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Abstract

The recent surge in newsletters confirms their effectiveness as digital information products.
Through content curation, newsletters enable journalists to connect with individual users spe-
cifically interested in their subject area. In this chapter, we present the main conclusions of
six studies on newsletter curation from legacy and digital media outlets, as well as from inde-
pendent journalists. We also provide a compendium of best practices and recommendations
for improving the quality of journalistic newsletters. Offering quality newsletters compensates
users for the overwhelming amount of information on the internet. At the same time, newslet-
ters allow media outlets to strengthen their ties with their audience, increase user loyalty, and,
eventually, increase their subscriber base. To improve quality, we recommend that newsletters
have an identified author and abundant, curated content from varied sources in terms of ori-
gin (internal and external), time range, and morphology. There should also be variation in the
use of curation techniques and link functions.

Keywords
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I. Introduction

The newsletter is an old yet new communication channel that has experienced a significant
boom in recent years. It is probably the most widespread and recognized means of curating
digital content and has been the focus of several recent research studies.

This chapter summarizes the main conclusions of the CUVICOM research project (https://www.
ub.edu/cuvicom/) on curated newsletters from media outlets and independent publishers. It
also proposes recommendations and best practices for newsletters and content curation.

Since 2021, our research on curated newsletter content has primarily resulted in six articles,
which focus on:

— Spanish legacy and digital native media newsletters (Guallar et al., 2021a).

— Spanish independent newsletters (Cascén-Katchadourian et al., 2022).

— Neuwsletters specializing in coverage of the SARS-CoV-2 pandemic (Guallar et al., 2022).

— Latin American independent newsletters (Lopezosa et al., 2023).

— The views of independent editors (Lopezosa et al., 2024).

— The New York Times' offer (Guallar et al., 2025).

These papers combine two methodologies: semi-structured interviews and analysis of
newsletter samples using the CAS (Curation Analysis System) (Table 1). This method, initially
described in Guallar et al. (2021b), observes two dimensions — content and curation — and
studies the following parameters: for the first dimension, quantity, time range, origin (own
or external) and sources (according to organization and morphology); for the second one,
authorship, sense-making technique and link function.
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2. Main research conclusions

2.1. Newsletters from Spanish newspapers

The first study, which focused on newsletters published by Spanish legacy and native digital
media (Guallar et al., 2021a), concluded that, at the time the data was collected (in 2020), all
media continued to prioritise links to their own content over external content. This consequently
results in a limited variety of information sources and a surprisingly low presence of social media
content, despite social media being considered a conducive channel for news curation.

In examining the characteristics of curation, the initial research established two major types of
newsletter curation: intellectual and automated.

Intellectual curation is carried out by a professional whose authorship is identified. It uses one
or more sense-making techniques and incorporates links for various informational purposes.
In contrast, automated curation does not offer a journalistic contribution, nor is its authorship
identified. It is based on a series of links to which no sense-making technique is applied,
and there is no variety in the informational use of the links. This dual concept relates to
Andringa’s later contribution (2022), which distinguishes two types of newsletters: functional
and relational. The functional model focuses on providing the audience with useful and
relevant information. This model usually has a very specific audience and does not encourage
a direct relationship between the author and subscribers. Most automated newsletters follow
this model. The relational model, on the other hand, focuses on building relationships with
the audience through personal content and engagement practices. These newsletters seek
higher levels of interaction with their audience. For this model, it is indispensable that the
authors leave their intellectual imprint.

The study also found that most newsletters publish a moderate amount of content, often
around ten pieces per newsletter. The curated content is primarily current information
published within the last few hours, almost exclusively from media outlets, mainly digital.
Other sources, such as social media or official websites, have a limited presence.

2.2. Spanish independent newsletters

The study of Spanish independent newsletters (Cascén-Katchadourian et al., 2022) yielded
the following conclusions: The main characteristics of these newsletters are that they are free,
created by identified authors, and usually published weekly or more frequently. They cover a
wide range of topics, from general current affairs to specialized information in specific areas
and niches. They maintain a high level of audience loyalty, with open rates above 50% in many
cases. Some have related products, such as podcasts.

