The Power of Email Marketing

Interactive Seminar & Workshop

The Power of
Email Marketing

Session 1:

Email Marketing 101: Why and How it Works
= Understand the Basics Before Starting on Your Strategy
= Why Invest in Building Relationships?

= How Technology has Made it Affordable for Smaller
Businesses to Communicate

= Getting Started




What Is Email Marketing?

Utilizing email to deliver professional
communications to an interested
audience containing information the
recipient finds valuable in order to:

= establish regular, ongoing
relationship
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= stay “top-of-mind” with subscribers

= spark immediately action

= broaden your audience
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What can it do for Your Business?

Boost Repeat Business

"Our revenue from return customers has increased about 30% since we began sending out
our 'New Arrivals' email campaign, and we've found that a number of customers who have
never purchased from us before, will buy after we send out an email campaign.”

Bijoux Mart International

Create & Increase Awareness

"Within a few weeks of using Constant Contact our number of subscribers grew more than 15

percent; it's tripled in less than two years. And we recently won a national award from our
professional Episcopal Communicators group.”
Episcopal Diocese of Atlanta

Drive Revenue & Profit

"We started small, asking the contacts | had in Microsoft® Outlook® if we could add them to
the list. Also, everyone in the firm asked their friends and colleagues if they wanted to be
added, and many did. Our email newsletter has played a critical role in our revenue growth.”
Communiqué Public Relations




Customer Spotlight: Xtreme Transformations

Mo 6 Mairo Aitanta [ocalions 2if 100% Frade

List Size: 2136 m“, CAMP
Open Rate: 30.1% i -
Location: Suwanee, GA Kireme Boot Camp |

Customer Since: May 2005
Website: www.XtremeTransformationsPT.com

= Announce training dates and special offers.

= Track sources from sign-ups and review reports
to determine what advertisements to repeat.

= Use results from 3 minute customer satisfaction
surveys for quality control to determine bonuses
and raises for trainers.

= Website statistics spike from 20 to 75 visitors
when email campaigns are sent.

= In 3 years, grown from in-home personal training
with 2 trainers to 2 studios, franchise locations, 7
trainers and 2 companies,
XtremeTransformations & Xtreme Bootcamp.

“Constant Contact Email Marketing and Survey products
are the best bang for the buck...by far.”
Pete Peidra, CPT, AFTA, Certified Personal Trainer

Why Invest in Building Relationships?




Because When Nurtured They Multiply

How Technology has Made it Affordable
for Smaller Businesses to Communicate




It's Cost Effective: Direct Mail vs. Email

= For the same response, direct F.

mail costs 20 TIMES as much as \‘\ >

emailt

v,
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= Email marketing returned $57.25
for every dollar spent in 20052

Sources:
1 Forrester Research, Inc.
2 Direct Marketing Association

Marketing Media Mix

We're delighted to have you as our customer. Now,
we invite you to become a Preferred Customer by
joining our E-List (E for elite, and E for e-mail).

Sign up now and enjoy a Savings on your next
order, Ah, the delights of preferential treatment!
Sign up at gere 2

Your special offer code will be presented to you so
that you can enjoy your savings right away.

Best wishes,
[ el
Steve Leveen, CEO & Co-Founder

Your exmail address is safe with us; we dor's share it,
And of course, our site is secure.




Why Does “Good” Email Work?
Because people open email i

i D6
from businesses they know and trust... l_f______,gjﬂ_,,,’ oo

3 Up On The Roof

Getting Started




Getting Started

It's a multi-step process... n _,-’
: MCQUire

= Make a connection and build
permission-based lists

= Nurture the connection to form a
relationship through your email
campaigns

= Invest in the relationship to build trust
(evaluate your results and refine your
process)

Step 1: Making the Connection

Build Your List Where You Connect!

Service or Events Email Signature In-store Guest Book Website Signup
Sales Calls and Meetings

Pamela Adams.
Regional Development Director
Constant Contact

Ermail: padams@censtantcontact com
ign up for th jia newsletter

Request Speaking engagementiwg

Local Event Schedule: hilp (/gecrgy

57% of those surveyed will fill
out a card to receive email
alerts when asked to.
Customer & Prospect Database Source: Transact Media Group




Step 2: Nurture the Connection

Communications Impact:
On average, it takes 7 touches for a sale to occur.

