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Where are you today?

ction, arriving this Spring: Sunflowers & Lavender!
Cotton or Acrylic-Coated Cotton




1. Marketing for today
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Source: Litmus

: What is the #1 app on cell phones?

A: Email

More than half of all emails are
pened on a mobile device

i
Ry they

More people own a cell phone thanowna & &
oothbrush!



1. Marketing for today /;.‘:‘"“"

At its core, marketing is
about getting results.




"

Clicks or
downloads

What kind of results?

0

Visits to the Reservations,
store/office appointments

Generate revenue
or donations

1. Marketing for today

Calls
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Flipping the funnel

Marketing then.

Marketing now.
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Engagement is the new word of mouth
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“Forward” and “Share” are your new best friends

OO o

" FREE
SHIPPING!

ONE (MORE)DAY ONLY
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2. How to set marketing goals /:.‘-"

Marketing goals are general

Drive repeat business and word-of-mouth referrals
Nurture leads and relationships

Engage members, advocates, volunteers

Increase donations, revenue

Reach new customers, donors




2. How to set marketing goals

Marketing Objectives are measurable

u >

Clicks or Visits to the Reservations, Calls
downloads store/office appointments

Generate revenue
or donations

e Get 100 new likes on Facebook through content download
* Send VIP event invitation to past attendees and sell 30% of tickets
e Announce new products and special savings weekend
to drive 10% increase in sales



2. How to set marketing goals
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Write this down.

Your general Set measurable
marketing goals objectives

* *| want more website visitors” * *£oo more site visitors next week”

* “We need more revenue on * “"Double Monday night sales
Monday nights” month over month”
e “Would like to increase * "Raise $2500 in donations by the

donation dollars” end of the quarter”

18
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3. Campaigns that drive action

What are campaigns?

RILLA

& DOCTORS
Sh COnte nt ¢ § UC Davie WHdNTS Heal Conter
L fl1¥]in] © P oY

January 2015 Newsletter

I U | | r e S O | l S e Between successful mo in goritla erphan ex sring of a new
field veterinarian in Uganda, dona* ms of cry ment and supplies

for eur laboratories. and training Top -al technlques for
our field wets. 2015 is offto a ar tir la Doctors! The
excitement of the New Yearist o awe say farewel] to
Regional Manager Dr, Jan Ramy 'S this month after

a year in Africa managing field .
Sace 30 To0
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Types of campaigns

An email campaign

It's Client Appreciation Month!

This month, we're celebrating YOU, your practice and your
inner light with our annual Client Appreciation Month. That
means:

+ Free classes, including, yes, Yogilates and Trapeze!

+ Welcoming back some favorite teachers you haven't
seen in awhile...Rhea and Justine!

+ Random awesome giveaways for classes, gear, towels
and clothing

+ Free power bars

Check our MindBody page for the starred classes. These are the freebies. Space is limited, so

21
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The difference between...

e 0 0
©® Click here to download pictures. To help protect your privacy, Outlook prevented automatic download of some pictures in this message. Dave Buckman on behalf of the Austin Chamber <communication@austinchamber.com= Sent: Tue 4/21/2015 10:51 AM
From: Andy Shaw <andy@abugfreemind.com:> Sent: Tue 4/28/2015 10:00 AM : Wiehoff, Julie
To: Niehoff, Julie
T Subject: Great news | Booths now available for Small Business Showcase
Subject: Having an unfair advantage...
Hi Julie,

D Austin Chamber

EMENE:L

Do you know that the easiest way to succeed in life of in

business is with an unfair advantage... Celebrate the Success of Your Small Business

In the Bug Free Mind Process | go to great lengths to explain

that the only person you are competing with is yourself. ) ) )
The Chamber will host its fourth annual Small Business

That what others do doesn't matter, you just be the best you Showcase on June 11, 2015 at Fair Market. This event
can be at 'whatever' you choose to do. provides small businesses the opportunity to showcase their

business, present services, sample products, and network
This is a structured way of thinking that ensures your focus is W and build relationships with area businesses and consumers.

entirely in the right area... And avoid pain...

Admission into the showcase is free to the public (with a

However, | did not explain what I'm about to show you today in business card). Registration is not necessary to attend.

a way that made it easy to understand what your competitors
actually give you... o % Reserve your booth x

Email Email marketing
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Email is hard to beat.

Why How

* Lots of physical, measurable * Announce your latest new products
response * Send seasonal gift ideas

 Easy to brand with colors & logos * Alert to upcoming events

* Low cost with high ROI « Offer coupons to VIPs

* Connect with your audience » Deliver tips to your new clients

* Reaches people wherever they are
(mobile)

* Drives business!

