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Tips for Webinar Attendees

* Technical difficulties? Let us know by using the “Q and A” box, or
trouble-shoot by clicking the “Help” widget below

— Quick tip: Common problems (like loss of sound and/or stall in the slides)
can often be fixed by a quick refresh of your browser.

* Have a question for today’s speaker? Submit via the “Q and A”
box

* Please disable pop-up blockers

« See what this console can do! Click on the “Tips for Attendees”
- \idget for the complete rundown.

Don’t forget to “share” this webinar! a E #TMGWebinar

S —




Trigger Emails

That Hit the Mark and Drive
Revenue for Consumer
Marketers

Regina Brady
reggie@reggiebrady.com
(203) 838-8138
© Regina Brady 2014 all rights reserved



What Marketers Use

Relevancy Improvement Tactics rated Very Effective

I a7

Automatically send

email based on triggers 70%

I
segmented email IR | +5%

campaigns based on
behavior

55%

46%

pynamicaly I 35%

personalized email
content

46%
11%

Segmented email _ 31%

campaigns based on
sales cycle

44%
28%

Allowed subscribers to ¥ Business channel [B28)

specify email _ B Consumer channel {B2C|
preferences | 115 m Both channels (8282€)

30%
38%

MarketingSherpa — How to Segment Your Emails for Better Results — 6-12



Triggers improve results

Trigger All Trigger All

Opens Opens Clicks Clicks
Business Products & Services General 40.7% 30.8% 6.6% 3.1%
Business Publishing / General Media 23.4% 18.2% 9.7% 2.9%

Consumer Products CPG 49.3% 17.9% 14.7% 5.4%
Consumer Products Pharmaceutical 57.9% 30.9% 10.9% 4.9%
Consumer Publishing / General Media 50.4% 18.7% 16.9% 5.9%
Consumer Services General 43.8% 24.8% 15.0% 3.9%
Consumer Services Telecom 34.2% 18.2% 6.1% 2.6%
Financial Services CC/Banks 65.1% 41.6% 6.6% 4.1%
Financial Services General 57.9% 29.5% 6.4% 4.3%
Retail Apparel 43.7% 20.5% 16.2% 4.8%
Retail General 61.8% 41.8% 15.7% 5.9%
Retail Specialty 48.6% 22.0% 8.2% 3.3%
Travel/Hospitality 71.4% 29.8% 11.8% 3.6%

Epsilon — Q3-13 Email Trends and Benchmarks — 12-2-13
Based on 226 million triggered messages



Triggered Messaging makes your
emails more relevant

5 powerful triggers based on consumer activities that
will make your cash register ring
Upsell in order confirmations
Cross-sell after the order
Post purchase review requests
Browsed specific products but did not purchase
Abandoned a cart



1. Cross-sell in order confirmations

Average Revenue per Email

$0.80 $0.75

$0.80
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50.00
Shipping Order

M Transactionalemails  ® Bulk Mailings

*Source: Experian — The Transactional Email Report 9-8-10



1. Cross-sell in order confirmations

People open these emails

Transactional messages generate an average
47% open rate and 20% click rate, according to

several industry studies.



1. Cross-sell in order confirmations

Addltlonal Selllng |n message WILLIAMS-SONOMA SHOP | NEW | BEST SELLERS | GIFTS | SALE

. Ordery 092857855452
CuStomer Semce Customer Service: 1.800.541.1262

Like top navigation & “You May .. .c...
AI SO CO n S i d e r” Thanrk you for shopping with Williams-Sonoma. We have received your order, and it is curently being processed

We will smail you the status of your order 3s sach item is shipped. You can always review your order status at
hitp//www.williams-sonoma.com. Simply enter your order confirnation numbes and billing 2ip code o access
your order information

Dynam i C po p u |ati0 n Of Ite mS If you ordered multiple items, some items may be shipped separately at no additional charge.
that complement purchase i Nk ol

Lisa F Harmoo You May Also Consider:
(To protect your privacy, the street address bas been omitted)
Seattle WA GS101

Observes 80/20 rule with most s kB
of the message referring to oo e

transaction Sipping and Proceseir Churg ek l
Gift Wrap C 00
T ey Wstiof Classic Bread
Knife 9"

“Thes line denctes the total charges for this order. It does not indicate how the charges
were divided between gift carde and credit cards

Thark you for your order.