One-time touch

Immediate Purchaser Immediate Purchase -\

Interested (Buy Later) Unlikely to Return

Not Now (Maybe Later)
No Interest

©

Ongoing Interaction

- 4

Immediate Purchaser Immediate & @% —
Follow-on Purchases e
Interested (Buy Later) Capture Interests 5{
Not Now (Maybe Later) & Communicate @ =y
No Interest Unlikely to Return ﬁ /

Step 3: Invest in the Relationship

The Value of a Customer

= You've already paid for them
It's 6-7 times more expensive to gain a customer
than to retain a customer?!

= They spend more
Repeat customers spend 67 percent more?2

= They are your referral engine
After 10 purchases, a customer has already
referred up to 7 people?

Sources:
1 Harvard Business Review
2 Bain and Company, 2002




The Power of
Email Marketing

Session 2:

Email Marketing Tips: Strategy and Techniques
= Why Use an Email Service?
= Permission and SPAM
Targeting and Segmentation
Format and Frequency

Getting Email Opened

Why Use An Email Service




Email Service vs. Outlook

Standard Email Programs
(e.g. Outlook, Hotmail)

= Limited # of emails sent at one
time

= No formatting control

= List break up more susceptible to
filters

= No cohesive branding

= No tracking and reporting of email
results
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Email Service vs. Outlook

Email marketing services automate
best practices

= Provide easy-to-use templates
= Reinforce brand identity
= Email addressed to recipient only

= Manage lists — adding new
subscribers, handling bounce-
backs, removing unsubscribes

= Ensure email delivery, tracks
results and obeys the law
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Customer Spotlight: Bella Web Design, Inc.

List Size: 207
Open Rate: 50.1%
Location: Marietta, GA

Customer and Business Partner Since:
October 2006

Website: www.bellawebdesign.com

= Send quarterly emails to announce new
clients and services

= Uses website sign-up box to increase list
size

= Includes links to current projects and
business tips

“Constant Contact has been crucial in communicating
with more than 200 clients. We used to use Outlook
but could only send 25 at a time and the graphics were
unprofessional. Constant Contact raised our customer
awareness of our services and has given us a very
professional look which comes through with each email
we send. It keeps us at the top of our customer’s
thoughts when they need online marketing assistance.”

Desiree C. Scales, CEO

Constant Contact”
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Permission and SPAM
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Permission — What is It?

Types of permission

Explicit: Opt in from your website
or storefront

= “Join our mailing list”

= Single vs. Double Opt-in

Implicit: Requests for information /
registration forms, existing
customer relationship T O e

No Permission: Don't do it! While it
may seem tempting, it will have a
negative impact on your business.

| Jacobs

Trida Ferguson 52

1 Marcie

Adamo Tome
Ruby Dunlap

Bernice

Can'tfind good drt

Ruby Dunlap [cr
=8

LegalREBedicatic
price. W ¥

Permission Reminder Example

address book today.

You may unsubscribe if you no longer wish to receive our emails.

You are receiving this email from Doylestown Bookshop because you subscribed to our Loyal Customer
Club. To ensure that you continue to receive emails from us, add doylestovwnbooks@aol.com to your

12



Be a Trusted Sender

CAN-SPAM Act Compliance:
US Federal Requirements

« “real” (clearly identified) Sender
Address

« real, working “Reply To”
address

« clearly defined content (reason
to contact recipient)

« real, working unsubscribe link

« clearly identified Corporate
Address

« you can find more information
at www.ftc.gov/spam
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Spam — What is I1t?

Spam or Unsolicited Commercial Email

(no relationship / no permission)

= List purchase, CD-ROMs
= Directory crawling

= Monitor your email frequency

Ask Yourself:
Do they know you?
Do they want your email?

: e

11

There is a direct correlation between
SPAM complaints and permission:

= SPAM complaints will increase as
permission becomes “less explicit”

= SPAM complaints will increase as your
email contact list gets “old” (> 6 months)

= SPAM complaints will increase if you
email too often or not often enough
(frequency)

13



Spam is in the “I” of the Receiver
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What is a SPAM Complaint?