In terms of the quality of their content curation, all of the studied newsletters use intellectual
or professional curation, rather than automated curation. This is one of the main differences
from the previous study.

It is also worth noting that there is diversity of temporal ranges in curated content, with a
predominance of recent content (last few days), which is clearly related to the abundance of
weekly periodicity among the analyzed newsletters, as well as a regular presence of retrospec-
tive and current content (last few hours).
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Spanish independent newsletters also present a varied use of sense-making techniques,
mostly combining two or three of them per bulletin. The “summarize” technique is present in
all cases, and “quote” and “comment” are used frequently. Among the variety of link uses,

"o

the functions "describe”, “unchanged”, and “cite source of content”, in that order, stand out.

In terms of sources, independent newsletters mostly cite external content, revealing two
emerging trends in their usage. First, some newsletters predominantly cite media websites,
leaving little room for other sources. Second, others cite social media (social networks and
blogs) more frequently.

This study included semi-structured interviews with the editors of the ten analyzed newslet-
ters. Based on their responses, it was concluded that their primary concern is increasing the
number of subscribers. They are reluctant to offer a paid product and state that the boom
period of newsletters could lead to saturation and subsequent readjustment. The editors
also believe that the future of content curation involves greater specialization and expanding
products to different formats.

2.3. Coronavirus newsletters from newspapers in five countries

The paper on newsletters specialising in Covid-19 news from the mass media of France,
Germany, Spain, the United Kingdom, and the USA, concluded that these newsletters share
most of the characteristics observed in previous studies on general newsletters (Rojas-Torrijos
& Gonzalez-Alba, 2018; Guallar et al., 2021a). However, there was a slight improvement in
all the observed indicators compared to general newsletters. There was a greater presence
of authorship, different time ranges, a greater variety of sources, and a broader range of
sense-making techniques.

Legacy media outlets were found to offer little content from external sources. In contrast,
pure digital media outlets offered the most external content, sometimes providing more links
to external websites than to their own. It is also worth noting that all of the analyzed media
outlets provided links to media websites and, to a much lesser extent, to official and corporate
sources (often associated with health) and citizen sources. The origin of the content and format
was most diverse in pure digital media such as elDiario.es, Politico, Vox, and BuzzFeed, which
included not only websites, but also blogs and social media. When they offered content from
other media outlets, it was usually from major international benchmark companies, including
newspapers, television networks, and news agencies. Links to specialized content were, in
most cases, to organizations such as the UN or WHO, or to expert medical websites. These
results lead us to conclude that legacy media outlets that have transitioned to the digital
environment primarily use this technology to increase webpage traffic. In contrast, pure digital
media use hyperlinks and the web to provide users with access to a variety of opportunities,
including social media.

Newsletters with automated content and a huge amount of links to their own website aim to
increase traffic without personalizing the newsletter's content. This trend has been observed
more in legacy media than in pure digital media. While their purpose is informative, they also
encourage subscriptions, website visits, micropayments, and content downloads to win and
retain users (Silva-Rodriguez, 2021).
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Figure 1
These are examples of newsletters about the SARS-CoV-2 pandemic from legacy and pure digital media outlets:
The Boston Globe and Vox, respectively.

View this email in your browser ' /9x

Today's coronavirus snapshot, as of 3 pm ET Monday:

« 13,457,294 confirmed US cases (63,050,455 worldwide)

« 267,438 confirmed US deaths (1,464,795 worldwide)

COR ON A V’ R U s N O W We've got more good vaccine developments, the kind of news | will never tire

of delivering. Julia Belluz and Umair Irfan break it down.

By Boston Globe Staff

In the meantime: We are looking for Covid-19 success stories. They could be
broad, like Julia's feature on Vermont's overall strategy, or more targeted,
such as Michi 's with reducing racial disparities, or even
anecdotal. Send me a news story you've seen or drop me a note

at dylan.scott@vox.com.

