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About SCORE

As a resource partner of the SBA, we help small businesses by:

S, ®
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———————————
Providing free Offering low or Sharing free business
business advice no-cost business templates and
and mentoring training resources

Request a SCORE mentor at www.score.org/find-mentor
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http://www.score.org/find-mentor

First E-GCommerce position in 1998 in gourmet gift industry.
21 years in wine industry in technology and marketing

Other industry experience includes motorcycle, aromatherapy,
legal, activism, landscape design, financial, Non Profit, fitness,
CBD/Gannabis, restaurants, tattoo, medical spa, education,
transportation & logistics, coaching, consultants, health and
wellness, food products, beauty, government, etc

Teach Marketing/Branding Classes for:

SCORE (Multiple in and out of state chapters, SBDC’S, Business
Source Centers, Women Business Centers, Chambers of
Commerce, Trade Associations, and private organizations.

Current Board Member-Venice Chamber of Gommerce
Current Board Member-NAWBO Los Angeles (Membership Director)
Current Officer-BizFedLA-Small Biz, Employment & Labor Gommittee

ABOUT ME
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Email Survey

* Do you have an email list?

* Do you use it?

 How often do you email?

* Which email platform do you use?
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ROI

ROI (per $1 spent)

$18
—

™ Email Catalogs SEO Internet Mobile Keyword Banner
W Display Ads Ads :
Social
7 Media
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Our conversation about your current
e-mail marketing program:

R ——

‘ You: “But | don’t want to annoy my customers with
T Y emails!”

.
e

Me: “Why are you in business?”

EVERY.ONEGET S ANIEMAIL!
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Ton 10 E-Mail Marketing Mistakes

2.Assuming | 3. Not
your Gollecting

customenrs | E-mails

don't want | Whereuer
emaill you can!

8.Not
Jooking at
statistics

to actions

10.Thinking

Sepmenting Jéveryiody can

tlo email
marketing




Yes...teenagers know how to post on social media...

media or marketing in general?

Straight A’s in math. Let’s make them the accountant? Q@Mm Ske
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The Widespread

OBERLO :
Usage of Email
In 2022, global By 2025, this
email users is 4 3 figure is set to
forecast at n grow to

BILLION - 746 4.73 Billibn by 2026
N\ = i |l BILLION

L users.
b (Statista, 2021)
4 >
That’s more than half the

world population.

Golden Stute
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Social Media Age Demographics

40%
31.8%

30%
Social Media vs Email Usage

20%

10%

Age Demographics of Email Users in the US

13-19 20-29 30-39 40-49 50-59 60+

1UU /o

80%
60%
40%
20%
15-24 years 25-44 years 45-64 years 65+ years
Golden Stule
GO rirus.con Source: Statista
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Email vs. Social Media, First Check of the Day

optinm&nster
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99% of email users check their inbox every single day (Hubspot)

56% of people are more likely to open an email if the subject line contains emojis, compared to text-only subject lines (Campaign Monitor)

42% of individuals will look at the sender of the email first before deciding to open it or not (Mirabel's Marketing Manager)

60% of consumers reported that they have made a purchase as a result of a promotional email (OptinMonster)
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®

WWW.SCOre.org SCORE 4 SI?/I\
)


https://blog.hubspot.com/marketing/email-marketing-stats?__hstc=220719303.23d23e43288d34e9d0d5a4b62b38c2ed.1707198918471.1707198918471.1707213369022.2&__hssc=220719303.2.1707213369022&__hsfp=3974346693
https://optinmonster.com/email-marketing-vs-social-media-performance-2016-2019-statistics/
https://www.mirabelsmarketingmanager.com/blog/optimizing-your-email-sender-name-to-boost-open-rates/
https://www.campaignmonitor.com/blog/email-marketing/the-real-scoop-on-email-emoji-in-subject-lines/

How often do consumers
want to get emails from
their favorite brands
(That’s you if they signed
up for your emails!)

WWW.SCore.org

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

N=2057

At Least Monthly

At Least Weekly

Three times a week I

Weekly

Yearly |
Never

Twice a month .
_—

Quarterly (once every 3 months) I

Source: (\)morketingsherpo
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Abandoned Cart Rates By Industry

Cruise & Ferry
98%

Mobile Providers
90.76%

Pharmaceuticals
70.11%

Cosmetics Airline

70.30% 90%
Sports & Outdoor
71.24% Luxury
87.93%
Retail
76.63%
Automotive
87.79%
Department Stores
79.23%
Baby & Child
Gardening & DIY 85.97%

80% Travel

Car Rental 84.86%
82%

Hotel
82%

Growthdevil
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Top Reasons

Share of Respondents

WwWWw.score.org

Extra Costs too high (Fees, Taxes, or Shipping Charges) 47%
The site wanted to create an account 25%

Slow Delivery 24%

Not ready to give credit card information 19%
Complex checkout process 18%

Could not calculate the final cost 17%

The return policy was not satisfactory 16%
Website crashed 14%

Wanted more payment methods 11%

A credit card was declined 6%

RE 4
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Open rates by email type Click rates by email type

Here we look at the open rates for campaign and automated emails for H1 2022 and compare it to H1 2021. - - This table looks at the click rates for each automation type and compares them to the average click rate for
E-Mail Marketing:
Email type Open rate (H1, 2021) Open rate (H1, 2022) u
Email type Click rate Lift over campaigns
Campaigns 11.8%
Campaigns 1.47%
Abandoned Cart 28.4%
Abandoned Cart 5.50%
Birthday $1.7% o pe ns
Birthday 5.90%
Browse Abandonment 38.3%
M Browse Abandonment 3.83%
Cross-sell 33.2% I C S
Cross-sell 2.34%
Feedback Request 24.0% .
Feedback Request 5.84%
Lapsed Purchase 37.8% CO n Ve rS I O n S
Lapsed Purchase 2.76%
Product Abandonment 35.2%
Product Abandonment 5.23%
Product Review 37.3% . .
Conversion rates by email type Product Review 4.85%
Welcome AR Here we look the conversion rates for each automation type and compare them to the average conversion
o . rate for campaigns. Welcome 22
Shipping Confirmation 61.8%
Shipping Confirmation 21.81%
Order Confirmation 55.4% Automation type Conversion rate Lift over campaigns
Order Confirmation 9.93%