A spam complaint happens when someone on your list clicks a
button identifying your mail as unwanted

= Alternate way to unsubscribe

= No longer interested in your content
= Don't recognize your name / brand
= Don’t remember subscribing

= By accident (while junking all the real spam)

Email Statistics

See All Email Reports

Sent Bounces Spam Reports Opt-outs Opens Clicks Forwards
10016 4.7% (468} 1 0.6% (59} 28.2% (2688 15.5% (416) 0.2% (5) 4%
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Targeting and Segmentation

Setting Objectives

Define objectives: “l want to...” Use objectives to determine:
= Motivate purchases = What information to collect
= Enhance customer / brand = Communication type
awareness

= Communication frequency
= Interact with my customers

= Measuring success
= Increase event attendance
= Bring visitors back to my website

= Obtain donations for my nonprofit




Make it Easy to Subscribe

Where do | sign up?

Bock  Foowsd
T P ———
| Googlerfems—

AboulWPower  Menbership  Services Educalion  Resources Hews  Get neolied

18 know if you nn

Google

Gathering Your Contact’s Interests

= Add your own logo and message

to subscribers.

= Use data collected to send your
customers only what they want

= Learn about your customers’
interests

= Collect names to personalize
emails

= Determine your own interest
categories and other data
required.
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Case Study: Girls Learn to Ride

List Size: 10,000

Open Rate: 36%

Location: National, based out of California
Customer Since: 2002
www.girlslearntoride.com

Runs snowboarding, skateboarding, and
other “extreme sports” clinics for young
women across the country.

Sends a monthly e-newsletter and
announcements about upcoming events

Uses the Interest Category feature to
segment lists by geographic region and sport.

Started with 250 emails and now is at 10,000

How Do They Grow Their List?

= “Join my email list” sign-up box on
website

= Website Contests—give away
snowboards, tickets to concert,

TR Wewnbemer & Contost Raghmation

Thank pouter

Leam Ta Fde

etc. to get people to join

MOWSLUTTIR & EVINT ARDATES
marnmly oL

n adsmon,
15m of auch

= Give prizes to active members

" DALY L WS N FEATURS

who forward the newsletter to
friends and get them to sign up.

: Email Address Status Date Forwarded

E dave@mydomain.com [ Active 121212006 2:65 PM EST
. bobsmith@wehsite com [ Active 1212172006 2:55 P EST
' sbrown@intarnet arg [ Active 1212172006 2:55 P EST
: ijpublic @someplace.com [ Active 1212172006 2:55 P EST
alice@melsdinarcom [ Active 1212172006 2:55 P EST
' yhearfmiellystane edu [ Active 1212172006 2:55 P EST

B acton sparis To rockese s amas, chck an DALY GLTR HEWE in e inereat grouss an
L —

PRaRED D180 yOuT B BATETS ek 10 Sign e f0 Dur maling st

Yom Fmadhodss [
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e, 010 wil e 3 Ik I UNELBSLIISE O CRAngE your 30T
O s~ please iad our Emid Presc Pobey
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Format and Frequency

Determine Appropriate Format

Newsletters
= Frequency: monthly / quarterly
= Lots of educational content
= Most encompassing format for communication

Announcements and Invitations
= Frequency: event-driven
= Educational with targeted message
= Invitations, special events, internal communication

Promotions
= Frequency: event-driven
= 2, 4, 6 product promotions, coupons
= Focus on promotion / limited content

18



Frequency & Delivery

How often to send

= Create a master schedule

= Include frequency in online sign-up “Monthly Newsletter”
= Coordinate timing for maximum impact

= Newsletters (monthly / quarterly) |
= Announcements / Event Invitations (as needed) 2
\
")
When to send 2 1 A0
O 4 wrt]
= When is your audience most likely to read it? .3 A A 2|
« Day of week (Tuesday & Wednesday) o 23\ 29
e Time of day (10am to 3pm) . ﬂ
*

= Test, test, test

Maximum impact with minimum intrusion L

Create a Schedule

Communications Calendar

Jan | Feb Mar Apr i May Jun Jul
LRSI S PR R LI

Nevis letter . | ||
Events [ |

SavetheDae WL |
| Signup |

Reminder .

