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Email
Return

$43
Source: Direct Marketing Association

for $1 spent

of

Customer Lifetime Value

-40%

-20%

0%

20%

40%

60%

Average 
CLV

Organic  
Search 
+54% CPC 

+37%
Email  
+12% Affiliate  

+8%
Display  

+1%
Facebook  

+1%

Twitter  
-23%

Source: Custoria



It requires
6-8

Source: Salesforce.com

to generate a viable lead.
 contacts

Yours.

The Best Email List?

Build Your List
Your Own Marketing

Contact Information  
Lead Forms 
Offers 
Downloads 
Blog subscription 
Phone Inquiries

Lightbox Pop-Up
Usually shown to 

non-subscribers at 
intervals, many 

sites have claimed 
75-80% 
increases in 

subscriptions



10% increase in Subscriptions!

Value Proposition

Value Proposition
What’s in it for me?



Which has Value?
Subscribe for Updates FREE PDF Travel Guide

Join Monthly Newsletter Traveler Top 10 Experiences

Subscribe Join our Frequent Traveller Club!1Explode Your Engagement 
by Automating Simple, Repetitive Messages

Marketing Automation
Drip Campaign

Consideration

Lead Nurture

Welcome 
Series

Lead 
Series 

#1
Lead  

Series 
#2

Closing 
Series

Response  
to Offer

 Familiarize the subscriber with your emails 
 Drive immediate response 
 Keep new customers engaged longer

Welcome Series



Welcome Series: higher engagement

Unique Opens Unique Clicks
Informational Welcome Promotional Source: Experian, Digital Marketer Report

24.6%

33.7%

9.2%
6.5%

10.3%

1.8%

Welcome Series
First Email

Welcome Series
Second Email

Triggered Email
Based on visitor behavior



“Thank You”

Auto-responder Welcome Series

Added to 
CRM

Receipt / 
confirmation

Customer receives 
Welcome 1

Customer receives 
Welcome 3 

survey/upsell/feature

Customer receives 
Welcome 2

Immediate +7 days +14 Days +45 days

New  
Subscriber/ 
Customer/ 
Prospect/

Integrated 
ESP 

automates 
messages

Welcome Series Benefits

Open 
Rate 

Click 
Rate 

8x
Revenue 

$ 

5x4x
Source: Inbox Group

Marketing Automation:

Open Rate 

CTR

57%
26% 2Flatten your Sales Funnel 

by Coordinating Planned Communications



Automated  
Relationship  
Series Booking Confirmation

Upgrade Offers 
-1 month out from stay

Hotel Dining & Amenities 
-1 week out from stay



Pre Check-in 
Morning of Reservation

Online Check Out 
Morning of Departure

Survey Invitation 
+24 hours after checkout

Thank You   
-Book Again 
-Subscribe 
-“Share” 
+48 hours after checkout



“Thank you”  
subscribe/ 

join/purchase

2.5%
3%open

click

6x
higher 
revenue 
per email

“Thank you”  
in addition to  

order  
confirmations

“Thank you” Series 3Close More Deals 
Focus on the Right Leads 
at the Right Time

Lead Capture
Inbound Marketing 
Webinars 
White Papers 
PPC Campaigns 
Display Advertising 
Subscription Offer 
Retargeting 

Marketing Automation:
Lead Nurture

Marketing Automation:

Implicit Data Explicit Data
Body Language 
Response to music 
Dress/Style 
Jewelry/Make-up 
Status 
Responses to conversation 

Name: (interest) 
Phone Number: (contact) 
Conversation: preferences 
Data: status, likes, interests 
Disclosure: looking for? 

