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Implementation:
Bringing it All Together -
Your Plan & Technology

Suzi Dafnis

CEO, HerBusiness

*
‘éjo" Get the Email Marketing Edge HeR
A with Michelle Falzon & Suzi Dafnis




K . )
Tuests

Tell me, which best describes the stage

:EY’"Y S that your business s at?
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Twitter
PA Use Hashtag: #emailedge

Follow: @suzidafnis @michelle_falzon
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Use the Question Box to Ask
Your Questions

Question Here ————
Tor A ntence 9 «—— Click Send
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We Are Content
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What's Happening In The Portal

Hallo Michele,

emall marketing - we've got
lots to lear!
current CAM

(Logrand 6.5.19)is

Sofar we types for
and puting them under a *type” of the ollowing:

Boginner Business.

Oniine Store - notyet professional
Oniine Store - Professional and successful

‘Shop Owne - this would be an ideal client (could be anloyal customer we've had for years or a new
customer that has found us)

s our avatar?
“who's and wanis' rogroup our current
Maichimp ist?

Quit Backings- ongarm
quiters and shop owners.

Kind Regards

Tizah
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What's Happening In The Portal
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What's Happening In The Portal

@ Moy Michele Faizon - a day ago
@ Hi Michelle, | have just signed up to the free trial - yes we are only direct to customers.
Thanks for looking at the pricing structure.

In regards to segmentation, | would like to segment my customers to those who are
interested in bedroom furniture, living room furniture, children’s bedrooms, dining rooms
or only homewares (cushions, throws, etc.). Also those who are building a house or
renovating, those you require full room packages and those who are downsizing. In
order to do this, do you suggest | have questions on the optin form so they will have to
select which group they are in?

~ v - Reply - Sharo.
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What's Happening In The Portal

product and
apart
markets.
ideal client.
bt we al know at
ps) but
i ssue)

Clear as mud)
thanks Deb
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What's Happening In The Portal

B s v,
ol s et 10day Oreie)Coesv Convrstons el 197 (rcucding GST)

Currontset-up and in lace.

5 Webpages wih webnar example ips:/essbookmediatorcom,
A pages have the same ayout

st for yourno itps: one,
When my potentis liet goss o exit the web paga they et a pop-up bos tht sas,

Increase your confidence.

and guid you through the worid of workplace communicatons.
Gheck out our 10 day chaliage

They complee the form

Button - Find outhow

This akes them through tothis page tp/conesiveconersations.g

* they click through they go through to the payment pages.
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What's Happening In The Portal

Tess Brook = Michelle Falzon - 14 hours ago

& Thanks Michelle, it is interesting how | am hesitate to be my own expert. Happy for
other people to position me as such. The time has come. For the first time | don't think
it frightens me. | have immediately thought of two angles for marketing, one around
confidence the other around responding vs reacting. Two different angles for two
different webinars. nee dto play with the titles.
A v . Reply - Share:
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@ oo
Hi Michelie and Suzi
Sy micro b e and B lunch salads and hand deliver them
twice a week. They sell for $10 o $15, with a §5 ‘treat’ option. The ‘what’ and ‘who! are very clear to me and |

have a list of my main avatar’s pain and pleasure points.

1 sand out weekly menus each Sunday night with a link to the order page on my website. There are 72 people
on my emaillist. Opens are about 47 % and clicks are 12 %. About 10 are diehard regulars who | reward
regularly with free treats (and who P've questioned in a survey).

To get the remaining peaple offthe fence do | stop sending them weekly menu emails and start nurturing?
Or, do I offer them a free treat’ incentive with their irst order? If they don't bite, then what? Offer the freebie.
‘again the next week? Or ramp it up and offer a free salad?

I'm tempted to start the nurture process (reassure) and end with a menu (move forwarc) over a couple of
weeks.

Many thanks for any feedback
Sandra

Mostly Plants
Bendigo
| missed most of the live Part 3, so Il go there now, seeking answers.
< A v - Reply - Share
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Email Marketing Edge System
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Your Email Marketing Is Part Of An
Ecosystem
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Technology gives you leverage
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Technology

+ CRM=
Customer Relationship Management
+ Customer Details L N
«+ Sales History A \/
« Contact History o
« Notes

. Status \
N
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Technology

« EMS=

Email Marketing Platform

. Campaign Management
- Automated emails

Get the Email Marketing Edge HEeR

W wihMichelle Falzon & SuziDafnis  Gusmess

v
Zo
-

Technology

« CRM=

Infusionsoft \/\/

HubSpobt ‘
ONTRAPORT |
N
. » ActiveCampaign >
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Technology

« EMS=
% GetResponse

(@B AWeber
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Planning Gives You Clarity
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3-Part Planning Process
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Introducing Our Case Study
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3-Part Planning Process