Williams-Sonoma Customer Service
1.800.541.1262 Ateco Cake Stand, 12"
7 days a week, 4:00 armn - 9:00 pm (PST)




Regne, your LEQD asder has shoped. Sae detals below

1. Cross-sell In order r—

is on its way! )

confirmations

r4 E50300696516 DHOOS and you may check the shipping status
here

CREAT(H

Order Summary <
F SHOP NOW

Shipping Address:
IAN DEMIAN BRADY e Hemtor: View sl LEGO
ALFRED ST U4345765 CREATOR

ALEXANDRILA, VA 22314

Apparel, Home,
ary ITEM DESCRIPTION UNIT PRICE & Outdoors

Transactional messages now | e [emesmaron S| p——
account for 15% of company’s g s

*» Send an gmall
. L —
b SHOP NOW
* Hany of your items are on backorder, you will receive a separate ema
to let you know when they are on their way View all Apparel Home

* Thank you for shopping with us. Please yisd again soon!

Individual
R Bricks & Building

Accossonries

w Need » Customer Service ‘
Help? * ContactUs
» Sh ing Securt
» Shipping & Handling |

F » Return Policy
S » Reguesta Catalog “ :
N GO Stare Locator 3
View all Ingivighal
Beicks & Bullding
Accessories

Find the best selection
of new, exclusive and
hard o find LEGO
products only at
www h -

gl buAce | bymieMe ] by CATEGORY | byCATALOG | seancH |

Keep playing while you wait! M

Did you know that you can

The LEGO Club has free online game:
> IS 2 find your tavorse products
. Siocasn o

for every age and interest. Have some

Responsys — The Retail Marketer’s Playbook 4-08



2. Cross-sell after the order

Buy Online or call 1-888-584-SONY (7669)

Cameras & TV & Home MP3 & Portable

Computers Comconien Entertain " Beckonics Movies & Music Games

Enjoy a special thank you for
Open rates dOU bIe Sony buying your Sony BRAVIA® HDTV. —

10% off the purchase of a Sony Blu-ray Disc™ Player.! "8 HQ
regular results 1

CTRs 8x higher Bk

Shop now

Revenue per email 10x ave 10% ot he purchase of a S
i n d U Stry a.ve rag e _ How to redeeﬁ your 10% discount(1):

Online and on the phone: Coupon code: 2345678901234560

Enter the code listed above in the eCoupons box on the checkout page at
SonyStyle.com, or call 877-865-7669 and mention the code when placing your order
At a Sony Style® retail location: Print and present this email to the sales associate
and mention code 123456789012345

High Definition. It's in our DNA

» Shop no » Locate 3 ny Stvle store ne
y f Register your Sony
1in purchase
Create a true home theater experience Sony Product Registration is
without the clutter. With integrated speakers, easy, quick and secure, and
the RHT-G800 is the perfect all-in-one solution lets you register Sony products
for displaying your TV and enjoying dramatic no matter where they were

surround sound. purchased.

» Sho -



2. Cross-sell after the order

amazon Your Amazon Today's Deals Gift Cards

! Primie

Dear Amazon.com Customer,

Customers who have shown an interest
in TV deals might like to know that they

Amazon IS a. master at thIS. I can save 60% on Futurama: The

Complete Series in our TV Deal of the

ordered one season of Futurama Week
aS a Christmas gift :Jl':‘suzfrfye;ja;g:‘:tSQpAmPacifictime,

Learn more

Subject line: 60% Off "Futurama:
The Complete Series"

More to Explore see an

" Jisst STng
COLLEETION

PR (RPCT 0 rss

Deals of the Week

)