23
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Types of campaigns

Email campaigns
Facebook promotions
Run & Promote events
Online Surveys

Donation Campaigns

Help Lauren Help Those In Need!
by Threads by Lauren

Support this Campaign

¥OUR DONATION

$ 35 usD

& Secure dona tion processing by WePay

$150 278 44

RAISED SUPPORTERS DAYS TO GO

3% of $5,000 Goal

ABOUT THIS CAMPAIGN

We're now accepting donations for Lauren's tour! We need your help to reach our goal,
and any amount we can raise makes a difference.

Laurenis called to take simple but durable clothing to those in our commumnity who can’t
afford it themselves. She believes in the power of confidence created by a clean change of
clothes, and she wants to bring that confidence to the parts of our commumity that can benefit
from it the most.

Please join us in helping Lauren help others.

24
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What do they all
have in common?

Email & Social
Drive Response
Repeat & Referrals
Mobile Friendly
Immediate Payoff
Grow Your List

Track Everything

Initial Tax Consultation for Only $99

Enter your emall and we'll send your coupon

' Present this coupon forane (1) initial consultation to review your prior-year tax retum,
| potential deductions and any special situations you may have for this year's retum. Does
I notinclude estate tax preparation.

CELEBRATE
OUR
BIRTHDAY!
Our Gift to You
$2 Hamburger or Cheeseburger

Served Today, Monday, November 17th, 2014 only at
the original Tasty Burger Fenway location from 11AM - Close.
EVERY 100TH BURGER SOLD, TASTY FAN WINS PRIZE!!

Half 1\’10011

YOGA STUDIO

It's Client Appreciation Month!
This manth, wies colsbrting YOUL, your practios and your .
inner light with cur annual Chant Appreciation Month. That e

Ll

* Fres classon, including, yes, Yopisies and Trapaze!

» Welcoming back some favorits beachers you haverl
soon in awhile., Rhoo and Justing!

» Random owescome giveawarys for classes, gear, towels
and clathing

« Froe powsr bam

Chock our MindBody pags for the stamed clasaes. Theso ans the freobies. Space ia limited, 8o
ploase show up aary 1o pace your mat

W love doing this avery yoar. Tharks for baing such B spacial part of sur community!

T Halt Moo family

Sty Connocted

What type of dessert should we add to
our weekend menu?

O Tiramisu

O Baked Alaska

O Cheese Plate

O Seasonal Fruit Parfait

Vote

mwwmﬂ
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What do you think?

Which campaign types
work best for you?

* Announce a new product

* Invite people to an event

* Promote a seasonal
special

* Run a Facebook offer

* Launch a fundraising drive

* New client appreciation

What kind of content do
you think might work?

* Tips and tricks related to
your products or service

* Details about your event

* Free whitepaper or
download

* Photos or videos from
your most recent project

How will you get
the word out?

* Email & Social
* Direct Mail
* Other methods...

26



Three words to rule your world

as a marketer...

[because an email that isn't opened isn’t effective]
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Now, later or never

1. Who is your message from?

2. What is your subject / headline?
3. When do you send or post ?
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1. Who is it from?
Winning the battle of priorities

How will you be most recognizable?

OB Y 0OfH

CAN-SPAM Act and CASL
CAN-SPAM Act: www.business.ftc.gov and search "CAN-SPAM”

CASL: fightspam.gc.ca



https://www.ftc.gov/tips-advice/business-center
http://www.fightspam.gc.ca/

3. Campaigns that drive action e~

1. Who is it from?

The importance of consistency and recognition

THE DINING ROOM

THE DINING ROOM

ho better place to

NOW SERVING
7 brand nen

SUMMER MENU

~ by resersation only ~

MAKE A RESERVATION

TASTEGOOD

bar & grill

NOW
OPEN

FOR

LUNCH

TUESDAY thru SATURDAY
11am — 2Zpm

ENJOY A COCKTAIL ON THE NEW OUTDOOR PATIO!

AMERICAN CUISINE MADE WITH
FRESH AND LOCAL INGREDIENTS

Guisque vitae lacus fermentum malesuada vel nec tellus, Suspendisse
potenti. ptent taciti sociosqu ad fitora torquent per conubia nastra, per
inceptos himenaeos. Maecenas eget dictum nulla. Sed congue est arcu, nec
cursus elit. Nunc sem lectus, lobortis ac hendrerit sit amet, eleifend et sem.

n m LE‘\ 1234 Main Street, Awesomeville, MA « 878 687 1765

5% NONPROFIT®

SEPTEMBER 2012
FUNDRAISING UPDATE

70% and Climbing

‘We're close 10 our target goal with three days left in our fund drive. Sa if
youVve already donated, thank you, we appreciate your generosity. And
if youve been meaning to make a contribution, you still have a few
days left. Let's see if we can hit our goal by the end of tomorrow, then
we'll have a full day to exceed it. Follow our progress here

Pifch in foday
DONATE NOW

Stay Connected

IR

1234 Main Street, Anywhere, MA = 555697 1765
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2. What is your subject?

