweletter should have only one message, one topic.,
Use gimple terms;

Think vigualty, inclode charts, graphs and photographs;®

. Friedman, Steve, 91+,
 Spragins, Eliyn B. “An employee newsletter with zing,” Ing, April 1992; 121
. Flynan, Gillian, “For your information,” Persopnel Journal. Avsust 1994 16
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Chapter 3: Procedures

Three methods were used to gather the research for this thesis: 1) library
databases of appropriate periodicals, journals and books; 2) sarveys of the winners of the
Public Relations Society of America (PRSA), International Business and Communtcators
(IBAC) and the National School Public Relations Association (MSPRA); 3) survevs with
other noted professionals.

At the new library ar Rowan University, the author used :he Wilson Business
Abstrasts on-line magazine catalogue and the on-line catalog of seriodicals. This search
yielded 176 artictes and journal Listings and six books. Of these;; 20 articles were pulled
for use in this study.

At the Evelyn 8. Field Library, the study used a search o7 the on-hne catalog of
periodicals. After removing duplicate articles from the search list, five aricles were
used.

At the Alexander Library, the study used a search of the on-line catalog of
periodicals, and after removing duplicate entries; it ylelded threeé articles.

At the Somerset County Library, the study used the Mag‘:jlzine Index Plus on-line
catalog and after deleting duplicate sources, two sources were used.

At the Roscoe West Library, the stdy used the on-line caralopue and found three

books that were used in the study.



In addition, the author reviewed past communication bricfings — an
internationally circulated communications newsletter and found ‘hree articles that were
used in this thesis.

Also, the author conducted a survey ol winners of national competitions and other
noted professionals. The winners were chosen from three communication societies,
Public Relations Soctety of America (PRSA), International Asscciation of Business
Commumeators {IABC), and Nanonal Schoo! Public Relations Aasociation {NSPRA).
These competittons meluded PRSA’s Brones Anvil Awards, TABRC’s Gold Quill Awards
and NSPRA’s Gold Medailion Awards. The catecories the winrers were gatected in
ware “Newsletter - Internal,” “™Newsletiers - Up 0 Two CDIQIB,’?: “Newsletiers - Three
Colors or More,” and “Newsletiers.”

Two tiers of surveys were mailed for this thesis. The ﬁrS‘lt tier included thirty
professionals and eleven responded with a completed survey  Inaddition, five noted
professionals, recommended by thesis advisor Dir. Don Bagin and other prafessicmals
weare also sent the survey  All of the selected professionals are vell-respected and
informed professionals in various areas of communications such as publishing, internal
eommunications, and corporate communications and they all returned a completed
SUIVEY.

The first step 1o contacting these professionals was via an introducrion letter and a
self-addressed, self-stamped postcard via the United States Postel Service. The willing

participants returned the postcard committing to complete the survey. After the author
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received the return postcard, the survey was sent to the indrvidua. along with a self-
stamped, self-addressed envelope 1o return the completed surveys.

The second tier of surveys was mailed to 14 other professionals, nine responded
with a completed swrvey  This tier did not inchide two mailing as in tier one. Insread, an
introdustion letter, the murvey, and a self-addressed, self-stamped envelope was mailed
via the Lmted States Postal Service 1o one envelope.

Chapter 4 shows responses from the above surveys with newsletter winners and
experts. Their answers demonstrate what they use in their publications and will create a
guideline for creating an employee newsletter

Finally, Chapter 5 shows the author’s ideas and conclusions on what makes the
ultimate newsletter and how to incorporate all that information into a first class employes

newsletter.
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Chapter 4: Findings

This study concentrated on the opinions of noted professionals who won awards
through their professional society as well as other professionals who were recommended
by thesis advisor Dr, Don Bagin.

For tlus thesis, the author surveyed 1995 and 1996 professional society contest
winners, The professional societies researched were; Public Relations Society of
America {PRSA), International Association of Business Communicators (FABC), and
National School Public Relations Association (INSPRA). The competitions included
PRSA’s Bronze Anvil Awards, [ABC’s Gold Quill Awsards, and NSPRA’s Gold
Medallion Awards. The categories the winners were selected in were “Newsletter -
Internal,” “News!etters - Up to Two Colors,” “Newsletters - Three Colors or More,” and
“Newsletters ”

In the first tier of research, of the thirty 1996 winners surveyed, eleven contest
winners responded:

s Denise Hanchett, from Garden City Public Schools, Gfarden City, MI;

+ Linda Wasserman, from Rhone-Poulenc, Ingc., Princeuémj NI

= Ray E. Willis, Director of the Public Information Ofﬂgl::a, from Clark County

School District, Las Vegas, NV,

»  Mary Jane Kinkade, from Kraft Foads, White Plaing, NY:
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Ken Frost, from School District 2, Moncton, New Brt!:nm*iclc, Canada:

Chris Gronkiewicz, from Ameritech, Chicago, IL;

Sharpn Tumer, fram Bayer Comoration, Pittsburgh, FA:

Steve Knagg, Communications Divector, from Gartand Independent Schoo!

