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WHY THIS MATTERS

Newsletter advertising workflow, publisher inventory, and campaign reporting - Media Intercept.

Newsletter advertising can look simple from the outside: choose a publisher, send creative, run the placement, and
review clicks. In practice, campaigns often involve multiple publishers, dates, creative specs, tracking links, invoice
terms, proofs, approvals, and reporting requests. Without a clear operations process, small mistakes create delays and
weaken trust.

This guide gives teams a practical workflow for running newsletter campaigns with fewer missed details and cleaner
communication.

Newsletter ad operations should make the next action obvious at every stage of the campaign.

QUICK REFERENCE

Request What is the advertiser trying to achieve? Campaign brief

Planning Which publishers, formats, and dates fit? Media plan

Creative What assets and specs are required? Approved copy and images

QA Are links, dates, and placements correct? Launch-ready campaign

Reporting What worked and what should happen Renewal or optimization plan
next?

CENTRALIZE THE CAMPAIGN BRIEF

Every campaign should begin with a single source of truth. The brief should include advertiser name, campaign
objective, budget, audience requirements, offer, landing page, tracking requirements, creative specs, run dates,
publisher list, pricing model, and approval contacts.
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When this information is scattered across email threads and spreadsheets, teams waste time confirming details that
should already be settled.

CREATE A CLEAR STATUS SYSTEM

Campaign rows should make the next action obvious. Useful statuses include requested, creative needed, payment due,
awaiting draft, approval needed, scheduled, live, completed, and reporting ready. The purpose of a status is not just to
describe the campaign. It is to tell the team what must happen next.

A good system reduces internal follow-up because everyone can see where a campaign stands.

PROTECT TRACKING ACCURACY

Tracking links should be generated, reviewed, and matched to the correct publisher before anything is sent. Link errors
are one of the fastest ways to damage client confidence because they affect both performance and reporting. Build a
QA step that confirms destination URL, UTM parameters, publisher identity, campaign ID, and redirects.

If a publisher receives the wrong link, the issue should be documented quickly with the exact send, publisher, and
correction.

MANAGE PROOFS AND APPROVALS

Proofs help confirm that creative appears correctly before launch. Approval workflows should identify who reviews the
proof, what they are approving, and the deadline for feedback. If proofing is informal, campaigns can stall while teams
wait for comments from multiple people with unclear authority.

For publishers, the proof process also protects editorial standards and ensures the ad matches the agreed placement.

CLOSE THE LOOP WITH REPORTING

Reporting should include send date, publisher, placement, format, spend, clicks, CTR where available, and any relevant
notes. If the campaign involved multiple publishers, performance should be broken out in a way that supports renewal
decisions.
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The best operations process does not end when the campaign runs. It ends when the team knows what to renew,
optimize, or pause.

HOW MEDIA INTERCEPT HELPS

e Media Intercept brings newsletter sponsorships, dedicated emails, publisher access, campaign coordination, and
reporting into one workflow so teams can spend less time chasing details and more time improving performance.

e The platform is built for brands that want premium newsletter inventory without managing every publisher

relationship manually, and for publishers that want advertiser demand without losing control of their audience
experience.

FINAL CHECKLIST

e Define the campaign objective before choosing format or pricing model.

e Prioritize audience fit, editorial context, send quality, and placement clarity.

e Use consistent tracking so publisher, platform, and advertiser reporting can be compared fairly.

e Review results by audience, format, offer, creative, and landing page instead of relying on one blended number.

¢ Build a repeatable process for renewals, optimizations, and future testing.
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THANK YOU

BECAUSE NEWSLETTER ADVERTISING WORKS BETTER WITH A CLEAR WORKFLOW

Use this guide as a resource for planning, buying, measuring,
or selling newsletter advertising with more structure and less
manual coordination.
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