Other Comedy TV Comedy Best Sellers  New and Future Releases

In MOVI@S & T\/ »Learn more

Find Great Deals on Millions of items Storewide

Books Electronics Toys & Games Home, Kitchen & Dining
Movies & TV Video Games Baby Office & School Supplies
Kindle Cell Phones & Accessories Clothing Home Improvement
Kindle Paperwhite Computers & Software Shoes Grocery

Kindle Fire HD Sports & Outdoors Jewelry Patio, Lawn & Garden
Kindle Fire HDX Automotive Watches Health & Personal Care
Instant Video Industrial & Scientific Beauty Amazon Mobile Apps
Music Prime Magazines Gift Cards

MP3 Musical Instruments Pet Supplies Fine Art

amazoncom

onhest n u @



3. Post purchase review request

Reviews are altering how consumers make
purchase decisions

Reviews will iIncrease conversions
y

Online shoppers are often willing to spend more
for highly rated products

Plus, page views increase and customers say they
feel more satisfied with their shopping experience
when it includes customer reviews

A study by Weber Shandwick shows the average buyer consults 11
reviews on the path to purchase.



Customer Reviews

= Conversions go up
« SEO traffic goes up

= Returns go down

= Customer satisfaction and brand trust increase

Image source: TripazonReview



3. Post purchase review request

Zappos C e Rideshop Running Outdoor Blogs

Zapp()S@ FREE Shipping Both Ways - 365-Day Return Policy

Purchases fea‘tu red Shoes | Clothing | Bags And Handbags | New Arrivals | Clearance | Brands | More Departments

Help Others! Write A Zappos.com Review!

Hello Darrah!

Se nt 3 Wee kS a.fter pu rChase We hope you have a moment to review a product you recently purchased at Zappos.com! When

you take the time to Write A Review, you help millions of Zappos.com customers make 3 better
buying decision! If you've ever read a customer review, then you know how helpful they can be
when deciding to place an order! Please take a moment and Write A Review. You never know who

N ICe Way to d rlve Site you are helping in the process!
Involvement

Sorel: Conquest
SKU# 7145922
Size: 11

Color: Bark

Width: D - Medium

Thanks for writing a review! You rock!

Please Contact Us if you have suggestions on how we can improve the site! We value feedback
from our customers and would like to thank you for taking the time to write a review for the entire
Zappos.com community! You are helping millions of customers make the best possible decision!
With Love,

Your Customer Loyalty Team at Zappos.com




3. Post purchase review request

Shap Clthiog B Osar | Endrsomsatalion | Videe SMuaC | Blog

Review Your Gear on Patagonia.com

| liked the last line: Were any of Dear =

these gifts? If so, please forward oo vt e
thoughts.

this message on to the gift A | (==L L e

are listening: click the links =T

. . beal /] A, ks and Nand all revievs | ¥rite « review
reCIPIent. weh:rwdt:e;f’t.usw at works an . -

M'S TORRENTSHELL IKT:

WRITE A REVIEW

We appraciate your feedback and others wiil benefit from your knowledge.

Ware any of thesa gifts? If 50, plaase Torward this massage on to the gt redpient. ¢

="~ Find Patagonia
e
g -V" Locata 2 ctores, daalérs and enwronmental grant oINS,




Customer Reviews

oooooooooooooo

LAPTOPS | DESKTOPS & NET ELECTROMICS, SOFTWARE & ACCESSORIES | ECATALOG | DELL OUTLET

Then feature top reviews in your
emails TOP-RATED PRODUCTS
= 0.0 ¢ |

Si
the Season

Subject line: Shop Dell's Top- ——
rated Products pur ez 2

Consider highlighting reviews in !

Nikon® CoolPix®
$60 Red 10 MP 5X
Zoom Digital Camera

CUSTOMER RATING.

your subject line. T e B s

Dell found if a shopper spent time Ve~ toLapep Lo esu0
with site reviews, conversions .
dOUb'Gd (BazaarVoice)

Vostro 410 Tower \j PowerEdge™ T100
~adkabton s - SRS ’ 5 S "S'\ LNy



4. Browsed but didn’t buy

Trigger sent if customer views
at least 3 products but does
not buy.