Source: Omnisend + Embed + Created with Datawrapper Campaigns 0.10%
Source: Omnisend - Embed * Created with Datawrapper
Abandoned Cart 2.31% 2202%
Birthday 0.66% 553%
Browse Abandonment 0.60% 497%
Cross-sell 0.54% 441%
Feedback Request 1.16% 1056%
Lapsed Purchase 0.79% 690%
Product Abandonment 0.92% 821%
Product Review 0.92% 815%
Welcome 2.86% 2750%
Shipping Confirmation 1.66% 1553%
Order Confirmation 3.22% 3113%

Source: Omnisend + Embed « Created with Datawrapper
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Emails with
personalized subject
lines generate

50%

higher open rates
(Yes Lifecvcle

Personalization Works

Wonders For Email

[_I

Interactive Emails

Are the Way Forward

WWW.score.org

Adding videos to your
email can increase

click rates by




OJF of email gets delivered to
© theintended recipient’s inbox,
o whereas only *
2% IR
. °

of your Facebook fans
see your posts in their News Feed.

Forrester Research

WWW.score.org
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people prefer to receive :
promotional content through email,

compared to

O who prefer
O social media. f

MarketingSherpa



Just a few email platform options out there....how do you choose?

\o\'\SQﬂ O ActiveCampaign >

ConvertKit

Bionderid  #7~7  fiContact
Constant Contact’ >
(@ AWeber ,
é mallchimp

we are email marketing ‘

aviyO
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E-MAIL PLATFORMS BASICS

- Easy To Use?

. COSL? DO they offer q free trial or free under certdin subscribers?
- Do kthey offer gqueomgkion fedeures? How sophisticdeed?

« Cuskomer Suppore

- Any ddditiondl fedeures-spdm kesking, platform tesking, ekc
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Website OPT-IN Areas

Do you have an easy to find Sign-Up box?

Best Practice- Upper right of all pages
( ° A

CAKT MV ACCOLDT SN IN

¥ Renwoob WINERY

/ e “odicaled lo the ar!"s
&

HOME ABOUT US WINE SHOP WINE CLUBS VISITUS NEWS & EVENTS RECIPES TRADE CONTACT US

Join Our Mailing List

'r.u.i‘ abkess ; SUBMIT

POWERED BY
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Sit. Stay. Join.

Lucky Dogg news, events and specials.

Email Address

Atute

POWERED BY
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Solvang, CA

@ LUCKY DOGG WINERY About Our Wines Wine Clubs Events Press Merchandise Contact Q

2016 Lucky Bubbles 2016 Rosé of Pinot Noir 2017 Lucky Cougar Chardonnay
Price: $45.00 Price: $27.00 Price: $32.00

Info Profile Company

Subscribe About Account Privacy Policy

indicates required FAQs Wishlist Terms & Conditions

Email Address Contact Us Order Status Site Map

Subscribe ; EE SE E

POWERED BY
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< cC O @& tobaccomotorwear.com v B w. & B < Q

WELCOME TO TOBACCO MOTORWEAR

GET FREE SHIPPING

Enter your email below for
exclusive offers and VIP updates.

ENTER YOUR EMAIL

No"thanks,grdon't like free stuff.

We respect your privacy. You can unsubscribe at any time.

Questions? We can help.
Chat with us now.

POWERED BY
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Collect With Lead Magnets

‘Dawwlwwl the

2
Free eBook
First Name *
cookbook [ 1
Last Name *
; o | l
Engaging and Delighting Customers Company *
with Microsoft Dynamics CRM L |
mail
If i i i i i t [ |
there was 3 single recipe for success in today’s business environment, a great customer Job Function *
experience might just be it. A memorable customer experience can help organizations of | v|
all kinds attract new customers, increase revenue, boost customer loyalty, create a What CRM system are you
competitive advantage and much more. using? *

In The Customer Experience Cookbook, you will learn:

What is customer experience and how it is
managed and measured within organizations

How to create tools that contribute to an
effective customer experience like personas
and journey maps

The role CRM and marketing automation play in

( ((‘“'U‘
xpe e

creating, maintaining and continuously
improving a customer experience

How to build compelling customer experience
campaigns
The ROI of 3 memorable customer experience
And more!

Download your copy of this free eBook today, and start cooking up
your own delectable customer experience. Bon appetit!

[ -]
[] sign up for the Marketing
with MSCRM Newsletter
2] Notify me of special
events/webinars (a few
times per year)

Tap the Jock icon or slide bar Lo unlock

Download Now

POWERED BY
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< Facebook Post
~ 77 = / ‘ |
enuptia o A

SHOULD YOU SlGN"
— -
Y oy TSI, WoMEN, WEALTH AND WisDoM
=iy A& o~ PN waleash the fire within to a life of purpose
——
Sign up to download the article!

WOoOMEN, WEALTH AND WISDOM Read it and learn all about Prenuptial Agreements

Email Address

POWERED BY
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Lead Magnet Examples

FOR: Business mindset coach to appeal to burned out corporate executives on how to have work life balance for them and
the employees they manage to prevent employee turnover

1."10 Proven Strategies to Overcome Burnout and Achieve Work-Life Balance

2."Master Work-Life Balance: A 5-Day Email Course"

3."The Work-Life Balance Assessment”

4."The Ultimate Guide to Employee Retention”

5."Exclusive Webinar: The Mindful Executive": A live or recorded webinar featuring expert advice on mindfulness
techniques, stress management, and productivity hacks for busy executives.

6."The Power of Delegation: Tips & Tricks for Effective Leadership”

7."One-on-One Strategy Session": A limited-time offer for a free 30-minute consultation with the business mindset coach
to discuss individual challenges, goals, and strategies for achieving work-life balance.