Winning the battle of priorities
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Let's try It.

Write down a few ideas for subject lines
that work with your objectives

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

* 2 Seconds — keep it short
* 2 Words — make the first two impactful
* Why does it matter TODAY?

33
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3. When to send & post

Social media
* 3-5 times a week is plenty
* Use automated tools to help

Email
* Monthly is most common
* When are they likely to take the action you want?
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3. Campaigns that drive action

3. When to send

How to test the day and time that's best for you

Day:
1.Select three different audiences
2.Select three days in the week

3.Send your email and watch for the
best open rate

Time:
1.Use the same three audience lists

2.Select three times on the day with the
best open rate

3.Send your email at three different times
and watch for the best open rate
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* Be consistent

Use images
Use consistent

anguage

1. Make it look like you

Email

Having trouble viewing this email? Click here

G‘QQ’
Website QS)/"”"’/é‘ﬁ Kotten

‘-Lj* -"a FREE @ag
SoBs SHIPPING. |

Retail Shop & Mail Order 01353 749853 UK Shipping from 95p!

Home = Abad  FAD  Besdng Promcts  Debvery W % EamE

k_\}?u{q( t’“@ tler +
. — o o= FREE bead
home | beads % charms | jewellery Kife | components | tools 4 <upplies
| =l ! . ks g B hank worth
yoa £1.95 when you
spend £15 00

37

FREE 2nd Ctas Shippi ng
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3. Campaigns that drive action P
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Pro Tips
* Place yourlogo left

or center — not right

* Include your
business name in

text

1. Make it look like you

Email

Having trouble viewing this email? Click here

/90 4 ctter
beads & charms je\.lwellerylr kits components tools & supplies
{ 1
\ y;‘.-i i
2

Website

FREE UK 3
 SHIPPING

\_\}" c.c C{ F{: tler

home I beads % c,'mmf.:l_Jc:wc"-"acr { K|lf-|-fx_".rn;nr-.cr\. I’f-l Tn".i-f. , upp) FREE bead
X hank worth

16th March,
ss Shipping

"FREE 2nd Cla:
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2. Make it easy to take action

» Keep key action
above the scroll line

* Try to limit choices!
* Less s more

Source: Constant Contact Data Reveals Direct Correlation Between Email Campaign
Effectiveness and Number of Images and Text Lines Featured, 2015

-

CATERING & CAFE

Graduation is coming!

With the coming thaw and warm weather, vou
can almost hear "Pomp & Circumstance" drifting
with the breeze, Freshly pnnt ed copies of "Oh
r_h Places Yo llGo re bei ing pre ‘rapp ed for
gdgfnthgt ghtﬂtttdh it
comes time to order your celebratory lunch!

Lt hlp pttgth thpﬁctp ad

for your grad reception. Giv call, order
mﬂinenremaft ask abou tp tt ng a quote

together.

39



3. Campaigns that drive action

2. Make it easy to take action

-
Pro Tips

* Make pictures clickable

* Include text labels

Graduation is coming!

With the coming thaw and warm weather, vou
A can almost hear "Pomp & Circumstance" drifting
n in with the breeze. Freshly printed copies of "Oh
. L the Places You'll Go" are being pre-wrapped for
e S S I S l I I O r e grad-gifting. Don't get caught flat-footed when it
comes time to order your celebratory lunch!

CATERl NG 3 CAFE Let us help you put together the perfect spread

for your grad reception. Give us a call, order
online or e-mail to ask about putting a quote

together.

Source: Constant Contact Data Reveals Direct Correlation Between Email Campaign
Effectiveness and Number of Images and Text Lines Featured, 2015

40



! 4
3. Campaigns that drive action /;.‘:‘"'

3. Make it engaging with visuals

* 4,0% of people respond to
visuals more than text

» Videos increase clicks =)
* But remember your objective! AUDACIOUS

<

THE FINE ART OF WOOD

Source: The Power of Visual Content, Market Domination Media 41
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3. Make it engaging with visuals

w000 Verizan F - E £
£ Back (53) ~

So much to do at PEM!
April 14, 2015 at 7:04 AM

PIEIM

nogses-®

Pro Tips

* 3 or fewer images for
highest click through

* Try to keep videos
under go seconds

<

M=
AUDACIOUS

THE FINE ART OF WOOD

Source: Constant Contact Data Reveals Direct Correlation Between Email Campaign Effectiveness and Number of Images and Text Lines Featured, 2015) 42