Incentive to purchase

Address possible customer
service issues

30% open rate and 6% CTR
along with increase in live chat
usage

ow recent vist to szeescam - 585 Wioeidwids

S8SWorldwide @< We're Here To Help!
HElping Poopie Play & Loarn Since 1005 1-S00-2868-0911/ CEervCossww.com

Arte £ Crafte Craft Kite Ed Supplies Gamee Party Prizee  Therapy Sporte and P.E.

Can we help you find a product?

Special Offer for You ’
Hurry, 4 Days Only! We're Here to Help! | DISCOUNT UENTEE
F A
: | Need Save up to
SI90FF "5 o
: -hi 75 A
your arder of $43 or mors |
Shop Now »

Use Offer Code E040 cservice@ssww com

e i] 13 MeAfoe SECURE|




4. Browsed but didn’t buy

e e s be e ag Wi ® ba e e B Sary b - D T
@ ¢ maalaca man e v o vee e

\)Gd‘\) el e . wnns B »
Subject line: We noticed you Ry o B o
brOWSing . Here are some Still dreaming about those items you browsed?
more great deals we know now ©

you'll like!




4. Browsed but didn’t buy

American Airlines sent an emall  cecew  mosmsie oo | o s s o

within 24 hours to those who
had searched for a flight, but did
not book.

AUSTIN | EF I
(13 7 DEALs ARE HERE- ’ et \!ﬁ‘ '\,\_ L)
Tested “lower rate” and a

uﬂeXIble bOOkl ng” Optlon Etigzggzéaagr;:l:ﬁ'cﬁs 'f;om Reurswepresswcenss  Available on A.con
. Here's the most 6necgm'- price for travel $445 :'Z: W;%:m
Results: S o 5, 212 -
G | [,
-
300% higher open rates cus )bt

It your dates ara fiexible Rk PP I AN Destination Information
WE'VE TEUNG 3N BVEN DWE* prics e e

200% hlgher CIle thI’Ough Depart on Nov 19, 2012, and ok Check out what

Austin, TX
return on Now 22, 2012 2

rates $347 | "7

From Aesencaiitren & Frovewe

‘» DealFinder”

B

Marketing Sherpa Email Award Winner 2013



5. Abandoned cart emails

Typical abandoned cart rates:
A recent study by SaleCycle cited 75% for Q2 2013

Make sure you know your abandoned cart rate




Abandoned cart emails work!

August'08- | Total | Clickto | Total | Trans. | Percent | Revenue | Average

July'09 opens clicks | toclick | frans. | peremail | order

Abandoned- | g g0, | 309% |209% | 15.0% | 19% | $320 | $17578
Bulk 17 50/ 0/ 0/ 0 0

mailings 5% 18.8% 3.6% 5.0% 01% $0.13 $102.23
gb:{;f"t'med' 2.6x 11x | 47x | 20x | 20.0x 99 8x -0.1x

Image source: http://hudsonvalleysolarcoop.com/financials.html Experian CheetahMail- The Remarketing Report — 2/10



Factors to Consider

| &

&

Send
Series?



Considerations - Timing

An email that is sent soon after the cart is abandoned
reaches customers when they are still in the
consideration stage.

It can prompt them to take immediate action to complete
the sale.

ESP Lyris has found:

* Those sent within an hour have higher CTR

« Those sent within 6 hours have a higher AOV (average order
value)

* You might wait 3 hours



Considerations — Timing Test

SmartFurniture.com

Control — 3 emails sent over 4 days
4 hours after abandon
1 day later
4 days later

Test — 3 emails sent over 7 days:
24 hours after abandon
3 days later
3 days later

Results
« Conversions — 22% for control; 21% for test
* Revenue for campaign — 58% for control; 42% for test



Considerations — Offers and a series

A big question is whether to include an offer to
sweeten the deal

Many marketers do not include in their first emalil

The concern is that offers will alter behavior, increase
abandoned rates and forwarding of offers to friends

You can always suppress an offer for 90 days after
abandon. Don't train repeat abandoners!