By Felicia Gans, Globe Staff —Dylan

This is Day 46 of Coronavirus Now, a regular newsletter to inform, educate, and prepare. X X
With the already staggering coronavirus case and death toll expected to
Today we report on the US death toll hitting 50,000, President Trump's claim that climb further in the US following Thanksgiving, there's at least more good
news on the vaccine front. The biotech firm Moderna released the final
results of its 30,000-person vaccine trial in a press release Monday,
medications considered for coronavirus treatment. reporting a 94.1 percent rate of efficacy. The finding squares with the 94.5
percent efficacy rate the company reported two weeks ago, based on its
first interim analysis of trial data.

injecting disinfectant might kill coronavirus, and an FDA warning about two malaria

Explore the entirety of our coverage at globe.com/coronavirus. Felicia Gans can be

Of the 196 Covid-19 cases in the trial, 185 were in the placebo group and only

reached at felicia.gans@globe.com. 11in the vaccine group, Moderna reported.

2.4. Latin American independent newsletters

This research provided an analysis of the main characteristics and quality of content curation
in 12 independent newsletters in Latin America. It confirmed the effective use of content and
curation dimensions by all the studied newsletters and identified interesting patterns. These
include a significant amount of curated content per newsletter (between 11 and 47 elements),
a greater use of timeless content together with recent or current content, a greater presence
of content from external sources, and a predominance of sense-making techniques such as
“comment” and “summarize”.

All of the analyzed newsletters offer a high level of quality, as evidenced by their favorable
position compared to other newsletters analyzed in previous studies. In all cases, the curation
is elaborate, "intellectual,” or authored, not automated.

The study reveals also three main groups of sources in the curation of Latin American inde-
pendent newsletters: social networks (mainly Twitter, YouTube, and LinkedIn); media outlets
from around the world or the Latin American region (e.g., The Guardian, El Pais, O Globo,
Folha, El Universal, and The New York Times); and the newsletters themselves.
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Examples of curation in two independent newsletters, from Latin America and Spain: Lunes, and Africa Mundii.

¥X El crash de Buzzfeed

Tras ser el faro de los guriies digitales gracias al contenido viral, decidieron buscar
credibilidad y lanzaron un sitio de noticias. Y hasta ganaron un Pulitzer. Pero ahora
lleg el final tras afios de pérdidas y una inversion por encima de la media que no
lograba sostener un periodismo premium gratuico: BuzzFeed cerr su “formal” BuzzFeed

News.

= La consagracién llegé con una investigacién sobre China y con el respeto de la
Casa Blanca o el Capitolio, pera no pudieron hacerle frente a los cambios de
Facebook y Google y a la dificultad para monetizar el periodismo sin suscripciones.

En Semafor escribié Ben Smith, ex Editar-in-chief de BF News: “El fin de la era
BuzzFeed en las noticias”. Un repaso de los afios dorados, el golpe de la retirada de
Facebook como distribuidor de noticias y varios ruirs que resumen qué significé BF
News para la industria,

*  Variety publicé el mail interno firmado por el CEO de BF. Explica cdmo se llegé
hasta acd, céma seguirdn con los ajustes y los nuevos rumbos.

*  En Axios cuentan parte del nueva plan: BF producird mds contenido de la mano de
creadores independientes, mientras profundiza su apuesta por la Inteligencia

Artificial. Busca escalar la oferta de contenidos sin una gran Sala de Redaccidn.

Las acciones de BuziFeed cotizan en minimos histdricos. “El final de la era de las
noticias virales y de la Intemet de 2010", apuntan. Dos lecturas con aprendizaje sobre
esta afirmacion:

o Cémo el trdfico social que le dio vida finalmente condujo a su desaparicién

ANALISIS

A de Alta Moda Africana: s alli de la Met Gala, La moda en Africa se va haciendo un
hueco en el panorama intemacional a pesar de que |a estadounidense Met Gala 2022 no le
hiciera justicia. de africanos recuerda
queel hogar de grande: fast fashion. Aqui

nuestra reflexion al completo.

- irobi a Isiolo? Mover la capital real en Africa. El debate sobre la
relocalizacién de la capital de Nairobi 3l condado de Isiclo estd en las calles y no se ve tan
alocado. Las carreteras quedaban pequefias para el aumento poblacional, el coste de vivienda se

disparaba y chabolas informales brotaban por toda la ciudad. ;Qué otras ciudades siguen este
patrén en Africa? Aqui la respuesta.

