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| “I have used
FloScan for over
15 years to identify
our most fuef
efficient towing
speed. We monitor
our GPS speed
once we get strung
out on the towline
and then start
backing off the
throttles until

we see a 20% drop in our fuel usage and leave it there. That
last 10 - 15% of throttle on most tugs is wasted fuel that
gives you no greater hulf speed and also decreases the life
cycle of your engine components such as fliners, rings, and
pistons. Running more efficiently also helps to reduce our
carbon footprint.”

Dana L Brodie - Manager of Marine Engineering
Hawaiian Tug & Barge - Honolulu, Hi

* Models available for diesel engines
rated from 25 - 6000 hp.

* Priced from $600 - $3300 based |
on engine details.

* Call 206-524-6625 or email
sales@floscan.com for quotes.

www.floscan.com
206-524-6625
Seattle, WA USA
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by marketing
your product with
e-newsletters

Lditor's note: We receive the monthly e-mail from the Western Fish-
boat Owners Association: the Wild Pacific Albacore Newsflash. The e-
newsletter is targeted to consumers, seafood department managers,
and chefs.

The newsletter generally contains information about the fishery and
1 recipe.

We think the e-mail product is particularly handsome and simple
to use, so we asked its editor, Brooke George, for some tips on how you
might produce e-newsletters for your business, your association, or
your fishery.

ant to let your customers know what your business
is doing but don’t want to spend hundreds of dollars
mailing vouchers, newsletters, or pamphlets?

If so, e-mail marketing or an electronic newsletter might be
the most efficient, cost-effective way to inform and engage your



by Brooke George

customers (or members).

Aregular “news” e-mail filled with useful
information that your customers value can
do many things for your business or brand.
A newsletter can be used to direct traf-
fic to a website, let customers know about
a new product, request action from your
membership, notify people of upcoming
events, and encourage customer loyalty and
repeat business,

Using one of the many online newslet-
ter programs such as Constant Contact, all
this can be done without paying design fees
or postage and paper costs. Minimal costs
make e-mail marketing an ideal way for
many small and medium businesses to pro-
mote and grow their businesses.

Creating a contact list: But your news-
letter could easily do more harm than good
if you send it to people not interested in
your topic.

Chances are you already use e-mail and
have a number of people you contact on
a regular basis. Ask these customers or
contacts if they would like to receive e-mails
about new products or important company
news. If they’re interested, add them to your
e-mail list.

Do your research and work out the best
format for your newsletter. If you're just
sending a price special to 20 customers, it
makes sense for you to simply send a group
e-mail with all ¢-mail addresses in the
“BCC” line. By sending to a “blind copy”
list, everyone’s e-mail address won't be
available to everyone else.

If you want to include pictures, track
the number of people reading your news-
letter, or send information to a large num-
ber of people, you'll need to use an e-mail
service provider (ESP) such as Constant
Contact, Jango Mail, or iContact. The
price and services offered by each of these
companies vary, so research the best option
for you.

ESPs can, among other things, deliver
your e-mails for you, provide attractive
design templates, host images, and allow
people to subscribe/ unsubscribe at the click
of a button,

Importantly, they can help ensure your
e-mail campaigns are compliant with the
CAN-SPAM Act of 2003.

There are several important things to
ensure that your newsletter is both effective
and legal.

Anti-spam laws: First and foremost,

continued on page 10

Marketing your fish — or fish caught by association members — should be at as many
levels as possible. The Western Fishboat Owners Association attempts to engage in
direct contact with consumers, retailers, and chefs, as well as through the
website and other social media. One success has
been food demonstrations at Whole

Foods markets.

Buyers of Alaskan Salmon in Cook Inlet and Prince William Sound since 1987.
Proud supporters of independent Alaska fishermen and their families.

We would like to thank all of our fishermen for their support and look forward to
seeing you on the fishing grounds for the 2011 season.

Accepting new fishermen in Cook Inlet and Prince William Sound.
Attractive fleet insurance rates available.
Contact Jason@inletfish.com or call (907) 299-9008, (907) 283-9275.