Or, offer incentives like free shipping only if purchase
amount is over $75

Opens Clicks Conversion % Revenue per email

No offer 15% 12% 1.8% $3.20
Offer 17% 13% 2.9% $3.29




Considerations - Offers

sehoccel A look at how Birkenstock sets up their programs
andons
Cart to compensate for past abandons

No Offers / Promotions

A

1st Wait 2nd
Yes » 2 o
i i Email Days Email
1st Wait 2nd Wait 3rd Wait 4th Wait 5th
, 2 : 2 : : 2 :
Email D Days > Email > Days > Email D Days o Email @ Days ®  Email

\ | | J
v

Offers / Promotions




Abandoned cart

Birkenstock first email in a
series of 5

BIRKENSTOCK . .
CENTRAL  PustaQuick Reminder!

Sandak | Clogs | Shoss | Wormer's | Men's | Mids | Clearace n

Doar Yaluad Cuetomer,

"We'va naticad that you put soma fiems inta vour shopera IERE] 2 =R 1
et during your Lt kil 1o s dta, bt o KA wilhcut RS
completing your order. [f you had a problen with our TOu L
chachout process, peaze ot us now

Far your convenienos, we wil ketp pour shopping cart open Tor & few mors daps. dast
ik hawa [0 rebom Lo wour cart and comgkete your purchasa, Or call 1-BTF-BEE-0064 10
s your arcer over the phane. Wa're e to halp?

Froduct De=cnption Oty Lrit Frce Toks

ik ko Artzon Hurrlg) B L patt
‘ i 11005 #11085
wiln S Facited

104,9% S104.595

Bl Thiss shos st b dlegall § Baughe mp Chrder Tolal.
first pair, and noss [ can't siop! The obheer darg v

hustand complsired that he didnt have sy

Earicime, w0 | ksom what to get him i his bicthday!

Esep up R guied mark! 1 ,"




Birkenstock Results

Personalized Messages Open Click Thru Conversion

Rate Rate Rate

Thank you, loe, for stopping by Birkenstock
Central! Your items are waiting for you

Joe, just a reminder: you still have items in your

2 . No 30.1% 14.5% 12.3%
shopping cart...

Joe, complete your order within 24 hours &

3 5og 28.3% 13.1% 17.4%
receive 5% off!

Time is Running Out! Save 10% Off when you

4 10% 22.4% 9.3% 21.1%
complete your Purchase Today!

Last Chance to Save! Your Birkenstock Central
Cart is about to Expire!

How to Execute a Winning Trigger-Based Email Marketing Program — 3-21-12



Considerations - send a series

Should you send more than one abandoned cart email?

According to Forrester Research =
46% overall conversion

15t e-mail sent within 30 minutes gets an 89 percent open
rate and a conversion rate of 28%.

2"d e-mail sent one week later to those that did not respond
to the first, gets an open rate of 60% and a conversion of
25%.

With a series you have the opportunity to include
Inducements
First could show items left in cart
Second could offer a discount or free shipping
Third could say cart is about to expire



Considerations — include product pix

Another issue is whether to dynamically include an
Image of the product abandoned

Showing an image of the product will give the best results
Make it easy to complete the purchase — don’t require log in

[ opens | Clcks | Convasioni_

Product shown 63.8% 28.8% 2.9%
No product but link to cart 53.5% 24.9% 1.4%



Include a product picture

Sent 1 day later
Product shown

Links to:
Customer service
The site
Store locator

THANKS FOR STOPPING BY

POTTERYDBARN

FURNITURE RUGS & WINDOWS BEDDING BATH LIGHTING TABLETOP ACCESSORIES GIFTS REGISTRY SALE

Thonks for
STOff(n% ,g}.
If you need any help completing
a purchase, let us know. Call, click

Or visit us at your local

Pottery Barn store,

DUPIONI SILK POLE POCKET
DRAPE

LEARN MORE ABOUT THIS ITEM »

VIEW THIS CATEGORY »

WE'RE IN THE NEIGHBORHOOD
100 Greyrock Place, Stamford, CT 6901 Phone: 203-324-2035




Include a review

Incorporate reviews in

_ Vintage Tub & Bath i e
abandoned cart emails

If you have already placed your order, thank yo

L2 Bl < ~ N . - n
I'hanks for Stopping By...
During a recent visit to Vintage Tub & 8ath, you
kaft ana (ar m-::rcfi tams in your '.'hccn:ng-:;n. RETURN TO CART
This is just 2 remindar that we clear inactive
carts penaodicaly.