3. Campaigns that drive action

.. Make it easier on yourself

BOYS & GIRLS CLUBS OF AUSTIN CELEBRATE PLAY
WITH NATIONAL DAY FOR KIDS

Posted by Regent Property Group on Wednesday, September 28th, 2011 at 10:59am.

aye-a -
Natlonal Day for Kids is an annual celebration of a pastime that has been
everyone's favarite at least once in their lives: play. The Boys & Girs
the Austin Area (BGCAA) look partin the Day for KGcs celeoration this past
Saturday t their East Club losation, hosting hundreds of area youth for a fun
aay of games, bar.o-que, and expioration. Every year, BGCAA parters with
and by P for the
young and the young at heart To make this year spacial, the Austin
planetanum set up thelr mobile SXnIDH for KIS 10 diScover e pianets and
stars; members of Cattiemen Care griled up burgers; Boulders Sports
Cimbing Center set up  rock wall, Conveltes belonging to the Longhorn
Corvette Club lined the sirest for young auto fans to explore; and voluntesrs
from Sat 2 Serve, Austin High School, and all walks of the Austin community
came o leach kids fennis, paint their faces, or to leam how to dance the
Dougie from Club kids.

o

The East Club is busy five days every week with kids who come to play in the gym, use the high-tech computer lab donated by Dell, Inc., leam to
Dlay 31 ASUMENt With GoUNasd in MUSI, or PAMCID3te in 6e of the Many IOGFaMMIng plions, but SatUACa) Saw 3 completely 1l house of
Clud kids, their families, and curious neighbornood residents. AUstn High Sthool Tootoall players tossed footballs With elementary-age boys Who
barely paak at traa feat tall but draam af ona Gay donning 3 Righ senool ersay, and Aust High chasrieadars lsd cronds of kids, BGCAA staff
and volunteers in the Cha Ghia Slide i the Clut's horseshoe arive. The BGGAA made sure there was an actvity happening fof every age group in
a consistent flury of fun and motion. One of the major tenats of tha Boys & Giris Club movement s o gat active and be heaithy, and evary

Repurpose Everything

ChReply | ClReplyto Al 3 Forward ¥ - [~ &5 & B X B + @

October News and Events

Boys & Girls Clubs of the Austin Area [julie.barschow@bgcaustin.org]
Sent: Thursday, October 11, 2012 9:11 AM
To:  Niehoff, Julie

Having trouble viewing this email? Click here

] ]in] Bl

most, to realize their full petential as productive, responsible and caring citizens.

@ Our mission: To inspire and enable all young people, especially those who need us

BOYS & GIRLS CLUBS

or e AusTR AR

ature Video: Grounded in Music

Hdiide.

ABOUT US | VOLUNTEER | CONTRIBUTE | UPCOMING EVENTS

Antone’s Night Club. Paramount Theatre.
Ruta WMaya Coffeehouse. Would you believe
us if we told you our kids were performing
atthese venues? Watch the video and find
outifwers telling the truth. Special thanks.
to our friends at Reader Films for the
amazing video! For more information on
Grounded in Music, click here.

with Michael Israel

Last call for tables and
ticket K here

!

— — - —

BGCAustin rFoows vou
G here. BE GREAT
N DgC austin.org

Tweet to Boys&GirisClubAustin = Tweets

I T T
Tweets >3
Following
Followers
herel
Favorites
Lists

Recent images

-1 el

Similar to Boys&GirlsClubAustin

Boys&GirlsClubAustin

Boys&GirlsClubAustin (5502
OCT News & Events - Check oul our niew Grounded in Music
video, produced by our friends

Boys&GirlsClubAustin - 55
S1GEOrgesATX Thank you for following us. Great futures start

Boys&GirlsClubAustin
Capital_IDEA Thanks for following us. We love your mission
Together we will help create great futures for Austin 2nd Austinites!

Boys&CirlsClubAustin -
@socialgoodnet Thanks for following us. How do we get
involved with Social Goot Network?