District, Garland, TX;

[anna Como, Community Relations, from Ferguson-Florissant School

District, Florissant, MO

Keri Kent, from Alberta Motor Association, Edmonion, Alberta, Canada,

Angela Mendozra, from Baver College of Medicine, Trouston, T

Also from the first tier, five other professionals who were surveyed responded:

Tda Walker, from Mobil Oil, Paulsboro, NJ,

Ed Ziegler, from Rowan University, Glassboro, M,

[ ]

f.ori Marshall, from Rowan University, Glassboro, MN.J;

[

Iennifer Yohnston, from South Jersey Hospiral, Bridgeton, NI

Michele Carhone. from Johnson and Johnson, New Brunswick, 7.

In the second tier, fourteen professionals from 1995 contest winrlers, nine professionals
responded:
+ FEobert E. Kendall, Ir., Public Information Director, f.Dm MNash-Rocky Mount

Schools, Nashville, NC,;



= Steven W. Bolton, Editor-Wniter, from Richmond Public Schools, Richmond,
VA

« Partti Caplan, ASPR, Public Information Officer, from. Howard County Public
School System, Ellicott City, MD; |

» Michelle Dubay, Director of Public Information and f;:emm,unjcatiou, from
Shawnee Mission Public Schools, Shawnee Mission, [XS;

» Rich Wood, Public Information Specialist, from Sumuer School District,
sumner, WA

» Chnstine May, Supervisor of Publications, from DeKalb County School
System, Decatur, GA;

« Kris Shutt, Lead Information Specialist, from Vancovjer Public Schooeis,
Vancouver, WA

+ Patri Smith, Public Information Coordinator, from Virgima Beach City Public
Schools, Virginia Beach, VA

¢ DMarv Pike Gover, from YMCA of the USA, Chicago, IL..

In summary, the questionnaires give the opiwon of five respected professionals
and twenty regpected profesgionals who have won an award from their professional
societies from the years 1995 and/or 1996.

The rest of this chapter summarizes the findings of the co‘;mpleted surveys from

the above mentioned professionals. The responses were categorized into the following
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five categaries: 1) purpose, 2) audience, 3) content, 4) layout and design_ and )

miscellaneous informatien. (A sampls of the questionnaire is located in Appendix AL}

Purpose

Queastion 1: What is the purpose of your publication?

Tu iﬁfurm ém;ﬁluyees -

To communicate with employees 24%
To motivate and inform employees 8%
To recognize emploveas 3%
To keep a record for the organization 4%

The majority of the respondents, 56%, stated that the purmpose of their publication
was to nform their emplovees. Some respondents specifically stated that they were
geared to inform their employees about current corporation happanings.

Communicating with employees ranked secend for the purpose of the publication;
24% respondents stated that they needed to mainly communicate with emplovees about
anything they needed to know, Pati Smith from the Virginia B-&E‘a.ch City Public Schools
stated that her goal was “to communicate accurate and timely infbrmation shout events,
programs, and goals as well as initiatives of the school board and the superintendent.”

Unly 8% of the respondents said that the purpose for thei;‘r employee publication

was to recognize employess for their achievements. Christine May from the DeKalb



County School System stated thar her publication’s pupose was ”:‘to recognize emplovees
for honors and special accomplishmenrts and to feature emplnj,ree.:; who have special
talents m ther jobs and in their lives ”

Another 8% said that thetr publication was designed to mtntivate as well as inform
their audience in an attempt to excite their employees about the clrganizatinn,

The last 2% of the respondents stated thar their sole purpase for their publication

was (o keep a record for thelr orgamzation.

(duestion 2: Tlow do you cater your publication (o your purpose?

“Matches publi

Does not match publication’s purpoese 0%
No regponse 12%

The primary reason for this question is to determine if the publication is
organized to serve the purpose in which it is intended. The auwthor compared the answers
the respondents gave for question one with the responses for question two, Afler
comparing, the results showed that 88% of the professionals catered the information in
their publications to maich its purpose. For example, Steve Balnl;m itom Richmond
Public Schools publication’s purpose was “to highlight stall at:c::::-mplishmmt and provide
information” and he catered his publication to achieve this purpdsa by having “aricles
(that) usvally emphasize an employees’s comribution and/or a'wa;rld for achievement.”

The rest of the participants, 12%, did not respond to this Ljuestinnl
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Question 3;: Do vou leel that it helps to build employee morale; if so, how?

1 Catedorie

Yes

No

No Response 16%

The mugority of the respondents, 76 %, stated that the pubhicanon did improve
employes morate, Mary Tane Kinkade from Kraft Foods stated ﬂuat the publication did
improve employee morale because, “employees ¢an better connect 1 the brg pretere and
fieel part of our ‘one-company’ organization. Krafi Works helps people feel proud of
being part of Kraft Foods.” Others felt that it improved morale bacause the employees
could sze how their rales or others in their department impact 'thei organization on a
whole.