Product Launch

19



Email Frequency Planner
List Name:

Email Frequency Planner

Newsletters 24 2x per menth Tuesdays 9:30 AM send fo all lists

Promotions: 15 every other month Fridays 1:30 PM additional promotions during end of year
Event Invitations 10 every other month Wednesdays 9:30 AM include next event in right column of each newsletter
Announcements 6 date driven date driven 3:00 PM

Press Releases 3 event driven Thursday 8:00 AM send to press list only

Other_Holiday Card 3 date driven date driven 3:00 PM

Other. 0

Tracking Totals

January
February %) %) %
March %] %| %|
April %) %) %

Getting Email Open

20



Getting Email Opened

The “Subject” line

= Keep it short and simple

¢ You have 3 seconds or less

e 30-40 characters including spaces (5-8 words)

= Incorporate a specific benefit R

= Include your brand

» Branding in the subject line can increase
open rates by as much as 60% (Source:
SilverPop)

= Capitalize and punctuate carefully Click-through rates for
subject lines with 49 or

fewer characters were 75
percent higher than for
those with 50 or more...

Source: Returnpath

What would you change?

Before: Before:
Our Monthly Tax Newsletter We discovered a great anti-aging
After: product

After:

3 End of Year Tax Tips
Take Years Off Your Face

Before:

New Line of Jeans Now Available

After:

Get Jeans that Fit Right

21



Getting Email Opened

The “From” line
= Use a name the recipient will recognize
* Include your company name or brand

e The clearer the better
= The shorter the better

= Be consistent

60% of consumers say the
"from" line most often
determines whether they
open an email or delete it.

Source: DoubleClick

Getting Email Opened

The “From” line — Outlook vs. AOL

Outlook
From:  The BUF Toung Professonals [ypebod.con] Set: Pl S/18/2007 10:14 A
oo Stem, Alec
e
Subject:  BPLF Y7 Bonus Event
® | & =  u & =i
Reply | Reply Al Forward Delete | AcionY  Move™ | KeepAsNew  ReportSpam Print Previous Hext
Free Unlimited Storage ot AOL Pictures
g or credi card number in an email. This message has been scanned for known viruses,
cales@constantcontact com
Subject:  Constant Contact AZ: New Blogging Seminar
AOL Date:  Wed, 1 Hov 2006 6:24 PM

22



The Dos and Don’ts

The words: free, guarantee,
spam, credit card etc.

ALL CAPITAL LETTERS
Excessive punctuation I, ???
Excessive use of “click here”

$3$, and other symbols

X X X X X X

Info@url.com or
Sales@url.com as “From:”
address

x

Misleading subject lines

Alternate for the word Free

Since “free” causes Spam Filters to
trap your message, try these
alternatives:

= On the House
= Our Treat

= Be Our Guest

Giveaway

Zero Cost

Anti-Spam Check

} Add Blocks E7]
¥ Global Colors & Fonts (i/f?]

P Advanced Features

Anti-Spam Check

Table of Contents Block . || Tiie Block
i Click and % L
T

In This Issue NBWSle1

Featured Article

Close

Your Score: 0.0(Scores of 5 or higher are likely 1o be blocked)

Result: Low - Your email should not be affected by spam filters

23



The Power of
Email Marketing

Session 3:
Content Tips and Ideas, Interpreting Results

= Creating Compelling Content

= Evaluating Your Campaign Results

Creating Compelling Content

24



Getting Email Read

The Email “Body”

= Justify your place in their Inbox
by providing relevant valuable
information

= Be clear and concise

= Use appropriate graphics

= Use white space effectively
= Include “Call to Action” links
= Create sense of urgency

= Capitalize and punctuate
carefully

= Proofread
= Design for “above the fold”

Emalls - Emall Layout @

o e il iy 4 ot e
-

= Edit Emall

2 washon Dng wnd v e encioms i mavy e 11

e
e e Chats
Uraa Do
» et 111

® ekl Cobtn A bemty
¥ bt il sy

Free Content Article Resources

Amazines — www.amazines.com

EzineArticles - www.ezinearticles.com

Go Articles — www.goarticles.com

Idea Marketers — www.ideamarketers.com

iSnare Articles — www.isnare.com
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Archiving Now Available

i
Constant Contact”

i |

Constant Contact”

tuhena | hew | SR Congider Archiving:
7 crer ety
= Want to keep a history of

content to link to from

e

MeEmails | Coesle | Bepons

» : Manage Archive

peakllp!

