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Grow with Constant Contact 
Get results fast, with affordable, easy-to-use engagement marketing 

tools and free coaching. 

Send personalized 

email newsletters and 

expand your audience 

with our list-building 

tools. 

Manage your events 

online: send invites, 

create an event 

homepage, and 

promote registration. 

Turn fans into customers 

with coupons, downloads, 

and contest on Facebook 

and get new likes and 

email sign-ups. 

Transform your 

communications into 

conversations with 

online surveys and 

polls.  

Email Marketing EventSpot Social Campaigns Online Survey 
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Facebook LinkedIn Instagram Twitter Pinterest Youtube 
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60% 
Source: Litmus, ñEmail Client 

Market Share,ò April 2012 
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traditional marketing 

find 

keep 

convert 

new marketing 

find 

keep 

convert 

MARKETING HAS CHANGED 

ñFlip The Funnel: Retention is the New Acquisitionò 

-- Joe Jaffe (@jaffejuice) 
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ENGAGEMENT 
the new word-of-mouth is 

INTRODUCTION 
GOALS + 

OBJECTIVES 
CAMPAIGNS CHANNELS RESULTS TOOLS SUMMARY 



© 2013 

you can be your authentic self 
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you have an advantage 
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at its core, marketing is about 

eliciting a physical and measureable 

RESPONSE 
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set marketing OBJECTIVES and GOALS 1 

2 

10 

an agenda and framework for marketing that works  

1 

get measurable RESULTS 3 get measurable RESULTS 

run CAMPAIGNS on the CHANNELS that matter 2 run CAMPAIGNS on the CHANNELS that matter 
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OBJECTIVES 
marketing 

Åreach new customers 

Ådrive repeat business 

Ånurture leads 

Åengage members and advocates 

Åincrease donations 
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GOALS 
get more specific with 

drive 

donations 

this month 

deliver 

content to 

tradeshow 

leads 

fill seats 

on a 

Sunday 

night  

INTRODUCTION 
GOALS + 

OBJECTIVES 
CAMPAIGNS CHANNELS RESULTS TOOLS SUMMARY 



© 2013 
13 

ONE AT A TIME 
try to think about just 

what action would people take? 

can you measure it? 
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fill seats 

on a 

Sunday 

night  