The 8% of the respondents that stated that their publicaticn did not improve

employes morale stated that it was not the publication’s objective:

Question 4: Poes the purpoese of vouy pollication go along with your ecmpany’s
mission statement? I possible. please encioge your company”s mission
statement. '

Yes | 84%

No 12%

MNo response | 4%

i9



The majority of the newsletters, 84%, were in line with the organization’s
mission or vision siatement. Lori Marshall from Rowan UniversZity agreed that thair
newsletier was in line with the university’s vision and mission st:jl.temants, “Latety we
have been running a series of articles dealing with the Rowan Un‘iversit}"s vision and
mission.”

Only 12% of the respondents stated that their newsletter (id not go along with the

corporation’s mission statement and 4% did not regpord o the question.

Audience

Question 1: Is your employes audience the entire company population or do you
gear towards specific departments or interests” I ves, which departments?

(Cateporias i

Entire population

Cnly certain departments

Emtire population and ouiside audience (retirees) 4%

The majority of the professionals, 88%, had the entire ::gmpauy populaiion as
their audience while 8% only serviced sclect depariments. Michelle Carbone from
Tohnson & Jabrigon diztributed the cmplovee newsletter only (o L:Eeupla in the Information
Marnagement Division while Sharon Turner fom the Bayer Corporation serviced the
entire employee populaztion

Only 4% of the respondents sent their newsletter to the organization’s rerirees.
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Aundience 2: Do yon accept ideas from employees? H yes, what is your process?

| Calegoviest
Yes
Rarely
No

Almost all of the respondents accepted suggesticns from emplovee, $6%; but
maost had constraints on either fopic or the way the employees suomitted their
suggesticns. Jennifer Johnston fom South Jersey Hospital stated that they “accept
employee ideas (and they) are submitted on a newsletter information form, called in, or
sent vin fax 7

Steven W. Bolton from Richmond Public Schools said thit they rarely aceepted
ideas from employees and they were only considered if the idea came from a “divect lead
or the admimstration.”

None of the respondents stated that thay would flatly den.y deas from employees.

Question 3: Do you allow esaployees to write articles for the newsletters, with
understanding that they will go through an editing process? If yes, are there
any limitagions?
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Articles wntien by employees were accepted by 56% of the professionals, but a
lot of them did maks the comments that all arficles were subject (o editing and soitor
preference.

Space limitations and allowing department only writing accounted for the 44% of

the respondents that stated they did not accept articles from emplovecs,

Question 4: How often do you evaluate youmr publication?

Yearly

{Onee 3 month

Quarterky 3%
Never 4%
Every 6 months %%
(ther 20%

The majority of the regpondents, 32%, evaluared their pualication vearly white
16% evaiunated the readers once g month, Quarterly evaluations were dona by 2%% ol the
professionals and 4% said that they never admimstersd an evalustion The “Other”

cetegory included corporations that evaluated every twe or three years.



Ouestion 51 ‘What technriques do you use to evaluate your puilication?

LS ‘Percentile]
Reader 4454
More than one device 16%
Foens Groups 12%
Phane Calls 5%
Tace-to-face 4%5
Npthing got 4%

Readership surveys were the most common form of evaluaiion and aceounted for
44% of the respondents. Qaly 12% of the professionals used focus groups as their proe
evaluation technigue while 8% used random phone calls to employees. Face to-face
quegtions with employess was the evaluation techmque that 4% of the reapondents used,
and 4%, had no set format Using more than one format with conbinations such as focus

aroups and a readership survey accounted for 16% of the respondents.

Question 6 Are you reguired to include articles fram apper management, even if
you feel that the article content does not mateh your publication?

[l

Ferdentie

72%

28%

Most of the respondents, 72%, stated that they were not required to include
articles from upper management in the publication, In these cases either the editor had
the final say on the publication’s content or there were other vebicles in which they eonld

include upper management ideas and articles that are appropriate for that publication.
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The reat of the profesaionals, 28%, stated that they were reguired o include upper

manacement arpcles, but most of the editors worked closely with management and could

work cut a compromise.

Content

Ouestion 1@ How many regular articles do you include?

- Categories

0-3

3-6

6-9

9-12

other

O response

The angwers for this question were divided into five categories to come up with a
range showing how many regular articles appeared in the publications. Four caiegones
came in with a tie of 20% in the ranges from 0-3 to 9-12. Oply 12% of the profesgionals

did not respond to the question and 8% had more than 12 regular articles,
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Question 2: Please circle the columns you include, if they arve not listed, please add
them 1o the bottom of the list.

T Gl

Emph}}ﬁ& Recopgnitton

o
n

Fmploves Spotlight

Calendar of Business Eveals

Bits and Pieees

Carporate Charity Highlights

Cultural Happenings

Personal Facly

Warkshop / Training Schedule

Diversity Article

Calendar of Perzonal Inf.

Question / Answer

MNone

HG“" Tq e

(=1 Bl = R I PEN B S 8 e - R = 8 -]

Fditor’s Colomn
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Layout & Design

Question 1: Which typeface and leading are used in your bedy copy?