8."Burnout Recovery Checklist”

9."The Balanced Leader's Toolkit”

10."Success Stories: Real-Life Examples of Work-Life Balance"

POWERED BY
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Lead Magnet Examples

FOR: Winery to appeal wine enthusiasts who are either well educated on wine or new to drinking wine
1."Ultimate Wine Pairing Guide”

2."Wine Tasting 101: A Beginner's Guide”

3."Exclusive Winery Tour Video”

4."Wine & Dine Recipe Collection”

5."Seasonal Wine Recommendations”

6."Wine Tasting Webinar": Host a live webinar with your winery's expert sommelier, discussing wine
tasting techniques, wine history, and answering questions from participants. This interactive experience
will draw in wine lovers of all experience levels.

7."Discounted First Wine Club Shipment”

8."Monthly Wine Trivia Quiz”

9."Wine Cellar Essentials Checklist”

10."Vineyard Travel Planner"

POWERED BY

WWW.score.org RE /4 SIE/I\
)



~« Do promote your prodquck or services but DON'T make it dll dbouk sdles!
- Do mdke ik dbout your customer- Be helptul

° Recipes it you sell Fooq/beverqge relgeed produchs
- EXpert Interview emails (B2B)

- FAQ's (company or induskry sjpecific)

. Cgs5e skudies

- Company milestones

e Behind the Scenes (imege& or video)

- Weekly Tips

o Recent skudies or skdks

EEEEEEEEE
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Anatomy of an email

LOGO > SEGHESIO
: Y

CALL TO ACTION

TIP: Design for mobile with a
mobile-responsive template
® Fonts, images, justification,
margin, buttons, link colors

WWW.score.org




Anatomy of an email

Seghesio Family Vineyards
Three Highly-Rated Zinfandels | One Amazing Offer
2014/15/16 Cortina Vertical | $115 + Shipping In '

cortina Zintanael: V3-94 poiNnts) pring 1orth a 't jaquet oOr rioral notes and «

PRE-HEADER

WwWWw.score.org




Subject: Lobster Feast Tickets Selling Quickly!

Main Course
Fresh Maine lobster, prawns, corn, roasted garlic, artichokes, red potatoes, Louisiana
hot links (all beef), fresh sourdough baguette, drawn butter
? Dessert
BACK gy POPULAR D EMAND) It's-It Ice Cream Sandwiches

- Port and French Roast coffee
LOBS7TER,

m J T : 3 & N There are still tickets available, so reserve your seats before it's too late!

For more info, and to RSVP:

Email: sue@trentadue.com
Or call: (707) 433-2768

Wine Club members enjoy discounted tickets, great deals on wines
and more fun events like this one. Join our Wine Club family today!

Saturday, September 10
5:30-9:00PM
$125 per person - $100 per person for club members

“Laissez les bon temps rouler! (Let the good times roll!)"”
This year, we will be transforming our Arbor into Bourbon Street and enjoying the
Lobster Feast in a Cajun/Zydeco style.
Lobsters are just giant crayfish, anyway - am I right?

Sip, swirl and savor our wines, enjoy a gondola tour through the vineyards, play "Spin
the Bottle" for fabulous prizes, get messy with lobster and all the trimmings, then dance
the night away with The Funky Gators — a great Bay Area Cajun/Zydeco band.

Stay tuned for delicious details!

sue@trentadue.corm

Social media
links

This event is by reservation only.
No walk-ins, please.

Get My
ets!

POWERED BY
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2012 CONSILIENCE GSM RED BLEND

DON'T MISS OUT: It's BOGO Time! Buy 1 Case Get 1 Case For $1 @ @

To: bedioba) Immediately after opening a bottle of GSM you're greeted with the aromas of
o: pattyanne@sbcglobal.net, cranberries, rich dark fruit, and a hint of oak. This vintage has a good body to it

Reply-To: Sanager Family of Wines with an earthy, smooth finish that can be enjoyed with or without food. If you

i g d choose to pair it with food, it would go perfect with smoky BBQ ribs, or a Tri-Tip

sandwich.

® This message is from a mailing list. 2013 MARIANELLO ESTELLE BIANCO

Winemaker Brett Escalera sources a range of grape varieties from several
different vineyards to develop a blend that is an homage to the Northern Italian
wines we love: Sauvignon Blanc, Viognier, Chardonnay and Roussanne. This is an

View this email in your browser
elegant wine that’s a perfect accompaniment to seafood or grilled chicken.

SPREAD THE NEWS AND SHARE THE LOVE:

GSM Regular Case Price: $600.00
@ Share @ Tweet Forward Estelle Bianco Regular Case Price: $504.00
First Case: $240.00
Get an Additional Case For $1

SHOP BOGO SALE
) ’
/ t J , m e BOGO Sale Terms:
@ BOGO Pricing only on 2012 GSM and 2013 Estelle Bianco.
No additional coupons, discounts or promotions can be applied.

Buy ONE CASE GET ONE CASE FOR $1
GET SOCIAL WITH US:

SH[]P BOGO SALE
000

- - =
Stock up on one varietal... or mix it up!
Copyright © 2020 The Sanger Family of Wines, All rights reserved.

You are receiving this email because you opted in via our website.
v v

it

SANGER FADN F WINES

Our mailing address is:
The Sanger Family of Wines
1584 Mission Dr
Solvang, CA 93463-2656

Add us to your address book

POWERED BY
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Basic E-Mail Setup

2
, . . Patty
Campaigns Templates Lists Reports @ v Hel
Peie P P , Virtually For You P
Let's get started!  Draft
Finish later
Draft email -
To Add Recipients
Who are you sending this campaign to?
From Add From
Who is sending this campaign?
Subject Add Subject
What's the subject line for this campaign?
Design the content for your email.

POWERED BY
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Campaigns Templates Lists Reports

The “To” Field |« o

Draft emai

WwWWw.score.org

To

Who are you sending this campaign to?