Expand your influence. Grow your list.
Showcase your email communications. With Email Archive.

Instantly transtorm your

Leam mors: Takaa towr =7 n a0 inhute, oiganized

your website?

Want your content to be
indexed by the search
engines?

web pages, and cisplay your

Don't have a website?
Create a home page for

Wit i85 drag-and-drop simpkety and p i
capabilises, Emad Archive makes i oasy fos you to:

Two Different Approaches

g@ links to the emails you
- select for archiving.

Junt $0.Bdimontd
A “ Gl your contacts a fast and easy way 10 view email
commanicalions
“ Create 3 single, CUSIOMZEN “SICNVE NOMEpage”
 Personalcs your archived homepage with colors, fonls,
and image:s Mat match your arganization's websie
UseEn cheve 10 Dl Grow your Bt
Link our afchive NEmepage 1o your website and Cxplurg hew
‘contacts with an onAne 5ign-up form.
Copmght § 1999:2008 Comtand Contadt Inc
Al B Aarved

Gardening With Kids Idea =102

From your local gardening experts

Gattng yoar arsrn

.« Plonts Kids Will Love
b

o ey aberst plasts kide il bren

Contact Us
phaar 7814446100
L=

bares created & special “Plants Kids Will Luve™ saction st tor garden conter
S BrabiTed CURemAT Sl BT 1B
E5% ol planey o e gacon, AN pou naed 19 8

it

o vr
S

L et b

Thn el e ekt g o b g B )

SR TR ey

e rvens | 1683 Tropuie Rind | Bt 84| o | 8 | 4TS
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Case Study: Rothmans

List Size: 1,764

Open Rate: 45.9%
Location: New York City
Customer Since: Sept 2003
www.rothmansny.com

= A men's clothing store specializing in
formal and casual business attire.

= Relies on email to promote further new
arrived items and clothing trends.

= Preferred customer list receives specials

= Sends bi-monthly promotions with
coupons

= Sales generated per campaign $5K -$10K

Raothman's Flash Email Special
Score Some Savings

Rothman's winter warchouse sale
Bathean's weiter warebeuse

1o
et an sadtionl 20% dscount
0 ary ONE sale dom. Ths
Sicoutt can not be combined
with other offars or agphed 1o
prewious purchases

Tharks and tee you $o0n,

Contact Us

i
phana: (212} 777-7400
b

Rotpmarts Plash Emad Members can save an addbional 20% on sny GHE. |

Saye e ftem. Al you need to do s prat out this amad and beng it with you
] to any of our locations. This discount can not be combned with athes |
| 20% offert of dpphad 10 prévitul purthadied.

.
Diter Enpires: lasuary 31, 7008

Case Study: Jack-Tar American Tavern

List Size: 950

Open Rate: 43%
Location: Marblehead, MA
Customer Since: 2005
www.jacktarmarblehead.com

= A classic New England tavern that
specializes in creatively-prepared American
fare

= Relies on email to communicate with
customers in a timely, consistent, and
personal basis

= Sends weekly email announcements and/or
promotions

= Started a loyalty program and has grown
“Admiral Club” membership to 1,000

-y
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What Creative Promotions Do They Use?

= “Beat the Clock” emails

* Order at 5:15 pm, pay $5.15 Jack Tan
» Order at 6:25 pm, pay $6.25 ;Tﬂ!‘?ﬁ!‘?ﬁ'ﬁ!‘}!ﬂf“'ﬂ

= “We've missed you” emails to Admiral Club
members with coupons for 25% off certain
menu items

= Announcements about special events and
unique dining opportunities

Chamber of Commerce Partner Spotlight:
DeKalb Chamber of Commerce

List Size: 2952 - )
Open Rate: 23.8%
Location: Decatur, GA Chamber of Commerce

Customer Since: Sept 2005
Website: www.dekalbchamber.org

= Keeps members & subscribers informed about
events with a weekly newsletter.

