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Constant Contact Spring 2011
Attitudes & Outlooks Survey
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We Want Moreé

Customers

Clients

Donors / Members
Website Traffic
Sales

Market Share

Copyright © 2011 Constant Contact, Inc.
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Marketing 101: A.I.D.A Constant Contact’

Connect. Inform. Grow.

awareness

interest
E. St. EImo Lewis
. (1872'|' 1948)
desire
action

Arthur F. Sheldon

Hope Is Not a Strategy (1868 1 1935)

Copyright © 2011 Constant Contact, Inc. 7
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The Era of The Era of
Broadcasting Conversation

Technology has fundamentally changed the way we
Connect and how we Discover & Share information

Copyright © 2011 Constant Contact, Inc. 8
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Sharing Is The Cool New Thing Constant Contact’
Connect. Inform. Grow.

/5% of people are likely to share content they
like online with friends, co-workers or family

e. 49% do thi s at |
+30 billion pieces of content shared Facebook each month

9 *Chadwick Martin Bailey Consumer Pulse 2010 (n= 1504)
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We Donot Trust Brands ,-q
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Connect. Inform. Grow.

Sources New Customers Use to Find Them According

We have reached a point where: to US Small Businesses, March 2011
of people % of respondents
trust ads

Word-of-mouth

Search engines/internet

of people —
trust consumer Advamsmg 37%,
recommendations IRTT—— 21%

| 23% MNewspaper/magazines

Storefront

Gwer B

Source: A.mmcanEmmssﬂFﬁ'.rmd!iEMPﬂ “Small Business Search
t* March 23, 2011

1261463 Wi efarketer com

Source: Neilson Global Trust in Advertising Survey, 2007

Copyright © 2011 Constant Contact, Inc. 11
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Levels of Influence

Influence
Paid Owned Earned
Media Media Media
A Brand pays to A Channel A Customer
leverage a controlled becomes the
channel by the brand channel
A Examples: A Examples: A Examples:
Newspaper Ad Website Forward
TV Commercial Blog Like
Sponsorships Email List Retweet
Display Ads FB Page Check-in

GroupOn(s) Twitter Acct Stumble

12
Copyright © 2011 Constant Contact, Inc.
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New Media = New Imperative 27 Z
Constant Contact

Connect. Inform. Grow:

Amplify Earned Media by
Building Quality Relationships

Copyright © 2011 Constant Contact, Inc
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Engagement is the Key Constant Contact’
Connect. Inform. Grow.

Engagement is not just a piece of the puzzle,
it Is the lynchpin to success

brbpyright © 2011 Constant Contze
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Paid Media Owned Media Earned Media

The Roles of Media Have Changed

ABrand pays to A A Channel controlled AThe customer
leverage a channel by the brand becomes the channel
AExamples: A Examples: A Examples:
TV Commercial Website Forward
Newspaper Ad Blog Like
Sponsorships Email List ReTweet
Display Ads Facebook Page Check-in
GroupOn(s) Twitter Account Stumble

Catalyst to create

Assets to engage, Listen, Respond &
awareness & feed

Owned Media

build relationships & Engage to encourage
spark WoM continued advocacy

Copyright © 2011 Constant Contact, Inc. 16
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New tools have changed the game Constant Contact’
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Traditional Engagement
Marketing Marketing

ANFl 1 p The Funnel: Retenti on
- Joe Jaffe (@jaffejuice)

Copyright © 2011 Constant Contact, Inc. 17
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Fundamental Principle #1 """E,
Connect. Inform. Grow.

You Have Limited Control
Over Your Brand

Your Customers Define Your Brand

Copyright © 2011 Constant Contact, Inc.
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Fundamental Principle #2 "f”z,
Constant Contact

Connect. Inform. Grow:

You Must Provide a
Great Customer Experience

here is No Marketing Cure for Sucking

Copyright © 2011 Constant Contact, Inc. 19



Fundamental Principle #3

Connect. Inform. Grow.

Relationships Matter

You Must Earn Permission to Engage

Copyright © 2011 Constant Contact, Inc.
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Permission Marketing is centered around obtaining
customer consent to receive information

Why is this valuable?
Permission = Consent
Permission = Intent

Permission = Anticipation

Forms of Permission
Opt-in with email address
Facebook Like
Twitter Follow

LinkedIn Connection

Source: SethGodin, @sethgodin

Copyright © 2011 Constant Contact, Inc.




Engagement Increases Sales Constant Contact’

Connect. Inform. Grow.

Likelihood to Buy

51% 68%

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



Engagement Increases Referrals Constant Contact’

Connect. Inform. Grow.

Likelihood to Recommend

53% 69% 64%

ExactTarget, "Subscribers, Fans and Followers: The Collaborative Future." September 8, 2010
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Referrals Influence Purchasing Decisions

Online Influence on Purchase Process

80% -

70% 51% of the U.S. sample

| of the survey had
purchased a product

e based on an online

40% - recommendation.