List

E-Mail Test List

Personalize the "To" field > wWhat's this?
Merge tag

*|FNAME | * *| LNAME|* v

Save Cancel

Travis Credit Union
Exclusive TurboTax discount and more for members
To: Patty@pattyanneross.com,

Reply-To: Travis Credit Union

m’ Patty ~ Help
Virtually For You
Finish later
Segment
v All subscribers on list v

Social Media Examiner: Michael Stelzner

inful
@ turbotax.

BREAKING NEWS: Facebook Zero? Is this the end of the Faceb(

To: Patty Ross

Hi Patty, for the first time in the history of Social Media Exam
Ipdate based on breaking news from Facebook.

ust hours ago Mark Zuckerberg and Facebook announced |

RE 2

POWERED BY
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The “From” Field

Keep itup! = Draft

Draft email

Finish later

From
Who is sending this campaign?

Name 90 characters  Email address

Patty Ross patty@virtuallyforyou.com

Use something subscribers will instantly recognize, like your company name.
Verify Domain
Save Cancel

Subject

POWERED BY
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The Subiject/Preview Lines

= - - Patty
Campaigns Templates Lists Reports v Hel
‘ 6 SEE 5 g m’ Virtually For You &
Keep itup! Draft
P P Finish later
Draft emai -
I
Subject
What's the subject line for this campaign?
Subject 104 characters  Preview text 128 characters
Celebrate Zinfandel Month With 6 Great Deals ¥ Sale Ends January 31sd
How do | write a good subject line? + Emoji support This snippet will appear in the inbox after the subject line.
Paso Wine B3 Inbox - Yahoo!  1:37 PM
Cancel Plan Your Perfect Paso Zinfandel Weekend!

To: Patty Ross,

Reply-To: Paso Wine

ent

FVINTAGE
. - . PASO |

Plan Your Perfect Paso Zinfandel Weekend! Inbox - Yahoo!
Vintage Paso: Zinfandel Tickets Now on Sale! CHEERS TO
ZINFANDEL Once a year Paso Robles toasts our heritage varie...

Zinfange] Weckes®

CHEERS TO ZINFANDEL

I[ERED BY

Once ayear Paso Robles toasts our heritage variety, Zinfandel. The 3-day |
WWW.SCcore.o g celebration features winery events, a Zin seminar, and the Z After Party. B A
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Let’s Talk SUBJECT LINES!

©@0®  NEWMESSAGE & |A |

FROM:
T0:
SUBJECT:

EEEEEEEEE



7%

of email recipients open email
based on the subject line alone

POWERED BY
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1.The informational

Cloud security live webinar: August 8
Big news: New stores opening near you

Our new product is here!

4.The clever & catchy

Keep those buns warm

Rock star treatment for lullaby singers
Put a ring(tone) on it

7.The question

What’s next for cloud computing?

How safe are your family jewels?

What'’s the best way to handle a tantrum?

WwWWw.score.org

2.The personal

Thanks for joining us, Joe.

Great to meet you at Dreamforce last week.

Susan, try these new partner apps.

5.The short & sweet

The perfect app

Checking in

Hello

8.The how-to

How to grow your email list

How to remove stains

How to save for retirement

3.The urgent

2 days left to register!

Don’t miss these great deals!

TODAY ONLY: Save 50% on everything!

6.The list

10 pieces to add to your wardrobe now

5 must-have metrics for HR

3 ways to make your small company look big

9.The scarce

Just 10 tickets left!

Limited-time offer from Rip Curl

BBQ Festival: Only a few spots remain

POWERED BY

®
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10.The local 11.The trendy topic 12.The controversial

Why your sales team sucks

Hot in Houston: This week’s events Cool colors for Spring
Where to eat right now in Seattle The latest features, the coolest apps Terrorism in your backyard
Join us at Moscone next week in San Francisco Now trending: Yeti coolers Your toddler knows more about technology than you do
13.The keyword 14.The command 15.The sneak peek
Subscribe to our monthly email Exclusive look: the iPhone 7

Switching to electronic forms made easy
Join us in Boston Sneak peek at our new feature
The 10 best subject lines for email marketing
Stop wasting your money Be the first on your team to try Email Automation

Anti-aging skin care treatments: What works
16.The offer

Win a trip to Hawaii

30-day free trial

New eBook: The Essential Guide to Social Media

POWERED BY

WWwWw.score.or RE// AR
score.org J SB/'\




Fear of Missing Out

Curiosity

8.Manicube: “*Don’t Open This Email*”

1.Warby Parker: “Uh-oh, your prescription is expiring”

2.JetBlue: “You’re missing out on points.”

3.Digital Marketer: “[URGENT] You’ve got ONE DAY to watch this...”
4.Digital Marketer: “Your 7-figure plan goes bye-bye at midnight...”
5.Digital Marketer: “[WEEKEND ONLY] Get this NOW before it’s gone...”
6.Jersey Mike’s Subs: “Mary, Earn double points today only”

7.Guess: “Tonight only: A denim lover’s dream”

Funny Subject Lines

18.Eater Boston: “Where to Drink Beer Right Now” (Sent at 6:45am on a Wednesday.)
19.0penTable: “Licking your phone never tasted so good”

20.Groupon: “Deals That Make Us Proud (Unlike Our Nephew, Steve)”

21.The Muse: “We Like Being Used”

22.Warby Parker: “Pairs nicely with spreadsheets”

23.UncommonGoods: “As You Wish” (A reference to the movie The Princess Bride.)
24.Travelocity: “Need a day at the beach? Just scratch n’ sniff your way to paradise...”
25.TicTail: “Boom shakalak! Let’s get started.”

26.Thrillist: “Try To Avoid These 27 People On New Year’s Eve”

27.Baby Bump: “Yes, I’'m Pregnant. You Can Stop Staring At My Belly Now.”
28.Gozengo: “NEW! Vacation on Mars”

29.The Hustle: “Look what you did, you little jerk...” (This one’s a reference to the movie Home Alone. We hope.)