1 Foat:

Times

Palantino

Garamond

{zoudey

Agfatype

Century Old Style

Gadliard

Helvetica

New Baskerville

Opiima

Sans Serif

Stone Sans

Yarious

| ] | | = | | e | | 2| | ] oa

N/A

16

3
1% 6
9 1
2

N/A

T

13

| 5)

FL.S

auto

B | ] o | | ) O

N/A

The most commaon font and font size chosen from these }jrofessicma]s were Times

with a point size of 10 The most common lzading for a publication was 12 points.

46



Cuestion 2: Which typelace and leading are used for your hieadlines?

Fuiena

Franklin Gothic

Sans Seril

Agfatype

Centary Obd Style

Frutigen

Galilec

Cratliard

Palantina

Titmes

Vartaus

o
=arld
=l

N/A

s TSk

24

L'

18

11

13

15

1%

48

22

36

20

42

ot |k | |t [t |t | | it | ]

auio
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N
26
IS
13
21
2z
51
pr
18
43
auto

[ ]

ek | et | i | ok | e ol | el | el | e

Helvetca was the most common font used ané the resolts from the size and

leading of a headline vaned.

Qruestion 3; What gize is your newsletter printed on?

CAtERRTES Pkl
11x 17
27, % 11
85 x 14
22317
1677, x 11
117, 5 14/

The maiority of the respondents, 52%, printed their publications on 11 = 17
paper. The second two most common sizes were 8'/; % 11 and 8 ', x 14, both each

taking 15% of the respondents,
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Cuestion 4: ks vour newsletter text o graphic heavy?

Tslanced 44%0
Graphie 4%

Tha majority of the professionals, 32%, stated that thewr publiestions were more
text heavy then graphic heavy while 44% stated that there was a balance between the et
and araphics in the publication’s layout. Only 4% stated that their pmblication was

uraplue heavy.

Question 5; What ig the stock weight and color of vou publication®s paper?

White
Gray

Cream
Editor’s Eggsheli 4%
Gray-Speclled 4%
Passprart Writing Talc 4%
Salman 4%
Sand 4%
N/A 12%

T ek )
HTH
TR
g0
29
24
50
55
100
N/A
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White paper accounted for 52% of the professionals, while 12 % pninted on gray
paper. Another 12% did not respond to what type of paper they printed on. Salmon,
Editor's Egoshell, Passport Writing Tale, Sand, Gray-Speckled ¢nd Cream were colots
that only 4% of the professionals used.

Twenty-cight percent of the participants used 50 {b. paper for their publication
and 16% used 70 Ib. Of the respondents, 20% did not respond with the stock weight of

their publication.

Question 6: Is yonr poblication folded or sealed in any way, il so iow?

| Categories.

Folded

¥olded & Stapled 20%
None 16%

The data from the participants showed three ways to handle the newsletfer ance it
whs ready to be sent to its audiences. TFolded was the most copunon wiy with 64% of the
reapondents stating that they folded their publication at least one tume. 20% of the
respondents folded and stapled their publication before distribution and 16% left their

newsletter flat.
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Question 7: ‘What color(s) ink(s) are used in your publication?

. Categories cTcentile.
Black & One Color 52%
Just Black 20%

4 Color 16%
Black & Two Colors 8%
1 Color (not black) 4%

The majority of the professionals surveyed, 52%, used black and one other color
for their publication while 20% only used black  Of the respondents, anty 16% used four
calors in their publication and 8% used black along with two other colors. The rest of
the surveved used onty one calor, 20% used only black; and 4% used only one color but

1t was not black.

Question 8: How many columns do you inclede in the Jayout of a normal tssue?
(2,34, ete.)

4 24%
2 4%
5 £%
varies 20%

The three-column format was the most common with 48% of the respondents
stating that they used a 3-column format in their publication. A four-column format was

used by 24% of the respondents, Two-column (4%) and five-column (4%4) formats were
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the least popular with the surveyed professionais. Finally, 20% of the participants varied
the amount of columns they used w each issue to match either layout design or the

grmennt of information needed o publish.

Miscellanesus Information

€Puesiton 1: What is the distribuiion size of your newsletter?

1LO00¢

66,000

4,500

2,300

121,000

16,000

3,000

2,500

XXXH

The distribution giza of the reapondents tanged from 900 o 121,000 emplovaes,

The above chart shows the exact audience size of erch participant’s pubiication.
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Question 2: How many peaple in your distribution dn you feel really read vour
publication?

RO

46-55%

Bo-T3%

76-85%%

11-25%

26-108%

46-95%

Ender 109

26-35%

36-45%

50-05%

N/A

Most profeszionata indicated that their percentages were bhased on readersinp
surveys, for example 32% of the participants felt rhat 46-55% of their audience read thear
newsletter, Also close o this percentile wore thoge participants {':20%) that felt that
arouynd 70% of their audiznces read the newsletter while ancther 30% felt that abost B0%
of the employess read their publication. Cnly §% of the responcents stated that ther
entire population read their newsletter and to the extreme, 4% stated that less then 10%%
of the campany’a emplayees read the publication. From the participanis, 4% stated that

they did not know how many people read the newsletter.