= Utilize campaign scheduling to send reminders for
seminars and events.
e-blast Sponsership
HARDRIGHT BAKERY &

= Increase their non-dues revenue through paid CATERING, INC.

member advertising opportunities with e-blast m =t
sponsorship campaigns and ad space in the weekly
newsletter. e

= Offer 3-part series Constant Contact seminars

regularly. WchovA
“Constant Contact is an invaluable marketing resource for our B
members. Given the slowing economy, this is a key time for Ea

them to invest in tools that will allow them to nurture their i
current customer relationships. Having Pam available to give
seminars and answer questions is an important asset to our m
community and we're excited to be working with her.”
Janniece Leonard, Marketing & Communications Manager
DeKalb Chamber of Commerce
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Evaluating Your Campaign Results

What Gets Tracked?

l Blocking (81% delivered — CC 98%) ]
[4

aol msn y:hoo \‘att
Lots of Things... @ @ @
v"Number Sent
v/ Bounced Messages .
v Delivery Rate x ﬂ ﬁ @
v Opens ¢ | =
v Clicks

| e
2 2
~

v Forwards
v Unsubscribes o — ./rg
v" Spam Complaints P b B




Evaluating Your Results

Why does email bounce?

= Email addresses are no longer
valid

= Servers are down
= Mailboxes are full

= Email is blocked

Clean bad addresses
out of your list!

‘Col

To displey bounced senal Addrassas (senaks that have baan , a#laet an gt balow. Fee ©
amals som 055 Fan 50 days A00, you Can view, spor, mitesh or remaove bourced emall addresses froen your list To move &
coniticts froen the bounced categones, theck e busles) ned 1o The calegory rriene and ek The remive buln :

Emait: | December Newstetter - 1201 006 I~

[ Rounca Category Rounce Cout
[0 Hon-esistent address 5%
[] Undeineratie 0
O Maima Ful o
[0 vacationisss Fephy o i
0O Other 1 :
[] Flocksd (mage infab 0 i

[ [T

Evaluating Your Results

= From / Subject line

= Delivery day / time

= List overuse, age, or quality
= Device people are using

= Images disabled

Watch your trends over time

What influences the open rate?

Emalls : Reports

T repon shows by comparaive s 55wl 35 the [BIU8S o your Smls 10 dale. Remaed smabs ars exchuded o e
MeICS and e 1ogort. To v detiss o BoUnes, 0pens, ChikTIOURhS or firwards, Shck on e Brked count

........... 1 Exitabis Yerson
g w10 (] Eenains [08
Spam O3
ConeSem v Cmamane ol Bonces Bepoats oufs Opeen Chcks Formands
WHIOT  Hew Prodet Prvew ] L] LI L] o g
H ]
ANTH08  Cu [TETT D o1SE MO% 1% 8
un [T
12192006 sz s 002k mew EE 05 @
V0006 Sagterrtar 18 Newser ST ) 01N 48w TR LK
-] g @k 4n
102008 Custorar Dinner btiton 141 4 0 0 aaEs 19dw o
it Podsm gn
THZH008  Thbok s Campuign 1 8% D0BE 45TR NIE% 0w @
aB @ (g&n 4@ 1]
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Evaluating Your Results

What were they interested in?

Why did people click through?

= Call-to-action
= Copy
= Offer

* Dale Sent: 121192008

Email Link:  hitp.Ji isn?
é Email Address Status Click-through Date
E dave@mydomain.com [ Active 12/2142006 1:08 AWM EST
hobsmith@website eom B3 Active 12/20i2006 8:29 AM EST
Shrown@internet org B Active 121952006 11:38 AM EST
qpublicizomeplace.com =4 Active 121902006 11:13 AM EST

= Previous | Start of List | Mext =

1)
2)

3)

1)

2)

Just getting started?
1) Start building your list a_.;—."’..’:_—%/?
2) Learn how to create a campaign :

Been doing it a while? S indmest iy i o

Think you are an expert?

Www.constantcontact.com

f — L

O umatms @ e

Stay Connected with Email Marketing and Survey

Weh Exad Macurag by
srbatin roben

[ s piue
Cumoman. chesis o members And weh Suney. ser onne sy prodect. you can

Bt of sl i Constaet Cortiet. you hies Boe idme sugert ind paracesl contiuny
oes than 108 -

IS your subject ||ne |nv|’[|ng’) oo I vt Lo P oy o6 # Enat kst Euccns Sores

Get Started Today!

Does your content leave your
readers wanting more?