Building a Relationship



Marketing Automation
Drip Campaign

Consideration

Lead Nurture
Welcome 

Series Lead 
Series 

#1 Lead  
Series 

#2

Closing 
Series

Implicit Data Explicit Data
Referring Content 
Clicked links in email 
Interests based on browsing 
Pages Viewed 
Complete lead form 
View ‘Pricing’ page 
Register/Attend webinar 
Watch video 

Registers: Name/Email/Biz 
Lead Form: Interests/Demo 
Business data: Type/status 
Survey Data: Needs 
Qualifications: Job Title 
Urgency: Timing 

Lead Nurture Data
Marketing Automation:

Lead Scoring
Actions (implicit) Actions (explicit)

ACTION SCORE
Page View 1
Subscribe 10
Click email link 2
Download WP 4
Register for Webinar 2
Attend Webinar 6
Case Study Pages 1.5
View Pricing 4
Video view 1.5
Subscribe Podcast 2
download podcast 2
search 1
search co. name 4
search product name 4
survey complete 8
page views/day 1
page views/week 1
social share 1.5
comment 2

ACTION SCORE
Title 12
Company Name 8
Company Size 6
Company Revenue 10
Timeline for Purchase 10
Location 8
Budget 10
Purchase/Decision Process 8
Organizational Structure 6
Competitors 6
Products Needed 10
Current Issues/Problems 9
Other Vendors 9
Lead Source 6
Purchase Authority 12

Fits ideal profile

Company 
Business 

Title 
Employees 
Revenue 

Expressed Needs 
Timeline 
Budget 

Current Solution 
Purchase Authority 

Urgency 
Content 

Scoring Data

High Score

Top Target

Fits good profile
High Score

Target

Not ideal profile

High Score

Non-Target

Tim
e

Right Lead? 
Position Title 
Purchase Authority 
Purchase Influence 
Timeline 
Recent Visits 
Frequent Visits 
Specific Pages 
Content Downloaded 
Buying Cycle 
Current Solution



If This, Then That (ITTT) Segment B
Marketing Automation

Nurture Campaign

Consideration
Welcome 

Series

Lead 
Series 

#1

Lead  
Series 

#2

Lead  
Series 

#2

Lead  
Series 

#1
Lead  

Series 
#3

Segment A

Lead  
Series 

#3

Introduction: Rapport 
Questions: Feedback 
Specific Question: Segmented Data 
Data-Gathering: Lead Qualification

Marketing Automation:
CLOSE THE PROSPECT 4Cross-Channel Marketing 

Make Email & Facebook work together



Email
Return
$43

Source: Direct Marketing Association

for $1 spent

of
Use Facebook to Build Your 

Email List 
- or -  

6 Ways Businesses Fail 
on Facebook 

#1 Call to Action

#2 
Email tab  

Integration



#3 
Add Call to Action  
in Header image

Make Fans Subscribers

#4 
Pitch Exclusive  

Content by Email

#5 
Promote Published  
Email Newsletters #6  

Drive Subscriptions  
in the About section



#7  
Contests!

Cross-Promotions

77% more email opens when running coordinated 
Facebook ads

Source: Salesforce Retailer Test

Ads  
Only  
27%

Email  
Opens 

18%
Combined 

16%

Increase Subscriber 
Engagement

Use Facebook to Engage Your Email List 

Create Custom 
Audience from 

Email List



Source: Salesforce Retailer Test

Email openers were 22% more likely to convert  
when seeing simultaneous Facebook ads

Retarget Your Email List 5Develop Your “Best” Customers 
by Giving Personalized, Localized and Customized Offers

Power User 
Partner/Advocate Series

Renewals

No activity 6 months before renewal

Membership Activity

High activity (purchases, webinars, interactions) 

“At Risk” Churn 
Re-Engagement Series

Frequent User 
Upgrade/Upsell Series

Automating Advocacy

Top 20% of Customers
RFS = Recency, Frequency, Spend

Influencers
Business, Social Media, Personalities

Loyalty
Loyalty program, Club, Benefits



Customer Data: CRM
Marketing Automation:

Acquisition Sources 
Lifetime Customer Value 
RFS: Recency, Frequency, Spend 
Transaction History 
Communication History 
Activity History 
Lead/Customer Scoring Data 
Segments 
Custom Data 

Discovery Consideration Commitment Retention Advocacy

The Customer Journey
Marketing Automation:

Lead Capture Lead Nurture Customer  
Management

Retention/  
Re-Engagement Referrals

WiredToBeWowed.com

Business Card

Presentation 

$3.99 Amazon Kindle

$10 Print version TODAY    ($12 +tax CC)

Get a link to download the 
presentation, resources and 
references in this session.
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