Inlet Fish Producers, Inc.
PO Box 114, Kenai, AK 99611

WWW.PACIFICFISHING.COM [ JUNE 2011 [ PACIFICFISHING (] 9



Y“U“, I;IJSINESS Marketing continued from page ¢

your e-mail newsletters must be compliant
with the CAN-SPAM Act. Otherwise, you
are breaking the law. Using a free or low-
cost newsletter service such as Constant
Contact can help you remain legal by
providing clear “opt-in” opportunities for
the people you're sending your newsletter
to. The service will help guide you through
potential legal issues.

Mo junk mail: If you spend all that time
crafting a newsworthy e-mail or newsletter,
yvou don’t want it to end up in someone’s
junk mail folder.

Make sure that the "Subject” and
“From” fields in your e-mail are as specific
as possible.

The “From” field should be your busi-
ness name, and the “Subject” field should
be specific. Do not include punctuation,
dollar signs, or other unusual characters. Do
not over-use capital letters.

Customers need an incentive to open
and read vour e-mail. If you are offering
a limited-time price on a product to exist-
ing customers, such as local albacore loins,
say that in the title field. If a species of fish
has just come into season, mention that.
You need to remind your readers quickly

Chill Out In Charleston!

CHARLESTON
MARINA

Tell your story directly and inexpensively

The e-newsletter produced for the Western Fishboat Owners Association is only one

aspect of the group’s Public Outreach Project.

Started in 2008, the project has been a learning endeavor, according to Wayne

Heikkila, executive director of the association.

“It has grown and evolved along the way, resulting in more direct contact with

consumers, retailers, chefs, and others through social media beyond the website,” he
said. The campaign also uses Twitter, blogs, and Facebook

Heikkila sees social media as a mechanism to preemptively send information to

potential buyers.

“We don't wait until someone has to search for information. We can put it in their

world directly,” he said,

The e-newsletter itself began last year.“They are a very good way to get the

message out directly for a minimum amount of our entire budget for outreach,’
Heikkila said.

The total outreach campaign costs about $50,000 each year. Funds come from

fishermen, community grants, and processors.

The campaign has been successful.
“The years 2008 and 2009 were a learning experience, getting out the word on

sustainability and the health attributes of wild Pacific albacore. Our direction has
become more direct and hands-on with food demos like we do with Whole Foods,”
he said.

“We are finding that social media, combined with direct consumer contact and

involvement in the preduct, is beginning to take hold.

“In 2008, maybe 10 percent of the catch went to lacal outlets, and now it may be as

high as 25 percent to custom-canned and the fresh market; Heikkila said.

that your e-mail is not spam and that it is
worth opening,

Will people read it? Content, content,
content.

Don’t make e-mail recipients wade
through too much text to get to the point of
your message. Most people don’t have a lot
of time on their hands.

Provide readers with a clear call to action.
What do you want to achieve from your
campaign? Do you want people to sign up
for a catalog? Buy something? Take advan-

Operated by OREGON INTERNATIONAL PORT OF COOS EAY

Serving the Safest Bar & Largest Bay on the Oregon Coast

Newly Renovated... Better Than Ever...

The Charleston Ice Dock

High-quality commercial flake ice available 24 hours

Call 541.888.2548

8 a.m. to 5 p.m., Monday — Friday
for service or to schedule after-hours pickup.

tage of a special deal? If so, make sure that's
clear in your message,

Ensure all links in your e-mail take
customers to the page specifically geared
toward that particular call to action.

Links, spelling, and proofreading: It
seems like common sense, but triple-check
all the links, prices, names, and spellings
in your newsletter before sending it out.
People tend to notice an error and forget the
message you're trying to tell them.

Interested? You can sign up for the
Western Fishboat Owners Association’s
monthly newsletter by first going to
the group’s home page at www. Pacific
Albacore.com.

On the right side of the page, you'll see
"Sign up for our e-mail newsletter.” J4-
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