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Whatôs Keeping Us Up at Night? 
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80%   
 

Constant Contact Spring 2011 

Attitudes & Outlooks Survey 

55%   
 

Acquire 

New Customers 

Increase 

Customer Referrals 



Why Do We ñMarketò?  

6 

We Want Moreé 
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V Customers 

V Clients  

V Donors / Members 

V Website Traffic 

V Sales 

V Market Share 

V $$$............... 



Copyright © 2011 Constant Contact, Inc. 7 

E. St. Elmo Lewis  

(1872ï1948) 

Marketing 101: A.I.D.A  

Arthur F. Sheldon 

(1868 ï1935) Hope Is Not a Strategy 
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Evolution of Media  

The Era of 

Broadcasting 

The Era of 

Conversation 

Technology has fundamentally changed the way we 

Connect and how we Discover & Share information 



Sharing Is The Cool New Thing  

75% of people are likely to share content they 

like online with friends, co-workers or family 

 

 

 

 

 

 

é.49% do this at least weekly 
 

+30 billion pieces of content  shared Facebook each month 

 
9 *Chadwick Martin Bailey  Consumer Pulse 2010 (n= 1504)  
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These Guys Are Mad  
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We Donôt Trust Brands é WoM Rules 

Source: Neilson Global Trust in Advertising Survey, 2007 

 



Levels of Influence  

12 
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Influence  

Quotes 
Paid  

Media 
 

ÁBrand pays to 

 leverage a  

channel 

 

ÁExamples:  

Newspaper Ad 

TV Commercial 

Sponsorships 

Display Ads 

GroupOn(s) 

 

Owned 

Media 
 

ÁChannel     

controlled 

 by the brand 

 

ÁExamples:  

Website 

Blog 

Email List  

FB Page 

Twitter Acct 

 

Earned 

Media 
 

ÁCustomer  

 becomes the      

channel  

 

ÁExamples:  

Forward 

Like 

Retweet 

Check-in 

Stumble 
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It Takes Relationships to Build a Business  
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New Media = New Imperative  

Amplify Earned Media by  

Building Quality Relationships  
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Engagement is the Key  

Engagement is not just a piece of the puzzle, 

it is the lynchpin to success 
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ÁBrand pays to 

 leverage a channel 

 

ÁExamples:  

TV Commercial 

Newspaper Ad 

Sponsorships 

Display Ads 

GroupOn(s) 

 

Paid Media  

 

 

ÁA Channel controlled 

 by the brand 

 

ÁExamples:  

Website 

Blog 

Email List  

Facebook Page 

Twitter Account 

Owned Media  

 

 

ÁThe customer  

 becomes the channel

  

ÁExamples:  

Forward 

Like 

ReTweet 

Check-in 

Stumble 

Earned Media 

The Roles  of Media Have Changed  

Catalyst to create 

awareness & feed 

Owned Media 

Assets to engage, 

build relationships & 

spark WoM 

Listen,  Respond & 

Engage to encourage 

continued advocacy 



New tools have changed the game  

 
Find 

Convert 

Keep 
 

 
Find 

Convert 

Keep 
 

Traditional 

Marketing 

Engagement  

Marketing 
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FIND 

MORE 

ñFlip The Funnel: Retention is the New Acquisitionò 

- Joe Jaffe (@jaffejuice) 
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Fundamental Principle #1  

You Have Limited Control  

Over Your Brand 
 

 

 

 

 

 

Your Customers Define Your Brand 
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Fundamental Principle #2  

You Must Provide a  

Great Customer Experience 
 

 

 

 

 

 

There is No Marketing Cure for Sucking 

 
ñHe who profits most, who serves bestò 
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Fundamental Principle #3  

Relationships Matter 

 

 

 

 

 

 

You Must Earn Permission to Engage 

 

 

 



The Importance of Permission  

21 
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Why is this valuable? 

ÁPermission = Consent 

ÁPermission = Intent 

ÁPermission = Anticipation 

 

ÅForms of Permission 

ÁOpt-in with email address  

ÁFacebook Like  

ÁTwitter Follow  

ÁLinkedIn Connection 

 

 

Permission Marketing is centered around obtaining 

customer consent to receive information  
 

Source: SethGodin, @sethgodin 



Engagement Increases Sales  

Likelihood to Buy 

51% 68% 

ExactTarget, "Subscribers, Fans and Followers: The Collaborative Future." September 8, 2010 

68% 



Engagement Increases Referrals  

Likelihood to Recommend 

53% 64% 

ExactTarget, "Subscribers, Fans and Followers: The Collaborative Future." September 8, 2010 

69% 
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Referrals  Influence Purchasing Decisions  

51% of the U.S. sample  

of the survey had 

purchased a product 

based on an online 

recommendation.  
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Email &  Social Media = Engagement  

Both are forms of Permission Marketing 

Both facilitate Relationship Building 

Your audience wants choices 

 

 

They work best when Integrated into a 

complete Engagement Strategy 
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The Power of Social  

1. Increases the depth of relationships (ie: loyalty) 

2. Generates incremental purchase behavior (ie: sales) 

3. Leverages peer-to-peer influence (ie: Word of Mouth) 

 

 

 
 

  

 

 

 

Source: ComScore & Facebook 

Fans 

40x ï 130x 

No. of Fans  Friends of Fans 

Non-Fans 

~750 million 

Users 
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The Truth About Facebook Pages  

96% of fans never revisit fan pages 
 

Fans are 40-150x more likely to see 

your post in their News Feed 

 

 
 

~90% of fans never see your content in 

their newsfeed 

  

 

 

 

Source: Jeff Widman, BrandGlue.com 
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EdgeRank  and News Feed Optimization  
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The Inbox vs. The NewsFeed  

The NewsFeed Black Hole   
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The Inbox  and the News Feed  

Email is still the best way to get your message heard 

 

 

 

 Social Media is the best way to get your message shared 
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Email &  Social Media Work Hand -in -Hand  

Email Lights the Fire 

Social Fans the Flames 
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Email + Social  = Better Results  

Faster List Growth 

14.4% for  Email + Social  vs. 8.9% for those just using Email 

 

Larger Average List Size 

53.0% larger  for those using Email  + Social 

 

Higher Click-through Rates 

5.7% greater for those using Email  + Social 

 

 

 

 

Source: Constant Contact; August 2011 
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Simple Share 
 
Social Share Bar 
 
Insert Video 
 
Insert Blog 

Social Features to Expand  Your Reach  
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Follow Me Templates 
 
Follow Me Buttons 
 
Newsletter Sign Up 
App for Facebook  
 

Tools to Grow Your  Audience  
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Social Stats 
 
 
 
NutshellMail 
 
 
 

Tools to Monitor  
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Doing it Well: A Lesson from 
the Real World of SMBôs 



Meet Dingo  

Dingo had 333 Likes on 

Facebook & 8,934 Email 

subscribers 

 

They wanted to get to 

5,000 Likes & add more 

email Subscribers 

 

Dingo decided to launch 

their own ñGrouponò 

Campaign 



Dingo uses email to light the fire é 

Dingo sent an Email 

Campaign to 8,934 

subscribers 