Question 3: How many people are on youy staff? (Full-, part-itme, aod Volunteery

a

L7

== 2| o == k| =] 2]

AR [tnd X

This data shows the number of pecple that worked on the internel employee
newsleiter for that company. The number of people ranged fiow one part-time employes
tr ten full-time employees, Some participants noted that the nevssletter was not thew

only job duty, None of the participants had volunteers working on their ataff

Cruestion 4: As a resuli of your publication, do you feel the crganization has
impraved? I yes, then how?

iangics | Tercennle:,
Yes T6%%
No 12%
N/A 12%

The majority of the respondents, 76%, stated that their pTﬁblicatiDn did improve
employez morale within the company. Patt: Caplan, ASFR, from the Toward County

Public School System, stated, “Staff are aware of the mission of the orgamzstion
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{through the publication} and how different programs and initiatves support that
mission.”

Some of the sarveyed professionals (12%) did not feel thot their publication
unproved employes morale within a company but they all did thunk that thay have
tmproved the channel that they give the employees information. Cme professional stated,
“1 don't think the organization has improved from our pablicarion, but T do think we
rve impraved the way we send information to the employees.”

The Iast 12% did not respond with an answer 1o the question.
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Chapter 5: Recommendations

The first part of this chapter addressed the author’s response to the four subiopics
researched in thig thesis on creating emplovee newsletiers: 1) purpose, ) audience, 3)
content, and 4) miscellancous oformation. Recommendations for further study from the

avthor follow the four subtopics listed above.

Purposc

An employee newsleter’s objective is mainly set by 12 organization’s goals and
mission statement. The important thing to remembar is to work with masagement #0d
together vy to create a vehicle to reach the orgamzation’s objective.

The author’ s research shows that the majority of corpora iona nse their emplayee
newsletiers 48 & vehicle to inform their employees. Withun the findings, tats answer
appeared fourteen times from the survey respondents. Mozt of tiem felt that the purposs
of their publication wag 10 inform the employess aboul the company sad i3 happenings.

The study also showed that employee newsletters also help to comemunicate with
employees more than 1 motivate or recognize them. These mﬁipanies agree that an
smployes newsletter 13 produced to communicats any infiemation to the employees.

“To recognize employees” was anoiber noted purpose in-the respondents’

completed survevs, The participants felt that the main purpose of the publication was to



recognize employees for their accomplishments and to show them that the corporation
appraciates their contributions.

The author feels that all of the given responses are correc. An employes
newslatter should inform employess of corporation happenings, motivate them to do 2
goad job, communicate with them and recognize their accomplishments. Unfortunately,
the most common situation is that upper management dictztes what the newsletter’s
purpese is and its direciion.

It is essential that the publication does stay in line with its original purpose. An
editor can assure that this happens by efther doing rontine readership surveys and his or
her own regular evaluation. The findings show that the majority of the survey
respondents feel the same way, and prove this by having their publication inconsistent
with 1ts purpose.

The employee newsletter should inform, communicate, rzcognize, and motivate
the employees to build emplovee morale. This 1§ the main reason for this type of
publication. The findings confirmed this by showing that 76% cf the respondents stated
that their publication helps to build employee morale. The newstetter tries to bring ail of
the employees together and help them become enthusiastic abou: the organizatien. The
newsletter wants to instill a goal of making the company the besi:-; it can be to work, as
well ag creating the hest product or service on the market

Almost every sirategy, goal, and decision should be based on the corporation’s
mission statement; the employee newsletter should not be exchuded from the list. This

company publication should reflect and follow the corporation’s mission statement, It
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can help the employees understand all aspects about the place they work and why the
company even exists. Only a few respondants from the survey stated that they did not
follow ihe company’s mission statement, whule 84% of them stated that they try to #tay

conmsistent with their company’s missiomn.

Audience

An employee newsleatter can be created for one specific department w4 company,
or it can address the entire corporation population; there is no set rule. From the findmgs
of this thesis, the majority of the employee publicatons in companies today address the
entire population in an attempt to bring together the entire staif. 'On the other hand,
newsletters seared toward a specific audience can also be immer.sely succeastul, it &l
depends on the publication’s purpose.

From the research, in those publications that were created to motivate and
recognize employees, their distribution included the entire company population while
many of those designed to inform employees were geared toward a specific depariment.
Alsa, ome of the newsletters also reached outside of the current employes andience and
communicated with retred employees to keep them informed akiont company events.

Accepling 1deas from employees is always a great souree for article ideas. Trying
to answer the old question, “What sheuld I write abowt?” has a life saver: the employee
suggestion box. By allowing the employees (o submit ideas for the publication, two
goals are bemg achieved at the same time. The first, coming up with ideas for articles

and the seeond, coming up with ideas that ioterest the reading audience.
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Emplovees aiways have sngeestions abour what should appear i thew publication
and an editor should vae thew sugsestions o create 4 newsleticr tiat ncludes both
mandatory information and wformaton that the audience feels is important.