« Annual Marketing Plan
« Broadcast Email Marketing Plan
« Autoresponder Email Marketing Plan
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3-Part Planning Process

« Annual Marketing Plan
« Broadcast Email Marketing Plan
« Autoresponder Email Marketing Plan
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Annual Marketing Plan

« Includes all your major promotions

» Includes things you do regularly

« May change but great if you refine your
planning so you can commit to this plan
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Annual Marketing Plan

« When mapping this out, a great way to
think about how to plan things over the 12
months is...
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Annual Marketing Plan

« What are we going to do...
- Daily
+ Weekly
« Monthly
« Quarterly
« Bi-Annually
« Annually

. *
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3-Part Planning Process

- Annual Marketing Plan
- Broadcast Email Marketing Plan
« Autoresponder Email Marketing Plan
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What's the Difference?

» Broadcast vs Autoresponder?
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What's the Difference?

« Broadcast =
« Specific send date and time
« Ideal for time-related events — eg
Christmas sale, live training, start of
the summer detox, store opening
« Not necessarily based on any action
by the recipient
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What's the Difference?

. Autoresponder =
« Automated email sequence triggered
by specific actions
- Can be any length from 1 email to
100 or more
« Setintervals

*
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What's the Difference?

- If in an Autoresponder limit or don’t send
other emails
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3-Part Planning Process

- Annual Marketing Plan
- Broadcast Email Marketing Plan
« Autoresponder Email Marketing Plan
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Broadcast Email Planning Process

« Specifically how you will support the
Annual Marketing Plan

« Email centric

« 90 Days

with Michelle Falzon & Suzi Dafnis
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Broadcast Email Planning Process

« Step 1 - focus on your annual plan
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Broadcast Email Planning Process

« Step 1 - focus on your annual plan
« Step 2 — open your Broadcast Email
Planning Template

B
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Broadcast Email Planning Template
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Broadcast Email Planning Template
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Broadcast Email Planning Process

« Step 1 - focus on your annual plan

« Step 2 — open your Broadcast Email
Planning Template

« Step 3 — complete your plan and check
for overloads or gaps (see the detail
AND the big picture)
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3-Part Planning Process

« Annual Marketing Plan
« Broadcast Email Marketing Plan
« Autoresponder Email Marketing Plan
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Autoresponder Process

Get the Email Marketing Edge

Autoresponder Process

¢ EG10-email sequence in first 21 days.
. Immediate — Reassure/Switch On
. Day 2 — Connect/Switch On
. Day 3 — Connect/Switch On/Move Forward
. Day 5 - Orientate/Move Forward
. Day 7 — Connect / Move Forward
. Day 9 - Connect/ Move Forward
. Day 12 — Connect / Move Forward
. Day 15 — Orientate / Move Forward
. Day 18 — Move Forward
Day 21— Move Forward / Orientate

-
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Autoresponder Process

. A good quick cart abandonment
sequence

« + 30 mins — Email 1
« 24 hours — Email 2
« 48 hours — Email 3
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Knowing Your Numbers Gives You
Certainty
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Rnowing Your Numbers - S

« Two important numbers:
« Cost Per Lead
+ Revenue Per Lead

P
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Rnowing Your Numbers - S

+ Cost Per Lead =
- $ spent on advertising / # leads generated

Spent $1000 / Generated 100 leads

1000/100 = $10 Cost Per Lead

P
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Rnowing Your Numbers - S

+ Revenue Per Lead =
« $ generated / # leads generated

Generated $2000 Revenue /100 leads

2000/100 = $20 Revenue Per Lead
*
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Knowing Your Numbers - Email

. Open rate (number of people who opened your email as a
% of total sent)

« Click rate (number of people who clicked your email as a %
of total opened)

« Conversion rate (number of people who took the next
step as a % of those who clicked)

« Unsubscribed (number of people who opted out of your
list as a % of those sent)

« SPAM (number of people who flagged your message as
SPAM as a % of those sent)
S
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Knowing Your Numbers - Email

« Email Metrics Template

sl Bl L
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Hot Seat - Mary McManus
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Hot Seat - Mary McManus

Love French
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Hot Seat - Mary McManus

THANKS FOR SIGNING UP!

VENDER HILL We woukt fo ke t fferyou snothr
LAME“’“” ‘special bonus.
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Hot Seat - Mary McManus
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Support Materials

Downloads:

« Slides

» Handouts (Glossary and Tools)
- Email Metric Template

e
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e
Course Work

This week’s assignment:

« EXERCISE 1: Start work on your Annual
Marketing Plan

« EXERCISE 2: Look at how you can support
your Annual Marketing Plan with your
Email Broadcast Plan

Get the Email Marketing Edge
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Use the Question Box to Ask Your Questions
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What’s Next?
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Thank You

1

Michelle Falzon Suzi Dafnis

We Are Content HerBusiness
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