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Leveraging Social Media 
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Introduction

This presentation has three partsé
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1

2

Connecting to build 

customer relationships

Informing people who 

will buy in to your 

message

and share it with others

3 Growing your business

with engagement 

marketing



1 CONNECT
Section

Email Marketing Basics
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ÁConnecting with your customers

ÁEngaging in profitable
customer communications

ÁUsing email and social media as 
components of  an engagement 
marketing strategy
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Why Engage?
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Q. Where will the majority of next 
monthôs business come from?

A. Existing customers



Why Engage?
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Q. What is your best source for 
new business? 

A. Existing customers

Engagement Marketing is using 
technology to make ñitò happen



ÁEmail marketing

ÁTrusting relationships

ÁEarly relationships

ÁEncourage broader relationships 

through SMM

ÁSocial media marketing

ÁNew relationships

ÁNew prospects

ÁEncourage deeper relationships 

through EM

3 Steps to Building Relationships
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Step 2:

Connections that enable

ongoing dialog

Prospects

Customers

Step 1:

Great customer

experience

You

Step 3:

Content that engages

and spreads

Followers

Friends

Friends

Followers



Marketing Today = Building 

Relationships



Suspects

Five Types of People
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Customers DisinterestedProspectsRaving Fans



$

ÁTimeé Moneyé Energyé Effort

ÁTakes 7 touches, on average, for a sale to occur

ÁSome buy right away

ÁOthers research and try

ÁSome show interest but donôt trust you

Acquiring Customers
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Keep Customers Coming Back

ÁThe value of a customer

ÁYouôve already paid for them

ÁItôs 6-7 times more expensive to gain 

a customer than to retain a customer 1

ÁThey spend more

ÁRepeat customers spend 67 percent more 2

ÁThey are your referral engine

ÁAfter 10 purchases, a customer has 

already referred up to 7 people 2

11

Sources:

1. Flowtown, 2010

2. Bain and Company
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Why Email?

ÁBecause almost everyone your business 

needs to reach reads it:

Á94% of Internet users between the ages of 18 and 

64 send or read email

ÁAn even higher number of users ages 65 or older do the same 

Á61% Use a social networking site

Á147 million people across the country use email, 

most use it every day

12

Sources: Pew Internet and 

American Life Project 2010
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Why Email?

ÁItôs cost-effective: Direct mail vs. email

ÁFor the same response, direct mail costs 20 TIMES 

as much as email 1

ÁEmail ROI is the highest when compared 

to other internet marketing mediums 2
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1 Forrester Research, Inc.

2 Direct Marketing Association
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Email Marketing Is Noté
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Junk email

Unsolicited and unwanted email

Email from an unknown sender

Dubious opt-out (if any)
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SPAM



Email Marketing Isé

ÁDelivering professional

email communications

ÁTo an interested

audience 

ÁContaining information 

they find valuable

15Copyright © 2011 Constant Contact, Inc.



Basics of Email Marketing

ÁSetting expectations

ÁHow many emails sent

ÁWhen are emails sent

ÁWhat type of information

ÁDelivering on promises

ÁMatching expectations

ÁProviding relevant content

ÁAbiding by CAN SPAM Act

ÁGaining permission

ÁDo they know me?

ÁDo they care?

ÁUtilizing professional services
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Regular Email vs. Email Service 
Provider

ÁStandard email programs

(e.g. Outlook, Hotmail) 

ÁLimited # of emails sent at 

one time

ÁNo formatting control

ÁList break up more 

susceptible to filters

ÁNo cohesive branding

ÁNo tracking and reporting of 

email results
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Regular Email vs. Email Service 
Provider

ÁEmail marketing services 

automate best practices

ÁProvide easy-to-use templates

ÁReinforce brand identity

ÁEmail addressed to recipient 

only

ÁManage lists ïadding new 

subscribers, handling bounce-

backs, removing unsubscribers

ÁImprove email delivery, track 

results and obey the law
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Email Basics Checklist

Ask yourself before you begin email marketingé

Do repeat and referral customers help your business?

Do you have a plan for delivering multiple communications?

Is your audience interested in your message? 

Is it valuable to them?

Can you make your emails look professional and reflect 
your brand?

Do you have an Email Service Provider to help manage 
your strategy? 
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1 CONNECT
Section

Building a Quality Email List
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ÁThe benefits of permission-
based marketing

ÁBuilding a valuable contact list

ÁKeeping your list current



Consumers Define Spam
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Build Your List Where You 
Connect
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Customer & Prospect Database

1

2 3

4

Incoming or 

Outgoing Calls

Events

and Meetings

Place of Business

Guest Book

5

Online 

Presence

57% of consumers will fill out 

a card to receive email alerts 

when asked to by a clerk at a 

local small business.

Source: Transact Media Group
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Email 

Signature

K Smitheen 



Integrate Email Marketing and 

Social Media Marketing 
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Make a Join My Mailing 

List available on all 

social media platforms.

Make social media 

buttons a consistent 

part of all emails.