The fmdings of thus thesis showed thai about half of the editors allowed
employees to write articles for the newsletter (with the understanding of the editor’s
editing priviieges), while the other half felt that employees should be limited to
suggesting articles. The author feels that it i3 an aaget if there are employees who want to
write arhcles for the newsletter, Give them the chance to contribate their ideas 1o the
publication. Many benefita exist when having co-wrilers for newsletier articles. The
mam benedit 15 that the emplovee more often then not has [irst-hand experience on the
topic with some relationship to the situation. A common problem that occurs s that the
newsletter editors can not be in all the places the storiea take placs, so they are not
familiar with the sitaariona. If they are able (0 have another person wilte the article and
they apruce it up, then the story presents a decper understanding of the situation.

Anather benefit 1o having employess wiite articles 1s that'it gives them a chance
to receive recogimon, To most people it is a wonderful feeling to see something they
wrote in print, and having a byhine with their name on it gives them that feeling. Another
plus is that their colleagies will see and recognize their achievements and congratulate
them on a job well done.

There is one major gnag that can occur when an editor allows employees to write
articles, and that's the writer’s epo, People become very defensive and their feelings can

become hurt whenever someone changes what they have wrtten, A way to iy to lessen



this oecurrence 1s to include a clause at the bottom of the submission form stating that the
editor reserves all editing rights for all information publizhed in the publication. To
wompensate for any changes the editor may wmake, all final drafts of an article nust be
reviewed and signed-off on by the author.

Also along that note, it is extremely important to have the auther $iem 2 consent
form before any informetion is published in any publication. This way, if Jater on an
empioyee says that an article was misprinted, the editor has a safery e, Another good
rule of thunth i3 fo heve any person who is quoted in an article siun-off on their quote
hefore reprodyuction.

Another source of articles and arficle weas can come from upper managem apt,

U 0ccasion, upper management may fec) {hat an important issue needs to he addressed
i7 the publication. This is where a pood relationship with management is key 10 having a
successful publication. Sometimes a member of managemant wo'tld like to wolode an
article that does not carrespond with the purpose of the publicaticn. A good relationship
with upper maragement allows the editor to discuss the article and mavhe suggest
another vehicle for 1ts publicaton.

Evahuation of an emplovee newsletter is vital to ensure that the publication’s
conderr, style, and purpose are in line with the company and the enplovees. The auther
has found it commeon that mest ecompanies conduct 2 readership survey on 2 yearly basis;
this was verified through the findings of this study. These readership surveys can be

included in the publication either as an inser! or located somewhere withun 1ts pages.
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Other forms of gvaluation that are helpful and can be doni more frequently are
focus groups, phone calls, or face-to-face gurveying. These types of evaluation
techniques can oceur every six months, every moenth or even every ssue if the ediror
wishes. But, if the editor does decide 10 evaluate frequently, it may be a good idea not 1o
survey the same people all the time; it may be best to choose diffcrent people, ar random,

in the company each time.

Content

The eomtent of a newsletrer is directly related to the publication’s purpose and
dictates the fone. 'The content of a publication can be constant by having regular calumng
such as "Editor’s Corner,” “Meet the New Faces,” and “What's Now.” These are articles
that are fun every lssue with the current Lappenings plugped 1nto (he spots. This can
create a familiar publication that has a constant and comumon flow of information,

On the other hand, a publication can have absolutely no consistency from one
igsve to another as far a3 article content (this does not include the COnSIStEncy necessary
in dgyout and design) The company can look a1 what is going on :n the company that
mamth and center the issue on that current event For cxample, on2 mouth a company
could be having a family day and the employees cauld have their children come in for “A
Day at Work with Mom/Dad.” The issue could include pictures, children’s quotes, etc.,
from the week.

Another solutian is 0 have a few regular colymns in each issue and melpdes

special event fGatures for the cover siury, this is what most of the rsspondents siated they
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used for their publication. When asked how many ragular articles they included in each
1550, the answers varied from none to nine regular colurmns.

Some of the most common regular articles included some type of emplovee
recognition or employee spotlights. These types of columng can show outside of wark
accomplishments such as educational degrees earned or volunteer achievements, as well
as wark-related accomplishments such as quality service and a jo well done. These
tvpes of happenings include engagements, weddings, and birth arnouncements. In this
type of calumn it shows that the employees have a life outside of the corporation and
what they feel is important to them.

Common business related, regular columns included those that showed culral
happenings in the communizy where the company was Jocated. Here employees learn
about local theater events or about a great new place to cat lunch. It is impoertant to
create a positive relationship with the employses and the surrcunding community.

Having a schedule of some sort seems to also be a commen occurrencs in the
publications surveyed. These schedules can range from husiness events and manzgement
trammng classes, io employee work anniversaries and their birthdays. This helps to get
employees involved in workshops the company is promoting as well as help to recognize
an employee’s vears of service 10 the company.

Types of columns that are not as common anymore inciuds those in a
“Question/Answer” format or “How To...” articles. Tt seems that employees really want

ta know about who they are working with and what is really going on with the company,
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It is important to keep the artic:lels of a newslerter at & hish readability level: tius
determines how well the andience can read the infermation within a story. A sood way
1o derenmine if your text has a high readability i8 to mn zither the Gunning Fog Index or
the Flesch Formula. Both will determine how easily a puhlication’s andience can read
the conrent.