0% -

20% ~

10% -

0% -

Leamed of a New Product Purchase Product Based on Recommended Product
Online Online Recommendation Through Blog/Online Review

Source: Deloitte, State of the Media Democracy

Methodology: Online survey of 9,067 people in the U.S., :tMarkctinSPers
Germany, UK, Brazil, Japan, December 2009

Copyright © 2011 Constant Contact, Inc. 24
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Email & Social Media = Engagement

Both are forms of Permission Marketing
Both facilitate Relationship Building

Your audience wants choices

bt + K2

They work best when Integrated into a
complete Engagement Strategy

Jref = success

Copyright © 2011 Constant Contact, Inc. 25



The Power of Social

Constant Contact’

Connect. Inform. Grow.

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)

~750 million
Users
Non-Fans
40x T 130x
Friends of Fans No. of Fans

Fans

Source: ComScore & Facebook

Copyright © 2011 Constant Contact, Inc.
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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

‘?ﬂ = lgg ) :‘4“31

4 T ioe nite m{mf"\\m 6
- .. N
L G ’:[m,,, NEWSFEED. M’*’“ﬂf

-
-
Foie s Ll
-
-
-
e,

~90% of fans never see your content in
their newsfeed

J!I!!% i
Source: Jeff Widman, BrandGlue.com brandgiue

Copyright © 2011 Constant Contact, Inc. ‘ ‘ 27



EdgeRank and News Feed Optimization

Copyright © 2011 Constant Contact, Inc.

Get EngagediTo Facebook
Using News Feed Optimization

How long ago was it posted?
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1 Ethan Bloch

When using the publish_stream Facebook publishing permission to post content to an
authenticated users stream, does the corresponding post only show to friends of
there's that also have the application installed?

Like * Comment - Subscribe

L) View all 5 comments

‘Kevin Li since it's non-gaming itll show up in the top news based on

MFQ, will always show up in Most Recent, and persist on the user's wall
oo b

for stalkers

February 5 at 8:01am * Like

Jeff Widman Most recent only shows the 250 dose connections. .. if

0 b the person has say 1000 friends, and comes from the 750 more distant,
" than won't show up there. (FB had a setting for a while where you could
change from 250 to more people, don't know if that's still there—
regardless, most users don't),

Similarly—mabile uses most-recent, so it is something to pay attention to
February 7 at 12:33pm - Like = &3 1 person

Write a comment...

Clder Posts I
1-123 of 237 posts * Share * Report Group I
h I I I IS IS I S S S e s ..

The NewsFeed Black Hole

Copyright © 2011 Constant Cont®
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The Inbox and the News Feed

Email is still the best way to get your message heard
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Connect. Inform. Grow.

i Chase Your credit card statement is available online - E-mail Security Information. Chase logo Welt 5:14 pm
H Schwab Alerts My Closing Summary for April 19, 2011 (Personal trading) - Charles Schwab & Co, Inc. Eme 4:46 pm
H Nathan Latka [Social Marketers] would there be any interest around a "hyper"... - MNathan Latka posted in 4:07 pm
Helen Todd [Social Marketers] For those in the NYC area thought I'd pass along... - Helen Todd posted 3:53 pm
Twitter Direct message from Karen Betty - Twitier Thanks for the follow, 'm realy looking forward to ir 3:44 pm
H United Offers and Announ. Use mobile boarding and protect an acre - |/se mobile boarding on Earth Day - Friday, April 2 3:01 pm
i Bed Bath & Beyond Bridal. You're invited to see our invitations - Bed Bath & Beyond® NEW! Bridal Invitations and Static 2:34 pm
Facebook "Solo Exposicion en BoConcept SOLO SHOW" sent you a message on Facebook... - Ricz 215 pm
Penn Alumni Admissions R. Penn Alumni, You're Invited! Deceding Selective Admissions - Having trouble viewing this e 2:04 pm
i Schwab Alerts Market Alert - Credit Suisse Last Edition - U.S. Alert for April 19, 2011 - Charles Schwab Cr 1:52 pm
i About.com Electronics & . About Electronics & Gadgets: How-Tos and Reviews - [f you can't see this email, click here, 1:05 pm
About.com Today About Today: Get in Shape for Summer - [ you can't see this email, click here About.com Tod 11:54 am
H SUBWAY(R) Restaurants mark, hurry to get your free sandwich - View as a web page Forward to a friend Follow us on 11:27 am

Social Media is the best way to get your message shared

Copyright © 2011 Constant Contact, Inc.
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Email Lights the Fire

Socilal 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

Copyright © 2011 Constant Contact, Inc. Source: Constant Contact; August 2011 32
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Simple Share

Simple Share Accounts: Add ~ | Manage

SOCiaI Share Bar “;efewould;unkem:mwurmge?
4§ L

Preview and update your 2 messages.