= Chubs
Grand Opening of Dailey Middle School Club in Del Valle, in conjunction with National " Emt:; :
[l Onl ute
Lights on Afterschool Day. Join us at Dailey Middle School for an open house and . Home
celebrate as October 18 is declared “Boys & Girls Clubs of the Austin Area’s Lights on = News
Afterschool Day.”
News Pages
= National Alumni Stories
Download press release: MediaAdvisorv-Dailey M.S. Bovs and Girls Club Opening = Ashanti
= Cuba Gooding Jr.
= Denzel Washington
share v I3 56 @ = Earvin “Magic” Johnson
= Edward James Olmos
= Jennifer Lopez
This entry was posted in News. Bookmark the permalink. » John Paul Dedoria

Kerry Washington

2,000

842 roLLowERs

reagerfims Conta.cc/SNS9IR

Educational Organization * Youth Organization
GREAT fubusres start here. BE GREAT.

About

fErost [ Photo / Videa

wiite something...

& v

¢
National Boys and
Clubs Week, Day € 5 - |
Whew! Our merben
have accompished

Notes:3
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3. Campaigns that drive action

5. Make it mobile

Avoid using too much text.

80% of users delete email
that doesn’t look good on mobile.

Source: Blue Hornet

seeco Verizon 3G 2:03 PM 4 71% .y
< Inbox v
al oon
YOGA STUDIO

HEADSTAND WORKSHOP

Do your avoid headstands in your yoga
practice? Yes, it can be scary giving up
control or relying on your head and neck. But
headstands can help ease anxiety and force
you to focus on the present moment. It may
look challenging, but even if you're a
beginner yogi, there are easy safe ways you
can literally turn your world upside down.

We begin each class with light stretching and

F B B K« @

seeco Verizon 3G 2:03 PM 4 71% .y
< Inbox N
al oon
YOGA STUDIO

HEADSTAND WORKSHOP
Turn your world upside down, safely and
easily. Ease anxiety and focus on the
present moment.

SUNDAY * JUNE 15, 2014
From 1pm to 4pm *$35.00

HALF MOON YOGA STUDIO

F B B K« M@

44



3. Campaigns that drive action

5. Make it mobile

i

Pro Tips

* Avoid multiple columns

* Clear and easy calls to action

* Avoid tiny fonts

» Use images carefully

seeco \erizon 3G 2:03 PM £ T1% ..

< Inbox v

Hq]{ J_!\VJO{}I'}
YOGA S5TUDIO

HEADSTAND WORKSHOP
Turn your world upside down, safely and
easily. Ease anxiety and focus on the
present moment.

SUNDAY * JUNE 15, 2014
From 1pm to 4pm *$35.00

HALF MOON YOGA STUDIO

= B K& @

45
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Apply what you've learned.

Take a few minutes to consider what you have learned here
and write down one plan for a campaign.

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

* What is your objective?

* What kind of content?

* Write a subject line

* Decide what channels would be best

46
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* Get your contact list together,
even if it's just five people.

* Create and send one

Three simple steps... campaign...hit send!

* Watch what happens...do more
of what works.




4. How to get started

e Add “Join My List” to your
website

* Add a link to email
signature

* Setup TextTo Join
* Getthem on Facebook

 Create a paper form (don't
just rely on technology)

Prepare your “pitch” and
ask. Just ask.

Get your contact list together,

even if it's just five people.

Join our Mailing List

Sign-up to receive our e-mail communications
Please print clearly

Your information will be kept confidential and used solely for our communications

Email Address First Name Last Mame

A @ @& @ @ @ @ @ @ @ ®




Try something simple first... Hit “send!”

* “ThankYou” or "Welcome”

 Special offer or piece
of relevant content

* Picture, paragraph and
a call-to-action

THE DINING ROOM

NOW SERVING

* Post your newsletter to your social
channel.

MAKE A RESERVATION

When your supply of coffee runs low, use the coupon code
below & save $10.00 off your next order!

USE CODE TYF5915



Watch what happens.

4. How to get started

Do more of what works.

Constant Confact”

Campaigns (25)

Feb 25, 2074 - M

Email Opens

Engagements @

More Email Metrics
Registrants 72
Facebook Downloads 12

Facebook Claims (Coupons)

DETAIL

Campaign Name
Card/Announcement Sent Mar 25, 2014

Campaign Name

$530

Revenue

Local Deals
Danations

Registrations

555) 123-4567 © Help

1 swilliams £F

Feb 25,2014 - Mar 25,2014 [

All Time

1328

Total Contacts

it

New - Last 30 days
Mew - Last 60 days

MNew - Last 90 days

12

CLICKS
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BE A MARKETER

r7 4

All it takes is Constant Contact®#*
#BeaMarketer



Resources

Learn more...
| ocal and online seminars

www.constantcontact.com
Scroll down to Seminars & Training

Get started today...
60-day free trial
www.constantcontact.com

Find help...
Constant Contact Marketing Resources

blogs.constantcontact.com/library
Check out blog posts, guides, videos, infographics,
recorded webinars and more!
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