The Gunning Fox, Index™

I. Select a passage of 100 wards from. the middle of the
articla.
Z. Count the numhber of sentences 1n tiiat 100 word section

and divide it inte 100 to discover the average sentence
length in your article.

3. Next, count the number of words that have three or more
syllables; do not incinde proper nouna, compound waeds or
ongs ending with —ed or —eg.

4 Finally, add together the totals o stepes 2 and 3, ihien
muluply by (.4).
The result s the exneunt of schoohng the rezder needs to be able Lo read and understand
the passege Try to fipure out the average reading level of the audicoce and bave the
articies cater to that level
The Flesch Fnrmulaﬂ
1. Select a sample fom the middles of the article that is 100 words,

2, Count the pumber of sentences and divide ay 100 to discover the
sverage senfence lengih (ASL) of the passage.

3 Count the mumber of syliableg i the passase and divide it by 100
to discover the average word lenpth {AWT).

““ Bivins, Thomas, 23.
“? Bivins, Thomas, 23-24.
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4 Take those two numbers and put them into the following eguation
Readability = 206.835 — (84,6 x AWL) — (1.015 x ASL)
The following is a chart tv gauze the resulis:
70-80 = very easy (romance novels)
60-65 = standard (newspapers)
50-55 = “intellactial” magazines (Iarpers)
30 and below = scholarly journals, technical papers
Layout & Pesign

Typeface and leading help to determine a newaletrer's look and thers doesn’t
seerm o be 4 overall common one to use. The only thing that is important to remember is
that for body copy, try to use a serif font between the s1zes of 10 and 12 paints with a
leading about 1 point lareer than the typeface size. Some typefaces that are used include
Tunes, Garamond, and Goudey with 2 pomt size around 10 points and a leading of 12
poinis.

The typeface and leading for headline copy is even more diverse then that of the
body copy. A headline can be almost any (ypeface, a8 long a3 it is readable, and any size,
as long a8 1t is at least 2 point sizes larger than the body copy. Usually the headline 15 a
sans serif typeface and one of the most common typefaces is He'vetiza with a typesize
between 13 and 24 pomnis.

Page size, weight, and arientation are other elements that help to eraate a look for
the publication. A newsletter’s paper size normally ranges frorm gl 1ixl?, A

newsletter prited on 8'7,x11 paper is normally enc sheet of paper printed on both sides,
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This tvpe of newsletier probably would either contain many bits of information or one
large article with some small bits of information placed around the main featurs. This
newsietter is normally not felded or stapled unless it is folded on.:e and mailed to the
employees. The weight of the paper for a single page newsletzer also needs to be heavier
than normal; it nsually ranges from 50 1b. to 60 lb. This is so the printing on one side of
the paper does not “bleed” through to the other side after printing. Also, heavier paper
can give a smaller newsletier of one piece of paper a heavier loolt.

A newsletter that is printed on paper larger than 8'/x11, is normally folded in
some way to create a booklet. For example, a news]etter printed on one piece of 11x17
paper can be folded in half to create a four-page booklet, This is the most commen paper
size for newsletters and other in-house publications. A newslettzr printed on a 11x17
piece of paper should also be printed on heavier paper since the jﬁ]blicatiou also includes
two-sided printing like the $'/;x11 piece.

The color of the paper the publication: is printed on can a'so impact the tone of the
newsletter, It seems that the most common are white or off-white, probably because it is
gefting easier and cheaper to have the publication printed with only one ink color. Some
companics do opt to use colors that are subtle such as sand, CrEan Of 4 gray variation to
distinzuish the publication from other papers on an employee’s desk; this is also
acceptable, but may be limiting when trying to use a contrasting or four-color design.

Color ink can bring a little life intc a publication and the mast common use of
color is 1o uge two colors, black plus another color. Itis acceptable 1o use only black ink

for a publication, but this can be limiting and boring to a reader’s eye. A good
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sugeestion is to use a color for the publication’s flag and then only spot the color within
the black text. This can ciphasize an important article or make a the seetion jump off
the page at readers. It seems that glowly companies are starting ta use four-color in their
puklications, but unfortunately, even though it is the mest interesting, 1t's still the most
GXPEnEIve,

In a newsletter™s layout, the number of columns and whether it is graphic or text
heavy can aleo commuiticate a tone for the publication. The rle of thumb to follow is to
try to stay balanced with the text and graphics in a publication. The idea 18 to create a
sense of balance between the two, leaving as much open area as possible (open area
being area on the page with no text or graphics; often called whiie space). A quick test to
do to determine if a publication is texi-beavy is called, “The Dol ar Bill Test.” Takea
one dollar bill and move it along the surface of the publication. 'f at any time, in any
direction, the surface under the dollar bill is all text with no oper. space, it is texi-heavy.
Grenerally, the idea is to keep the page balapeed with atrention grabbing pictures and
easy- to-read text

The mimber of columns in the layout is one way to control the text flow of the
publication. The most common layout is a three-column layout thai braken up by
using headlines, subheads, and pull quotes. Another Iayout that s flexible s a four-
column layout. What both a three- and a four-column layour prciuvide 15 moTe open area

on the page from all of the white space between the columns.
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Miscellaneous Information