WWW.SCore.org

9.GrubHub: “Last Day To See What This Mystery Email Is All About”
10.Refinery29: “10 bizarre money habits making Millennials richer”
11.Digital Marketer: “Check out my new “man cave” [PICS]”
12.Digital Marketer: “Is this the hottest career in marketing?”
13.Thrillist: “What They Eat In Prison”

14.Eat This Not That: “9 Disgusting Facts about Thanksgiving”
15.Chubbies: “Hologram Shorts?!”

16.The Hustle: “A faster donkey”

17.Mary Fernandez: “? a surprise gift for you! {unwrap}”

POWERED BY
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https://www.youtube.com/watch?v=O6qpa-mRLnI
https://youtu.be/6NAg_Fi_q-8

Vanity

Greed
30.Guess: “Don’t wear last year’s styles.” 38.Topshop: “Meet your new jeans”
32.Jeremy Gitomer: “How Have You Progressed Since the Third Grade?” 40.HP: “Flash. Sale. Alert.”
33.Rapha: “Gift inspiration for the discerning cyclist” 41.HP: “New must-haves for your office”
34.La Mer: “Age-defying beauty tricks” 42 Seafolly: “A new product you won’t pass on”
35.Pop Physique: “Get Ready. Keep the Pie Off Your Thighs Returns.” 43.Guess: “25% off your favorites”
36.Rapha: “As worn in the World Tour” 44 Rip Curl: “Two for two”
37.Sephora: “Products the celebs are wearing” 45.La Mer: “A little luxury at a great price”

46.Rapha: “Complimentary gift wrap on all purchases”
47.The Black Tux: “Get priority access.”

Sloth

48.Syed from OptinMonster: “v/ 63-Point Checklist for Creating the Ultimate Optin Form”

49.Syed from OptinMonster: “Grow your email list 10X 7 faster with these 30 content upgrade ideas”
50.Ramit Sethi: “How to email a busy person (including a word-for-word script)”

51.Digital Marketer: “Steal these email templates...”

52.Digital Marketer: “A Native Ad in 60 Minutes or Less”

53.Digital Marketer: “212 blog post ideas”
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https://optinmonster.com/flash-sale-guide/
http://www.iwillteachyoutoberich.com/

Pain Points Retargeting

64.Nick Stephenson: “How you can afford Your First 10,000 Readers (closing tonight)”
65.Bonobos: “Hey, forget something? Here’s 20% off.”

54.Pizza Hut: “Feed your guests without breaking the bank 66.Target: “The price dropped for something in your cart”

KEA. ere do d N 0, g 7”
56.IKEA: “Get more kitchen space with these easy fixes”
57.HP: “Stop wasting money on ink”

58.Sephora: “Your beauty issues, solved”
59.Uber: “Since we can’t all win the lottery...”

60.Thrillist: “How to Survive Your Next Overnight Flight”
61.Guess: “Wanted: Cute and affordable fashions”
62.Evernote: “Stop wasting time on mindless work”
63.Duolingo: “Learn a language with only 5 minutes per day”

6/.5YEeqTro vira: viary, Your ViFa d oUu O O
68.Syed from Envira: “I’'m deleting your Envira account”
69.Ugmonk: “Offering you my personal email”

70.Animoto: “Did you miss out on some of these new features?”
71.Pinterest: “Good News: Your Pin’s price dropped!”
72.Unroll.Me: “4A Unroll.Me has stopped working”

73.Vivino: “We are not gonna Give Up on You!”

74.Guess: “Mary, check out these hand-picked looks”
Personal 75.Rent the Runway: “Happy Birthday Mary — Surprise Inside!”
76.Bonnie Fahy: “Mary, do you remember me?”
77 Kimra Luna: “l didn’t see your name in the comments!?”
78.John Lee Dumas: “Are you coming?”
79.UrbanDaddy: “You’ve Changed”
80.Influitive: “So I'll pick you up at 7?”
81.James Malinchak: “Crazy Invitation, | am Going to Buy You Lunch...”
82.Brooklinen: “Vanilla or Chocolate?”
83.Sam from The Hustle: “I love you”
84.Ryan Levesque: “Seriously, Who DOES This?”
85.Jon Morrow: “Quick favor?”
86.Mary Fernandez: “you free this Thurs at 122PM PST? [guest blogging class]”
87.Mary Fernandez: “? your detailed results...”
88.Syed from OptinMonster: “300% increase in revenue with a single optin + a neat growth trick from my mastermind!”
89.Revolution Tea: “Thanks for helping us”
90.Harry’s: “Two razors for your friends (on us)”
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Straightforward

91.Al Franken: “Yes, this is a fundraising email”
92.AYR: “Best coat ever”
93.Barack Obama: “Hey”

...and these “boring” subject lines performed the highest out of 40 million emails, with open rates between 60-87%...
94.“[Company Name] Sales & Marketing Newsletter”

95.“Eye on the [Company Name] Update (Oct 31 — Nov 4)”

96.“[Company Name] Staff Shirts & Photos”

97.“[Company Name] May 2005 News Bulletin!”

98.“[Company Name] Newsletter — February 2006”

99.“[Company Name] and [Company Name] Invites You!”

100.“Happy Holidays from [Company Name]”

101.“Invitation from [Company Name]”
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http://mailchimp.com/resources/research/email-marketing-subject-line-comparison/

Jenn @ ThePerfect3 <hello@theperfect3.com> B9 Trash - patt...ttyanneross.com  December 13, 2022 at
Bye, bye brain fog hot cocoa recipe!

ThePerfect3¥

We've got the best recipe for you today!
It is our Focus Boosting Hot Cocoa &

Here are the details:

WWW.SCore.org

‘What this drink will do for you:

The MCT oil in the collagen creamer will give you better focus
& energy.

a The cocoa increases blood flow to the brain, helping your
brain get more of what it needs to function optimally.