Insert Video o

My social email!

| Check out my latest Constant Contact email.

# Use thumbnail

Insert Blog

t WebAndTech

| My Social Email! http://conta.cc/eiwbQp ﬁ
J

0 cose

Copyright © 2011 Constant Contact, Inc. 33
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I AM SOCIAL! m

Lorem ipsum dolor sit amet, consectetur
Find us on Facebook [} ] adipiscing elit. Vestibulum nec leo nulla, et
porta odio. Suspendisse potenti.
w Social Media Links
| s e d ol 2, AR » . .
A s “9 - - rem ipsum dolor sit amet, consectetur
dipiscing elit. Vestibulum nec leo nulla, et
orta odio. Suspendisse potenti.
Facebook wentismey

Newsletter Sign Up | g wnkean

In A Pickle Restaurant » Join My List

App for Facebook vty | oo
®e Flickr
Blog

You. Deals and coupons

m YOUTUDe Charity and Community project information
Wieekly Specials

and rmuch more!

Tools to Grow Your Audience

Follow Me Templates

Follow Me Buttons

Enter your email address to join our mailing list:

Copyright © 2011 Constant Contact, Inc. 34



Tools to Monitor

Social Stats

NutshellMall

Copyright © 2011 Constant Contact, Inc.

Constant Contact’

Connect. Inform. Grow.

Social Stats
364 Page Views Where does this data come from?
FB Shara
[ Facebook Share &y Facebook Like 3 Twitter [ Linkedin (Other)
68 28 16 4 0 =
Rkl 116 Total Shares Conaratulations, your email went sociall
Twitter
FB Like
. L3
& NutshellMail Cwitter @nutshelimail ()
e Constant Contact’ Customize Add Searches | F g: 2579 Followers: 2398 Updates: 829 et
Nowioms: 0312 & 24 ;
48 Pagelives 15 New likes o

A vy Posts

450 Page views 8 New comments
(These are yesterday's stats )

s . Constant Contact What's the best customer servic|
‘ Ost 15, 454 PM
=

& 8 people like this.

s~ Constant Contact Yes or No: Do you use Twitter td
‘ The Business Impact of Twitter: It's Come 2 Long Way
Www, constanicontact com

While many paople stil cling to the unfortunate onginal uses
eating lunch today?) a3 3 reason to stay away, the fact is th
microblogging service — 200 milon of them — it can be 3 oo
de.

€] 022 20. 10:05 AM

&) 14 people like this.

[ April Love | have an account but find my clients dol
A Al cive 3 Tw"t about it. No real value to my business. |

seems Wke 3 waste of time and 3 toy for kids
Oct 20, 2:47 PM

B Kelly Driske! Yes. its slowly, very siowly working

Ol O:120, 251 PM

@nutshelimail @rschwager Thanks for sharing this great post: Email Finally Emerges as a Platform
http://bit.ly/bqW3Mx

’ New Followers Customize
. a
tommypjr sjtusv
(nEiowy)
(@ Latest Replies (Limit 20) Change Customize

SoravJain @iVinay Great. Few more apps that | adore on Facebook from Marketing Per se:
@NutshellMail @wildfireapp @involver Thu 09/02 03:11 AM
|__Reply || Retweet |

(FoLLow

@ Search Resuits for "nutshell mail" (Limit 200) Change Customize

iVinay: @SoravJain Wild Fire & Nutshell Mail was something | wasn't aware of, thanks for
listing them! 7hu 0902 0618 AM




Doing it Well: A Lesson from
t he Real Worl

Copyright © 2011 Constant Contact, Inc.
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Dingo had 333 Likes on

; About Us | Buy Dingo | Product Reviews | Ask Dingo | Dingo Dogs | Mewsletter | Customer Service
Facebook & 8,934 Email
subscribers

Home

Login | # Cart
VT v 357

i~

THE BIG TASTE

They wanted to get to
5,000 Likes & add more
email Subscribers

Dingo decided to launch
their own AGroupono

Ask and Answer
Dingo Wants Your Opinion! Ask Dingo!
Share & read reviews about Dingo Submit questions, get advice,
from other dog owners. share answers about Dingo.

lesEasyas 123 1Y iosccclnioni
2

Dingo Dog Owner Stories Dingo Dog Photos Special Offers and Promotions

Read Stories About Share Your Snapshots Get the Dingo Newsletter

Other Dingo Dogs Check out these photos of Dingo Get special promotions and
Lover Dogs! Upload the photo of coupons, win free product, and
1 M your Dingo Lover! get helpfulinfo for your dog.
View Photos! Sign Up Now!
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nNngo uses emai l

Dingo sent an Email
Campaign to 8,934
subscribers