The distribution size of an employee newsletter can range from 50 to 50,000
people to evenlmore; there is no set minimum or maximum. The goal of an editor iz not
to increase the newsletter’s distribution size, bui to increase its reading audience size.
Most editors like to think that everyone who receives the newsletter sits right down and
devours every word on the paper; unfortunately this does not happen. An editor is lucky
if 25% of his/her andience reads the majority of the articles. (This mumber can be
determined for any publication by conducting a readership survey. )

The main purpose of an employee newsletter is to improve the employee morale
of the company. It is important to fry o increase the publication;’s reading audience 50
that more emplovees are interested in the publication and will ei{:her be motivated,
recognized, or informed about the company, leading to an improvement in their morale.

Unfortunately, the newsletter process does not represent = means of two-way
communication between the employees and upper management. "The main reason for this
lack of two-way communication 1s the time lapse between the aricles written and the
actual distribution to the employees and the lack of an employee voice to management.
In most cases this is a vehicle where management can send information to the employees
to inform, motivate, or recogmze them, Important and timely information needs to be

handled in a different way such as a company Intranet or face-to-face communication.
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Topies for Further Study

This thesis is a broad overview of the capabilities and purposes of an internal
cployes newsletter in today's corporate worid. It shows the necessity of this vehicle in
the workplace and how it plays an important role in the intemal communication of the
COrROrAtion.

Meany studies have been done showing what the correct size paper to use fora
newsleter, what color ink produces the correct responses from the readers, and how to
write i 2 way that the reading audicnce can understand. What really needs to be studied
13 why people read the publication at all. Relow are some suggestions for further study
rhat would help to improve employee newsletters and then in tum. build employee
morale.

1. Evaluatz why the current readers of a newsletter read the publication. Ts it
because they are bored and have nothing else 10 do? Al‘e:they truly interested in
what 18 zoing on in their company? What specific aspects of the newslefter entice
the employeas to read the publication?

2. Survey the carrent readership of five successful newsletters and five unsuccessful
nawaletters. Discover why the readers read the suescssfidl newsletter and what its
strong qualities are and then do the same with the unsuce zssful newsletrer,

digeovering wealk qualities that make it undesirable.,
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LX

Ask emplovees why they do nor contribute to the newsleter, either by writing an
article or jugt submitting ideas. Would they be maore interested in articles written
by their peers than by an editor?

Survey the editore of success{ul newsletrers and detarmine what sets their

publication above others.
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APPENDIX A

Sample Survey:
Publications Survey

Thank you for completing my survey. It will be a great help in my
research. If vou should have any questions, pleass call me.

Please attach another piece of paper if thers is not enough space
for you to answer the questions.

After vou complete the survey, please ety it in the pre-stamped
and addressed envelops.

Thank Yo,
Linda Blar
Purpose:

. What is the purpose of your publication?

hX

. HMow do vou cater your publication 10 your purpose?

Ll

- Da you feel that it helps to build employee morale, i sa, how!?

=

~ Does the purpose of your publication 2o along with your commpaty’s mission
starement? If possible, enclose your company’s mission statement,

Andience:

I 1Is your emploves audience the entire company population or do you sear towards
specific departments or interests? If yes, which departments.

| S

- Do you accept ideas from employees? If yes, what 1s your procesg?

3. Do you allow employees to write articles for the newsletters, with
understanding that they will go through an editing process If ves are there any
limitations?

4. How often do you evaluate your publication?
Once 2 month Guarterly every O maonths vearly other

tn

. What techniques do vou use to evaluate your publication?
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6. Are you required to include articles from upper management, even if you feel
that the article content does not match vour publication?

Content

2. How many regular articles do vou include?

3. Please circle the columns you mclude, if they are not listed, please add them to the

bottom of the list.
Question / Answer
How To...

Diversity Article
Cultural Happenings,
1.¢,, local theater

TEVIEWSs o7

announcemsents

Corporate Charity
Highhghts

Layout & Design

Editor’s Column
Bits and Pieces
Emplovee Recogmtion
Personal Facts
1.e., service, birth
and wedding

announcements

(others)

Waorkshep/Tramming Schedule
Employee Spotlight
Calerdar of Business Events

{Calefdar of Personal Infa.,
1e., employee birthdays

1. Which typeface and leading are used in your body copy?

[

L% ]

. Which typeface and leading are used for your headlines?

. What paper size 15 your aewsletter printed on?

4, s vour newslatter text or graphic heavy?

5. What is the stock weight and color of your publication’s papar?

&, Ts your publicarion folded or sealed m any way; if so how?

7. What color(s) ink(s) are used m your publication?
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8. How many columns do you inelode in a normal issue? (23,4 etc)

Miscellaneous Information
1. What is the distribution size of your employee newglester?
2. How many people in your distribution do you feel really read your publication?

3. How many people are on your staff?
Full-Time Part-Time Volunteer

4. As a result of vour publication, do you feel the organization has improved? Tf yes,
then how?
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