The prebiotic fiber will help move things out of your body &
keeping you feeling light and energized.

Ingredients:

|/ 1.5 cups of your favorite milk
S 2-3 tbsp of our Chocolate Collagen Creamer
. 1 tsp maple syrup or honey
1 tsp cocoa powder (optional for those who want a stronger
chocolate kick)
@ dash of cinnamon to top

Directions:

1. Heat the milk on the stove top (or in the microwave).
2.) Add the Collagen Creamer & honey.

3.) Froth to give it that cozy, latte foam.

4.) Sprinkle with cinnamon & enjoy!

Use code WELCOMEI10 for 10% off your first order!

I highly recommend stocking up today as we're running low with
the holiday rush!

Order Our Chocolate Collagen Creamer

Founder & CEO

RE 2
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G Jenn @ ThePerfect3 <hello@theperfect3.com> B3 Trash - patt..atemarketing.net  January 2, 2023 at 8:01,
leave brain fog, cravings, and low energy in 2022

To: Patty Ross

ThePerfect3¥
Collagen

0% OFF

B r Healthy
Habi(s S(harter

y

* | bag of our premium Collagen Creamer -- $36 value
@ { handheld frother -- $18 value
*® Travel si pllagen ¢ -S3v

WWW.SCore.org

Jenn @ ThePerfect3 <hello@theperfect3.com> B9 Trash - patt...atemarketing.net  December 6, 2022 ¢
= Love Starbucks Chai? Try this healthy swap.

ThePerfect3¥

If you love Starbucks Chai Lattes, but
hate that they have over 50 grams of
sugar & inflammatory ingredients --
this recipe is for you!
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Jenn @ ThePerfect3 <hello@theperfect3.com> B3 Trash - patt..atemarketing.net  January 3, 2023 at 7:45 Jenn @ ThePerfect3 <hello@theperfect3.com> &5 Trash - patt...atemarketing.net  8:1!
Get that healthy glow - 70% off our best seller! 1 simple hack to reduce fine lines & hydrate skin
To: Patty Ross To: Patty Ross

ThePerfect3<

o ThePerfect3*
70% OFF Collagen

Happy, Healthy 2023 Sale!
WHAT'S THE
EASIEST WAY TO
NEVER MISS YOUR
COLLAG EN?

". g

Say goodbye to brain fog, cravings, low
energy, dry skin, thinning hair, and so
much more with this new healthy habit!

Discount automatically applied! Our customers love adding our totally flavorless

ORDER NOW» Pure C()I!age_n to their water when they are busy

or traveling.

Sales runs Dec 31 - Jan 3 or while supplies last

No longer want to receive these emails?

Tl e R R e o We know that the biggest benefits from collagen
come from consistent, daily use!
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Jenn @ ThePerfect3 <hello@theperfect3.com> B9 Inbox - PRo...lachamber.com Januar y 11, 2023
Want 18% fewer wrinkles & fine lines?

Jenn @ ThePerfect3 <hello@theperfect3.com> B39 Trash - patt...ttyanneross.com  January 2, 2(
Our best deal of 2023 -- Complimentary Collagen!
To: Patty Ross

To: Patty Ross

ThePerfect3¥ ThePerfect3¥

Collagen Collagen

eSS FNEE
2 il COLLAGEN
N UM CREAMER

Here's what the research says: WIthCl())“ranlz%Sle)gg? r PU rc

After 8 weeks of use, collagen helped...
@ Boost skin hydration by 28%

@ Decrease wrinkles & fine lines by 18.9%
@ Increase fullness of the skin by 24.8%

Most of our custom&(gclfgceap.)aour Pure

nllanan Dantidac

roavs a



Jenn @ ThePerfect3 <hello@theperfect3.com> B Inbox - PRo...lachamber.com November 30, 2022 at 8:

Anxiety? The hidden cause & what to do

To: Patty Ross

ThePerfect3%

Did you know that women are 2x more
likely to experience depression and
anxiety.

I don't tell you this to scare you, because there is actually a lot we can
to safeguard ourselves against anxiety & depression.

Here's what you need to know:

First, research shows that inflammation in the
gut is a BIG contributor to anxiety and

doenroaccinn Cut inflammatinn can ha cancead hve

WWW.SCore.org

Jenn @ ThePerfect3 <hello@theperfect3.com> Trash - patt..temarketing.net  January 3, 2023 at 2:C
Only 5 tubs left! %,
To: Patty Ross

ThePerfect3¥

Collagen

Only 5 tGubs left!
FRELE
COLLAGEN
CREAMER

with purchase of rPure
C[())“agen ept(i)

-
o, , ~gEw
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Jenn @ ThePerfect3 <hello@theperfect3.com> Biinbox=pet.{yannemssicom:  Januagy22,: Jenn @ ThePerfect3 <hello@theperfect3.com> B Inbox - pat...oss@gmail.com  January 17, 2023 at 7:(

Share Your Feedback for a Free Gift ¢"
To: Patty Ross

We've never done THIS before!
To: Patty Ross

ThePerfect3% ThePerfect3¥

Collagen Collagen

We want to hear from S/S 50FF OUR
you! STARTER KIT

As a valued customer, we take your 72 hours only!
feedback very seriously.

e

a short customer feedback survey?

-

Would you be interested in participating in ‘

Wwe've I\()?VFI‘ done this
efore!

We truly want to make 2023 your healthiest year yet!
So for the next 72 hours we are offering $5 off our Starter Kit.

WWW.SCore.org RE //@
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G Jenn @ ThePerfect3 <hello@theperfect3.com> Inbox - pat...oss@gmail.com  February 6, 2023 a G Jenn @ ThePerfect3 <hello@theperfect3.com> Inbox - pat...tyanneross.cor
Because we adore you... ¢* Want to sleep like a baby tonight? ;2%
To: Patty Ross To: Patty Ross

ThePerfect3¥ ThePerfect3¥

Collagen Collagen

Show yourself some WANT TO SLEEP
VVe this Valentine$§, LIKE A BABY?

|
Day' TRY THIS DELICIOUS

Because we adore you, we'd love to HOMEMADE HOT
offer you 15% off the CHOCOIATE

Stir these ingredients gently over heat:

4 pack bundle!

