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Target Audiences 
Primary audience: The core audience is corporate communicators around the world who either receive their own 
copy of our marketing newsletter or have one forwarded to them (3,432 as of Dec. 2011). They already have some 
level of interest in measurement because they have previously requested to receive this type of information. About 
72% are in the US and 28% in other countries. About 50% manage only internal communication and 15% manage 
only external, with the rest responsible for both. Nearly 40% have over 20 years’ experience and another 35% have 
11-20 years’ experience. About 34% are directors or above, 34% are supervisors/managers, and 30% are specialists. 
Secondary audience: Educators and consultants/bloggers who are influencers with powerful networks. 
 
Measurable Objectives and Results 
1. Provide enduring value to communication practitioners. Our measurable objectives to reach the goal: 

a. Make measurement easy to understand: Write the newsletter to be understandable by the average reader. 
Since most have university degrees, this translates to writing at a Flesch-Kincaid grade score of under 16.0. 
Results: The reading grade level scores on these three issues are 15.3, 13.0 and 14.1, averaging 14. Our 
survey showed that in addition to the 39% who already used research, another 46% said the newsletter has 
inspired them to believe research is something that they can incorporate into their work.  

b. Align content with our audience’s characteristics to make sure that no more than 85% of items focus on 
purely internal communication and no more than 72% have an overt connection to people or work done in 
the US. Results: Only 42% of items refer to a tool or case that is focused only on internal communication 
and only 16% of items refer to a US person or company. 

c. Usefulness: Achieve at least a 67% favorable survey rating on the usefulness of the newsletter. Keep the 
level of people unsubscribing under 5%. Results:  Achieved a 93% favorable survey rating on the 
newsletter’s usefulness from those who had seen it. Plus, 34% of respondents said it was so useful that they 
had already applied what they learned in their work. Only 0.0265% unsubscribed in 2011. 

2. Use the newsletter to grow our client base by building the reputation of Sinickas Communications, Inc. as 
a consulting firm of choice for practical, business-focused measurement of corporate communication. Our 
measurable objectives to reach this goal: 
a. Immediate financial return: Obtain at least a 200% gross return on investment from revenue generated 

directly from the newsletter in 2011. Results: New revenue directly attributable to the 2011 issues of the 
newsletter was $68,085 from four client projects. This revenue represents a 799% ROI, calculated using the 
$7,570 budget identified below: ($68,085-$7,570) / $7,570. Revenue due to the newsletter was tracked by 
creating a new gmail address that is used only within the newsletter, which proves that any incoming 
emails asking for proposals by gmail were triggered by the newsletter.  

b. Long-term financial impact: Influence at least 50% of communicators who have not yet worked with us 
to say the newsletter has made them more likely to want to hire us as consultants or buy our products. 
Results: Our survey results showed that 72% of those who are not yet clients and who have a measurement 
budget say the newsletter has made them more likely to want to hire us or purchase our products. 

 
Planning / Budget / Challenges 
Content: We developed the recurring content list to be different from what other measurement consultants are 
doing, with the main focus on providing practical take-aways from us and inspiration from other communicators. To 
maximize the electronic platform, each issue includes a multi-media element (e.g., video or podcast). Also, because 
Constant Contact’s template does not allow for two-way “social” communication, we provide links to hot 
measurement topics being discussed online in LinkedIn forums to incorporate a social, two-way element. 
Format: Based on informal research with clients, we decided to have enough information visible that all the key 
points could be gleaned without clicking through for the majority of readers. Therefore, while we monitor click-
throughs, our goal is not to increase this number over time. Our survey results show that 77% prefer the current 
balance of visible vs. click-through text, and only 16% would prefer more to be kept behind the links.  
Marketing: Angela increases the visibility of the newsletter by posting updates on the topics covered in each new 
issue on Twitter (482 followers), LinkedIn (1,295 contacts) and Facebook (237 friends).  
Budget total of $7,570. $1,800 annual cost for the Constant Contact subscription plus $5,770 in staff time.  
Name change: Although we found no patent/trademark conflict for our original name, Measurement Matters, we 
changed the name to Measurement Works in November when we discovered a blog using the original name.   