I BAL: la Champions del baloncs yla NBA. El auge del
baloncesto en Africa ha provocado que la NBA haya dado un paso para unir vinculos con el
continente y escogido a Africa para crear su primera liga fuera de Estados Unidos: la Basketball

Affica League (BAL). ;Estamos ante una estrategia estadounidense enmarcada bajo el concepto
de soft power? Dirfa que si.

4

“.China busca ganar la Africa
africana, Este es el quinto articulo en colaboracién con The China Africa Project que se ha

come The China Global South Project, En los tltimos afios, Rusia ha ganado
influencia en materia de seguridad en 3 regién y ahora China busca aprovechar Is pérdida de

influencia del Elis ogy doso: una democracia autéctona, a la

o De qué sirvié la era de los medios basados en redes sociales (The Muffin) africana, Lo puedes eer aqui al completo.

2.5. Interviews with editors

This paper, based on interviews with independent newsletter editors, reveals several key points:

Editors draw inspiration from online content, organizational tools, and curation methods, all
of which influence the structure and design of newsletters. This aligns with other studies high-
lighting the importance of effective content curation and storytelling skills.

Editors perceive a positive rise in newsletters, attributing it to strategic aspects such as niche
communities, original content, diverse monetization models, multimedia integration, and
continuous improvement and expansion. Editors also emphasize the appeal of newsletters in
providing personalized information and facilitating user-friendly production, as well as their
ability to escape algorithmic control.

Newsletters are also highlighted for their ability to build brand image, specifically for
their strategic importance in establishing direct connections, attracting subscribers, and
complementing traditional media. While some interviewees anticipate that newsletters will
remain niche products, their unique ability to offer close, even ‘intimate’ communication
fosters loyalty to the editor’s personal brand. Editors also recognize newsletters as effective
tools for acquiring subscribers and as potential competitors to traditional media.

Finally, the interviewees acknowledge the crucial role of content curation in the face of infor-
mation overload. They recognize the impact of technological evolution and support collabo-
rative efforts among media entities to provide comprehensive content recommendations and
establish a trustworthy digital identity.

2.6. The New York Times' newsletters
The study of The New York Times’ newsletters concludes that most of them (73%) are open

access. This reinforces the idea that the newsletters aim to expand NYT content, increase
impact, and grow the audience and, consequently, paid subscriptions. High frequency and

Digital communication.Trends and good practices

30



Content curation in independent and media newsletters. Good practices and recommendations
Pere Franch; Javier Guallar

regularity of publication are key to audience loyalty, as noted in relevant literature (Isaac, 2019;
Kim et al., 2023; Mondéjar, 2024; Santos-Silva & Granado, 2019; Seely & Spillman, 2021).

Most newsletters feature authors’ opinions or news, segmented by time, geography, lan-
guage, or topic. Few follow a relational or hybrid model, as most are functional and limited to
providing information without direct interaction with the user. While newsletter authors vary,
subscriber-only newsletters typically have a more personal style, with journalists providing
expert content directly and interactively.

The amount of curated content is lower than in previous studies, especially in independent
newsletters. There is more timeless and retrospective content, consistent with the informative
and contextual nature of the NYT newsletters. Very little real-time content is present, reserved
for following important and unexpected events. Most newsletters only offer content from The
New York Times, which leads to increased traffic and better rankings. This raises the question
of whether there is an endogamic tendency or corporatist impulse within mainstream media.
In fact, media content is predominant in the links published. Newsletters with a specific author
generally offer more external sources and are almost all subscriber-only. This external content
is assumed to provide greater value to users.

In terms of the morphology of the curated content, websites predominate. There is also low
variation in curation techniques, with “summarize” being the most frequent. “Unmodified”
and “describe” are the two most used link functions, followed by “call to action”.