WWW.SCore.org



Jenn @ ThePerfect3 <hello@theperfect3.com> B3 Inbox - pa
A little Valentine's Day Gift for You @"
To: Patty Ross

ThePerfect3<
Collagen

To say thank you for being part of our
community, we wanted to share a small
Valentine with you @@

Simply click below to download the beautiful,
festive wallpaper for your phone.

May it serve as a reminder that you are

beautiful, amazing, and loved just as you are
right now!

Click to Download

WWW.SCore.org

Jenn @ ThePerfect3 <hello@theperfect3.com> B9 Inbox - pat..oss@gmail.com  February 1, 2023
Top 5 Causes of Hair Loss in Women ¢
To: Patty Ross

ThePerfect3¥

Collagen

Did you know that 50% of
women will experience

noticeable hair loss during their
life?

OP REASONS

~_ANCLUDEs |

0 L - 5 &

Vitamin deficiencies

Stress

Hormone imbalance

Hair brushing, styling, and coloring
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Jenn @ ThePerfect3 <hello@theperfect3.com> Inbox - patt...ttyanneross.com  Marc 4 Top 8 Home Remedies for Hair Loss
You're Invited! Glowing Skin Workshop To: Patty Ross
To: Patty Ross

ThePerfect3¥ ThePerfect3*<

Collagen

You're Invited!
TOP S8

Join us for our NATURAL REMEDIES

. . , FOR HAIR LOSS IN
Glowing Skin Workshop! WOMEN

WWW.SCore.org
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~ Content Pillars

Content pillars are the key topics
or themes that your brand's
content will revolve around. They
provide structure to your content
strategy and ensure consistency
in your messaging.

The 4 Main Types
of Content

WWW.Score.org

Educational Content:

This type of content seeks to
inform and educate your
audience. It's designed to provide
value, build trust, and position
your business as an expert in its
field. Examples include how-to
guides, FAQs, tutorials, and
industry insights.

Interactive Content:

This content engages your
audience in active participation.
It's designed to boost
engagement and foster a sense of
community around your brand.
Examples include quizzes, polls,
contests, user-generated content,
and Q&A sessions.

Inspirational Content:

This type of content aims to
inspire your audience and create
an emotional connection with
your brand. It often includes
success stories, motivational
quotes, customer testimonials,
and behind-the-scenes stories.

Promotional Content:

This type of content directly
promotes your products or services.
While it's important to not overuse
this type of content (as it can come
off as salesy), it's crucial for driving
conversions. Examples include
product spotlights, sales
announcements, special offers, and
case studies.
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Content Pillar Examples For A Winery
Pick up to 4

Rl

1.Vineyard Life: Posts under this pillar could include behind-the-scenes glimpses of daily life at the vineyard, such as
harvesting grapes, the wine making process, or photos and videos of the beautiful landscape. This helps audiences feel
more connected to the product and the people who make it.

2.Wine Education: This could be a series of posts that educate your audience on different wine varietals, how to taste
wine, the process of winemaking, wine pairing suggestions, and more. This pillar can position your brand as an
authority in the wine industry and can also provide value to your followers.

3.Events and Tastings: Share information about upcoming events, tastings, or tours at the winery. This could include
photos and videos from past events to entice followers to attend future ones.

4.Promotions/Special Offers: Share posts about wine releases, special promotions, or discounts. This can drive sales
and also keep your audience informed about new products.

5.Community Engagement: Highlight local partnerships, charity events, or community initiatives your winery is
involved with. This helps to build a sense of community and shows your commitment to local causes.

6.Sustainability Practices: If your winery employs sustainable farming or winemaking practices, sharing posts about
this can resonate with eco-conscious consumers.

7.Testimonials and Reviews: Share positive reviews and testimonials from customers. This can build trust with
potential customers and foster a sense of community among your followers.

8.Pairings and Recipes: Share food and wine pairing suggestions or recipes. This not only educates your audience on
how to best enjoy your wines but also provides them with practical value they can use in their daily lives.

Remember, the key with any content pillar is to create engaging and valuable content that resonates with your target
audience. Tailor these suggestions to fit your specific brand and audience.
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Content Pillar Examples For A Skin Care Brand

1.Skincare Education: Share information about different skin types, how various ingredients work, skincare routines for different skin issues,
etc. This helps to establish your brand as a knowledgeable source in skincare.

2.Product Spotlights: Highlight specific products in your line, explaining their benefits, ingredients, and how to use them. This can help
customers understand which products are right for them.

3.Real Results/Testimonials: Share before-and-after photos, customer reviews, or testimonials. This provides social proof and helps potential
customers visualize the results they could achieve.

4.Skincare Routines: Provide recommendations for skincare routines based on different skin types or concerns. This could be in the form of
blog posts, videos, or step-by-step guides.

5.Behind-the-Scenes: Give a glimpse into how your products are made, your company's values, or your team. This can help customers feel
connected to your brand on a deeper level.

6.Lifestyle & Wellness: Share content related to overall wellness, such as diet, exercise, stress management, and sleep. Skin health is closely
tied to overall health, and many skincare consumers are interested in wellness as a holistic concept.

7.Sustainability Practices: If your brand uses sustainable practices or packaging, shares this with your audience. Many consumers today are
interested in sustainable and ethically-produced products.

8.Community Engagement: Highlight ways your brand is involved in the community, such as charity partnerships, local events, or initiatives
your brand is taking to improve the industry.
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Content Pillar Examples For A Travel Agency

1.Destination Spotlights: Highlight different destinations, providing information about culture, local attractions, cuisine, and
unique experiences. This can inspire customers and give them ideas for their future travels.