Attend an webinar on content
creation

Test multiple subject lines, days of
the week, time of day.

Check out the CC community to
share ideas with other experts.

Chusestion? 1 366516 841
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Want more on what we covered today?

Building Better Lists
= Ways to grow your list

Lnwrreng Live W a3
Lol B . . N
= Getting permission
rep—— Ceongtant Contact ol b ¥ a0 wxpar & ]
. Twers el enry PRassa e the b balow b 0ur cument schaduls
= Wsbex Washng Wanage 1 et webars i i i
s o e Subject Line Design
[ = The from and subject lines
Live
. = What to include / not include
kg Wabie Email Marketing Demo Survey Dema
1100 AMET Tom & Th Z00PMET Mon. - Fri. THPUET Tum. . N N
» donn now »dann now » daiin son Planning for Email Marketing
= Frequency calendar
Upcoming Live Webinar Schedule = What and when to send
Lresang Barketng L maly
. b Segmenting Your List
= e = Ways to segment your list
peer = Increases opens / clicks
T 43071 45PN ET N N
Deliverability
Bukdng Bafer Lists i = Blocking / Blacklisting / Filters
smeviess il b = Spam complaints

Additional Resources

= Constant Contact Free Trial
Free 60 day trial for up to 100 email addresses. Signup form for your website, 300+ templates, free
technical support. georgia.constantcontact.com.

= ConnectUp! User Community — Visit the New GEORGIA Neighborhood!
Meet others - like you - to share and gain insights on email marketing and other topics you care
about. Read and post to the discussion boards on issues that matter to you.

= Learning Center ) o ) )
From live and recorded webinars to daily live product tours, the Constant Contact Learning Center is
the place to find all the resources you need to successfully create and send a great email campaign

= Best Practices Blog
The experts at Constant Contact share practical ideas, inspiring success stories, and breaking
industry news. Stay ahead of the latest trends and best practices — and boost the effectiveness of
your email marketing and online survey communications. Visit the Learning Center and click the
Blog link on the right.

= Support Blog
From creating links to changing column width, you'll find the advice, tips, and insights that will help
ou take your email marketing and survey communications to the next level. Click Support at the
ottom of our site and click the Support Blog link.

= Email Marketing Hints & Tips
Our monthly email newsletter featuring email marketing ins&ghts from CEO Gail Goodman will help
you create great campaigns, increase your open rates, build your list, and be the best email
marketer you can be.

= Constant Contact Professional Services ) ) ) ) ) ) )
Looking for some additional help? Ask about optional services, including email campaign creation,
template creation, customer footer design, and more.
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More Ways To Help You Get Started...

[eemmm——ee S

Professional Services

Mora ways to help you get started... and succeed. Custom Campaign Templates

Contact? Our aflondatie

= Account Set-up

FREE
-t

Business Partners

$ 3,000 local web designers, marketing
Gt your accaurt agencies, and web developers.

S, and stanciars hermpish mockied Wi your Ko and colon.

Complete email services

Integrated web design, search engine
optimization, and email marketing
services

ogetther yeursait, Cist & comphats amal campagn bl aetindy tor o

More Information

Call our communications consultants
for more information

866-876-8464

Or. viuit onlina:

Speaking Engagements

= Constant Contact offers FREE Email Marketing training
workshops/seminars to groups of 20+ people

» Associations, Religious and Non-Profit Organizations
» Groups with “multi-company” audiences

¢ Chambers of Commerce, SBDCs, Main Streets,
Downtown Associations

A4
S

=  We Need Your Help!

» Do you know of any good Training or Meeting Room
venues in the Metro Atlanta Area ?
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TEAM GEORGIA

http://Georgia.ConstantContact.com

Regional Development Director — Pamela Adams

= 770-564-9055 or 866-848-0074, padams@constantcontact.com
Communications Consultant — Kate Webber

= 781-370-8522 or 888-523-8203, kwebber@constantcontact.com
Free Customer Support

= 866-289-2101, M-F 9am - 9pm EST, support@constantcontact.com
Professional Services — Bob Barton

= 781-472-8139, bbarton@constantcontact.com

Acct Manager Business Partner Programs — Michael Eubank

= 781-472-6265, businesspartner@constantcontact.com

Thank Youl
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