The overall quality of NYT newsletters is lower than that found in other areas. Independent
newsletters from Latin America received the highest scores (Lopezosa et al., 2023), and similar
results were found in a study of Spanish newspaper newsletters (Guallar et al., 2021a). On the
other hand, NYT newsletters with identified authorship received higher scores, corroborating
previous studies on independent newsletters (Cascén-Katchadourian et al., 2022; Lopezosa
et al., 2023). Finally, it can be assessed that the content curation of the NYT newsletters would
be of average quality.

Figure 3

Examples of NYT newsletters. On the left is an automated, non-authored, functional model newsletter. On the right
is an authored, relational model newsletter with specific content, in this case, health and wellness.

View in Browser | Add nytdirect@nytimes.com to your address book. Ehe New York Times
EheNewPork Times  Most Popular | Video | Subscribe: Digital / Home Delivery My Account Well
Today'’s Headlines e
FOR SUBSCRIBERS | MARCH 9, 2029
Top News

Biden’s $6.8 Trillion Budget Proposes New Social
Programs and Higher Taxes L3 1‘
By Jim Tankersiey I
The presid d trillions in new spending that has no

chance of passing a Republican House, even as he sought to

reduce deficits by raising taxes on businesses and the rich.

NEWS ANALYSIS
Biden Moves to Recapture the Centrist Identity
That Has Long Defined Him

By Peter Baker

After two years championing progressive priorities, the president
is speaking more to the concerns of the political middle as he prepares to
announce a campaign for a second term.

Andrei Cojocaru

Russia Blasts Ukrainian Cities, Including Biggest Digestion, love and medical bills: 12 health
Tise of ™ dvanced Missites podcasts worth listening to

By Andrew E. Kramer

Of 81 missiles fired, six were hypersonic weapons, among Russia’s e iy darose Biann

newest and most advanced, which are all but impossible to shoot

down. I try to take a long walk every day, but sometimes I need to bribe myself a little.

Getting absorbed in a good podcast encourages me to stay out for longer
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3. Best practices

The studies presented above confirm that newsletters are consolidating as a means of
facilitating content curation, which can lead to an improvement in the quality of journalism.
As a product personalized according to the user’s specific interests, newsletters with quality
curated content are an effective alternative to the saturated supply of material offered on
the Web. Most of the studied newsletters contain specific content, thematically fixed, with
hierarchical and time-limited information presented in a concrete format following the
subscriber’s preferences, who receives it in the privacy of his/her email (Carr, 2014; Pell, 2021;
Rourke, 2021; Suérez, 2020).

Quality newsletters are a resource used by traditional media to strengthen ties with their au-
dience, increase user loyalty, and, eventually, increase the number of subscribers (Isaac, 2019,
Mondéjar, 2024; Santos-Silva & Granado, 2019). Their goal is to offer added value to pure and
simple information — hard news — with which the author of the newsletter becomes a personal
agent to the users, establishes a close (Andringa, 2022) or intimate (Mondéjar, 2024) relation-
ship with them, and becomes a manager, coproducer and distributor of information, and at the
same time adopts the role of networking creator (Upmanyu, 2024; Weder et al., 2023).

The following are some of the best practices for creating high-quality newsletters:

The CAS method (Table 1) evaluates newsletter quality based on the presence or absence
of specific characteristics, so a more varied newsletter is considered higher quality. It is good
practice to offer as much variety as possible across the parameters in all categories. This in-
cludes a generous amount of curated content, variety in time range, and balance between
original and external content. Links to quality-curated content from diverse sources outside
the medium are also valued. Source variety is valued when sources are not only media but
also official, corporate, and citizen sources. Source type is valued when not only websites are
offered but also blogs or social network content.

In terms of curation, an identified author is a sign of newletter quality. The studies collected
here establish a double dichotomy closely related to each other. First, a distinction is made
between authored — intellectual — newsletters and automated newsletters. The value of the
content and curation is generally considered higher in the former since it includes the added
value of the author’s intellectual work. Automated content curation, on the other hand, only
provides links (usually from media outlets or the organization itself) to readers. Along these
lines, Andringa (2022) introduces a similar taxonomy and distinguishes two types of newslet-
ters. The relational type fosters a direct relationship between the author and the consumer,
while the functional type can be the result of a good author’s work and can provide valuable
links, but without establishing this proximity or complicity.