There's still bme ta complets your ardar taday, plus you'll raceva FREE SHIPPING on
your ordar. If you naed help completing your purchasze, ket us lnow, call

s 12786813690 and wa'll be happy to halp
Your Saved Shopping Cart

Qty 1tem Prica

nksss Steel WacmiyYours 31342
| ‘Warmer woith Hordaire

ftam & TW-FI10RS-HW

“ The Warmly Yours Infinty towe! warmer has bean 3 great
addition to our master bedroom bathroom. It looks \
performs well, Our elsctrcin med to have no t
mnstalaton

ry mce, =2nd

with

The suppbed timer control svatch & 3 mic

read all reviawe for thie procict




Include a product pix — and cross-sell

N
1:800-flgwers.com.
Product shown

No incentive

Subject line: Finish your
shopping fast and save!

Thank you tor fresting 1-800-FLOWERS GONS—our ST of CINGem)!

Happy shopping!

(s

Chiis NMeCann
Prasident

Call 1-800-FLOWERS" ( 1-800-355-9377), Chick www. 1 E00fowers.com or Come n!

ADHL K eywornd: 1E00f0wers




Include a product pix — and cross-sell

r

DUNGAREES .NET

Dungarees.com
No incentive, images included s e e et
along with other suggested eTT—————
purchases et

You Save 16%

Included name of abandoned

product in subject line ‘ ” 'i

Cauhate K122 Cahartt Bll Washed Carhartt B260 Canvas Carharst 197 Sandstone
Midweight Fleece Zip. Duck Wark Dungarees  Uiliiy Cargo Pane Duodk Decroie Jacker -

R esu Its . Frous Hooded List Price $48.00 List Price $35.00 Bluskes Lined
. Sweatshint Sale Price: $36 99 Sale Price: $44.99 List Price $9500
List Price $46 00 You Save 253% You Save 18% Sale Price: §79.99

Opens — 56% i fhec G 00 You Save 16%

. - SHOP MEN'S
Conversions on clicks — 18.4% b el b oyl i b bl ol
Generated 490% more revenue B oo ] ke Vi g
SHOP KID'S

per session than other site traffic Bt Bove Coe & B Coas & Jaches Jomm & ot Sk & Ko Sors e
Sources © 2011 Dungarees




Closing thoughts to drive the point home

Total Email Volume Total Email Sales

Transactional

Triggers
/ 2.1% /

Transactional
Triggers

Promotions /
blasts

Promotions / S

blasts
58.8%

95.9%

*Carolyn Nye- S&S — eROlI Virtual Trade Show 11/11/10



B2B Trigger Emails

Targeted, Relevant, & Effective

© 2014 Wilson & Ellis Consulting

@DebraWEllis

www.wilsonellisconsulting.com



The Fear

Email Overload

© 2014 Wilson & Ellis Consulting

@DebraWEllis

www.wilsonellisconsulting.com



The Reality

50%
40%
30%
20%
10%
0%
-10%
-20%
-30%
-40%
-50%

Volume variance by industry — Q3 to Q3 (2013 versus 2012)

Business Catalogers Consumer Mediaand Multichannel Pubishers Travel All industry
products products  entertainment retailers
and services and services

