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86.41% of the

world’s population
owns a smartphone.

Source: Statista



A cross-channel marketing

approach (social, email, text)
can boost average users’

lifetime by /6%.

Source: Braze “For SMB Brands, More Messaging Means more Impact”



Emails & texts

are the two most helpful
communications to
consumers when making a

purchase decision.

Source: Constant Contact Small Business Now Report



91%

of consumers are interested
In signing up for texts

Source: Attentive SMS Marketing Consumer Trends Report



Ken Countess

® 40 year marketing veteran
® Executive at 4 Fortune 50 companies

® Over 25 years helping more than
10,000 businesses (just like yours)

Constant Contact ELITE Partner



Here’s what we’ll cover today:

How social, email, and text move people closer

How to harness the strengths of each channel

How to create an overall great experience



Let’s get started...

- How social, email, and text move people closer

How to harness the strengths of each channel

How to create an overall great experience



Practice
the

party

principle
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Social
The
big party
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Email

The
after party
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SMS/text

The
VIP party
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Next up:

- How social, email, and text move people closer

- How to harness the strengths of each channel

- How to create an overall great experience



Harness the strengths of each channel

Soclal media

Share beyond
email & SMS

Engagement

Reach a new

audience

f©

Email

Reach audience
directly

Robust messages
Provide more
detall

3

SMS/text

Short message
Time-sensitive
Exclusive
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Use soclal for awareness
and engagement.
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Word of mouth happens online




Match your approach to the social channel

Competing Highly visual | Visual tips & | Professional Video —

with friends, iIdeas networking educational,
family, entertaining
& news




Modify your posts to suit each channel




Focus your time and effort to meet the three goals

Spend 5 minutes each to:

N

n| Drive awareness

Provide customer service

O] Get them to take action

f——



Repurpose content to save time

- Repackage your email content
- Repackage your blog content

- Share user-generated content



Use emaill to
build relationships.




Email success starts
with permission

. Getthem to say ‘yes’ to receiving
emails

. Use clear opt-in language on your
sign-up forms

. DON'T buy lists!




Want them to join your list? Just ask!

In-person
At checkout

While helping
a customer

At events

R
Lo

Print materials
Signhage
Flyers/brochures

Direct mall

Online
Your website
Social media
Email signature

Landing pages




3 reasons people
will subscribe to your list

%<- 7 Promotions & discounts

'
| E

\l, Exclusive content

I—\% Show support




Include two types of emails in your strategy

Non-

Promotional :
promotional




What to say and how to
say It: For-profit

Headline:
What are you offering?

Message body:
How will it help the reader?

Call to action button:
What should they do next?




What to say and how to
say It: Nonprofit

Headline:
What are you trying to accomplish?

Message body:
Why should the reader care?

Call to action button:
How can the reader get involved?




Get better results by segmenting your email list

s & =%

Behaviors
Geographic & actions

Demographic o Zip code e Opens/clicks
 Age o City e Purchases
* |Income o State e Donations

 Marital Status




How often should | send?

Answer: It depends...



Determine best send frequency

Consider your audience

Consider expectations set

Send at least once a month!

For promotional emails:
o Announcement
o Reminder

o Last-chance reminder



Use text for exclusive E

and timely messages.




Text marketing also starts with
thelr permission

. Ensure they opt-in
. Confirm their participation
. Include disclaimers

- Terms of service

- Privacy policy

. Set expectations






Sending your

. Give the ability to opt-out
. Be mindful of the time

- Send only between
8 am & 9 pm their local time

. rely on area codes for send
time



Providing a
great experience via text

. |dentify yourself
. Stay timely and relevant

. Be consistent — send at least once
a month

. Be concise — 160 characters
(including spaces)



Text messages
should be:

- Be exclusive
- Bring value
- Be personal

. Be conversational



Text examples: Business to Business (B2B)

Events Scheduling New services



Text examples: Nonprofit

Volunteers Announcements Events



Text examples: Retall

Discounts Cart reminder Back in stock



Measure the impact of texts

Pay attention to:

. List growth
. Clicks

. Conversions



Last, but not least:

How social, email, and text bring people closer

How to harness the strengths of each channel

- How to create an overall great experience



Use your
channels In

concert



Social Emalil Text



Social Email Text



Increase word of mouth for your business

Connect Providing a wow

with new prospects Experience
o)

S| : |\ Entice
Increasing © : ® Staying in
exposure | touch

Driving social visibility Engage



How can you own the smartphone?

. Use social for awareness
and engagement

. Use emall to deepen
relationships

. Use texts for exclusive and
timely messages



DEMO



Email Marketing’'s ROI =

$3 6 per $1 spent

The highest ROI of any
marketing tool



Get a copy of today’s presentation!

www.KENISEMAIL.com/download



Want to learn more?

Schedule a complimentary 15-minute call with me

http://www.ken | Semail.com/call



BONUS!



Try Constant Contact free Scan QR code to
and free training learn more or sign up

You MUST use this special URL or QR code: ‘

http:/mww. T heBestEmailOffer.com
This offer is N0t available at ConstantContact.com www. T he EmailOffercom

or ViISit


http://www.the/
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