A recommended practice for creating high-quality newsletters is to offer authored newsletters
that follow the relational model, with content specifically aligned with the concrete interests
of the target audience’s niche.

The variety of sense-making techniques is valued among the other two curation categories,
although the most commonly used technique is “summarize”. Therefore, it is a good practice
to present the newsletter content in a clear, concise summary so the reader knows what the
product offers. And finally, variety in the functions is also a sign of quality in the text of the
links. It should be noted that the most common function in most of the analyzed products
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is “describe”. Consequently, a recommended practice is to present the text of the links in
a manner that enables the reader to readily identify the content they will find on the linked
website.

Table 1
Dimensions, parameters and indicators observed by the CAS method
Dimension Parameter Indicator
A1. Number of contents Quantity

Retrospective or timeless information

Recent information

A2. Time range - -
Current information

Real-time information

Own content
A3. Origin

External content

A. Content Official sources

Corporate sources

A4. Source by type of organization -
Media sources

Citizens
Websites
Blogs

AS5. Source according to morphology
Social networks

Secondary sources

B1. Authorship Authorship

Summarize

Comment

B2. Sense-making technique
Quote

Storyboarding
Unmodified

Describe

B. Curation

Contextualize

B3. Link function Interpret

Cite source

Cite author

Call to action

Source: Prepared by the authors, based on Guallar et al. (2021b)

The use of internal or external sources merits further discussion. Previous studies have shown
that legacy media generally offer more of their own content than external content and offer
fewer links to external content than pure digital media.

In some cases, it was observed that legacy media outlets offered a high number of links to
their own content. The Boston Globe Coronavirus newsletters are paradigmatic in this regard.
This suggests that their objective may be to generate web traffic rather than to provide quality
service to readers. In any case, this shows a self-referential attitude typical of the echo cham-
ber effect denounced in the proliferation of social networks (Terren & Borge, 2021).

In contrast, digital native media outlets and independent newsletters offer more external
content. Some even have no problem providing links to competing media, which we view
positively because it enables users to broaden their knowledge and sources of information on
topics that interest them.
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4. Recommendations

Some practical implications in the form of recommendations for media, newsletter editors
and content curation managers are presented in the following paragraphs:

4.1. Digital media outlets

(@) Focus on quality content curation: Media outlets could improve their quality by offering
newsletters with high-quality, curated content and more valuable external links.

(b) Authored newsletters for connection: Newsletters with identified authorship and a per-
sonal style score higher in curation quality, so media outlets could promote these to
connect better with the audience.

(c) Thematic focus and segmentation: Publishing a range of newsletters with varied the-
matic segmentation can reach specific audiences; therefore, it is recommended that
media outlets follow this strategy.

(d) Web traffic strategy: The high presence of internal links, mainly in legacy media, sug-
gests a strategy to boost web traffic, so media outlets could use newsletters to direct
users to their websites and increase the number of paid subscribers.

4.2. Newsletters

(@) The importance of curated content with added value: Successful newsletters offer cu-
rated content that provides context and analysis, in most cases using the “summarize”
technique.

(b) Include external links: While internal links are important for web traffic, external links
from reliable sources add value and increase credibility.

(c) Diversity of curation techniques: Most of the newsletters studied (except some of the
independent ones) rely on a single technique, so using a variety of techniques, such as

I7i

“comment”, “quote” or “storyboarding”, could enrich the user experience.

(d) Hybrid model for greater connection: Combining the functional model of providing
highly credited information with a relational approach that encourages audience inter-
action could improve newsletter quality and strengthen user relationships.

4.3. Regarding the use of content curation in journalism

(@) Curation can be a tool to improve journalistic quality: Newsletters that effectively
use content curation offer users a more comprehensive and enriching informative
experience.

(b) The journalist curator emerges as a manager and coproducer of information: The prac-
tice of content curation transforms the role of the journalist, who becomes a manager,
co-producer, distributor of information, and also a network creator.

(c) An alternative opportunity for freelance journalists: to create a personality as an expert
in a niche topic, to publish alternative texts to traditional media, and to find an interim
solution in the absence of other opportunities (Zilberstein, 2022).
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