B2B Email Volume is Declining

© 2014 Wilson & Ellis Consulting
www.wilsonellisconsulting.com

@DebraWEllis




B2B Trigger Emails

» Welcome

© 2014 Wilson & Ellis Consulting

i i . @DebraWEllis
www.wilsonellisconsulting.com



B2B Trigger Emails

» Welcome
> Lead Nurture Drip

© 2014 Wilson & Ellis Consulting

i i . @DebraWEllis
www.wilsonellisconsulting.com



B2B Trigger Emails

> Welcome
> Lead Nurture Drip
> Transactional Messages

© 2014 Wilson & Ellis Consulting

i i . @DebraWEllis
www.wilsonellisconsulting.com



B2B Trigger Emails

> Welcome

> Lead Nurture Drip

> Transactional Messages

> Inactive or Dormant Leads/Customers

© 2014 Wilson & Ellis Consulting

i i . @DebraWEllis
www.wilsonellisconsulting.com



B2B Trigger Emails

> Welcome

> Lead Nurture Drip

> Transactional Messages

> Inactive or Dormant Leads/Customers
> Repurchase or Renewal

© 2014 Wilson & Ellis Consulting

i i . @DebraWEllis
www.wilsonellisconsulting.com



Plan Your Campaigns

> Goal

> Objectives

> Strategy

» Contingency
> Scorekeeping

© 2014 Wilson & Ellis Consulting

@DebraWEllis

www.wilsonellisconsulting.com



Plan Your Campaigns

» Goal

- Increase Profitability 5%

© 2014 Wilson & Ellis Consulting

@DebraWEllis

www.wilsonellisconsulting.com



Plan Your Campaigns

> Objectives

- Increase Response Rate 15%
- Increase Average Order 10%
- Reduce Service Costs 10%

© 2014 Wilson & Ellis Consulting

@DebraWEllis

www.wilsonellisconsulting.com



Plan Your Campaigns

> Strategy

- Identify Target

- Plan Content

- Create Sequence
- Schedule Timing
- Test & Revise

© 2014 Wilson & Ellis Consulting

i i . @DebraWEllis
www.wilsonellisconsulting.com



Plan Your Campaigns

» Contingency

What if...

© 2014 Wilson & Ellis Consulting

@DebraWEllis

www.wilsonellisconsulting.com



Plan Your Campaigns

> Scorekeeping

Measure results relative to objectives

© 2014 Wilson & Ellis Consulting

i i . @DebraWEllis
www.wilsonellisconsulting.com



5 Things to Do Now

> Verify Lead Generation Email
Addresses

© 2014 Wilson & Ellis Consulting

i i . @DebraWEllis
www.wilsonellisconsulting.com



5 Things to Do Now

> Verify Lead Generation Email
Addresses

> Choose a Top Performing Segment

© 2014 Wilson & Ellis Consulting

@DebraWEllis

www.wilsonellisconsulting.com



5 Things to Do Now

> Verify Lead Generation Email
Addresses

> Choose a Top Performing Segment
> Create and Test a Small Campaign

© 2014 Wilson & Ellis Consulting

@DebraWEllis

www.wilsonellisconsulting.com



5 Things to Do Now

> Verify Lead Generation Email
Addresses

> Choose a Top Performing Segment
> Create and Test a Small Campaign
> Optimize Existing Emails

© 2014 Wilson & Ellis Consulting

@DebraWEllis

www.wilsonellisconsulting.com



5 Things to Do Now

> Verify Lead Generation Email
Addresses

> Choose a Top Performing Segment
> Create and Test a Small Campaign
> Optimize Existing Emails

> Develop Educational Content
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Takeaways
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Keep It Simple & Strategic
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Readabillity
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Relevancy

Speak Directly to Recipients’ Needs
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Consistency

Steady Wins
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Test, Test, & Test
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Contact

Debra Ellis
dellis@wilsonellisconsulting.com
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Question & Answer Session

If you haven’t done so already,
please take this time to submit questions to
our speakers using the "Q&A" box on your

console.

Enjoying this webinar? There’s so much more where this came from!
Click the publication widget below to sign up for a FREE subscription to

Target Marketing!
2222

#TMGWebinar
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Thank You

Thank you for taking the time to attend our webinar today.

For additional information about our webinar series,
check out the following Web site:
www.targetmarketingmag.com/webinar

Please take a moment to fill out our
feedback survey.

(It will open in a new browser window/tab momentarily!)

#TMGWebinar
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