2.Travel Tips and Advice: Share practical advice and tips for traveling, such as packing lists, best times to visit certain places, or
how to navigate local customs. This can help establish your agency as a helpful resource for travelers.

3.Customer Testimonials and Stories: Share stories and testimonials from customers who have enjoyed trips organized by your
agency. This can provide social proof and inspire other customers to book trips.

4.Behind-the-Scenes: Show your audience how your agency works, including how you choose and plan for destinations. This
can help customers understand the value of using a travel agency.

5.Travel Deals and Promotions: Regularly share current deals, special packages, or promotions your agency is offering. This can
drive bookings and keep your audience informed about potential travel opportunities.

6.Educational Content: Create content that educates your audience on various aspects of travel, such as understanding travel
insurance, visa requirements, or sustainable travel practices.

7.Local Culture and Traditions: Share content that highlights the culture and traditions of various destinations. This can provide a
more in-depth understanding of the destinations and make them more appealing to travelers.

8.Travel-related News and Updates: Share updates and news related to travel, such as changes in travel regulations, new flight
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Content Pillar Examples For A Non-Profit

1.Impact Stories: Share stories that demonstrate the impact of your organization's work. This could include success stories,
testimonials, or before-and-after scenarios.

2.Educational Content: Educate your audience about the issue your organization is addressing. This could include statistics,
research, infographics, or articles about the issue.

3.Volunteer Highlights: Showcase the work of your volunteers. This could include volunteer profiles, stories of their experiences, or
posts thanking them for their contributions.

4.Donor Spotlights: Highlight stories from donors or fundraisers, why they support your organization, and what giving means to
them. This can encourage others to donate as well.

5.Behind-the-Scenes: Share what goes on behind the scenes at your organization. This could include posts about your team, the
day-to-day operations, or how projects are managed.

6.Events and Fundraisers: Promote upcoming events or fundraising campaigns. Share photos and updates from past events as
well to show the community and excitement around your organization.

7.Advocacy and Activism: Share content related to broader advocacy efforts related to your cause. This could include news
updates, ways for supporters to get involved, or resources for learning more.

8.Community Engagement: Highlight your organization's involvement in the local community, partnerships with other
organizations, or community events.
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- Takes dway the overwhelm of what ko socidl Posk, email, blog

e Plan dhedd! Q%4 should be planned ouk by end of Auqusk. New yedr should be
wrdpped up by end of November.

» Use cdlendar for planning and drchive purposes.

- Helps sync e-mail campdigns ang social mediq posts!
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Let's Talk About The Process...
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Calendar!
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#mondaymotivation
#mondaymood
#mondaymorning
#mondayblues
#mondayfunday
#mondaynight
#MondayMemories
#MeowMonday

#MancrushMonday, #MCM

#MusicMonday
#MarketingMonday
#MeatlessMonday
#MaxoutMonday
#MondayRun
#MondayOutfit
#MindfulMonday
#ManicureMonday
#mondayquotes
#mondayssuck
#mondayoff
#mondaymuse
#ManicMonday

Tuesday:
#tuesdayvibes
#tuesdaythoughts
#tiptuesday
#tuesdaytreat
#tuesdaytruth
#tuesdaytrivia
#transformationtuesday
#TastingTuesday
#TechTuesday
#TopicTuesday
#TravelTuesday
#TastyTuesday
#tuesdayvibes
#tuesdaythoughts
#tuesdaytip
#tuesdaytreat
#tuesdaytruth
#tuesdaytrivia
#tuesdayturnup
#tuesdaylook

[ Al

[N N N s

WWW.score.org

If you are going for a more upbeat approach, #MondayMotivation is a great hashtag to show photos of a fantastic meal, a great workout, ateam photo at tt
Monday Mood is a popular hashtag to show off a funny photo of a pet, start conversations surrounding being groggy from the weekend, or post an industny

Feeling a little low after the weekend? People use this hashtag to share ways to counteract melancholy on Mondays.Popular content shared using the #Mo

This hashtag is a great way to wax nostalgic at the beginning of the week.Post a memory from your business’s past or celebrate an anniversary that fallson t
Any excuse to post a cute cat photo isagood one. Many use this hashtag to share adorable pics of their feline companions.|f your business has an in-house«
This hashtag is a trend on social where people reveal a male crush, typically accompanied by a photo. A professional take on this hashtag is to featuremeny
People use this hashtag to tweet about their favorite music or what they’re listening to right now. They also use it to share inspirational stories about musi

Hashtag Days

This hashtag is a way for people to give helpful tips on pretty much any topic. Use this hashtag if you’ve got some industry advice you’d liketo shareand it t

A popular hashtag for fitness coaches and businesses to show off the physical transformations of their clients, whether that be weight loss or musclegain. ¥
Manage a social media feed for a restaurant, winery, or chef? Use this tasty hashtag to share all the delicious meals and dishes you’ve cooked up for custom:
Thisis a great hashtag to share all the |atest gadgets your business uses or sells. You can give tech reviews, offer up cool tips and hacks, or you can just show
H#TopicTuesday is a good opportunity to focus your postson just one topic for the day. This topic can be anything related to your business, industry, or trer
#TravelTuesday is for the voyager in all of us. People typically share vacation pictures, ask for travel tips, or express their desire to travel somewhere.|f you'r

O mmbmcnd ledmmm ITARIL LAWY IAAIIADW LIAL INAVES CEDDL AR CEDMNIIADVY LIAL INAVES AAADALY
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: CONTENT PILLARS

Use ChatGPT to create your content Use ChatGPT to create your content pillars:
pillars: On the paid version, select GPT4 On the free version, select GPT3.5 and

and copy/paste in the following prompt:  copy/paste in the following prompt: Create
Create content pillars for my business to content pillars for my business to use for social
use for social media. My website address media. My business is (describe in detail what

In the context of social media marketing, content pillars are a
set of themes or topics that your brand can use to create posts.
These themes, sometimes called 'buckets’, are specific to your
brand and should reflect the most popular content with your

= online audience. Content pillars are three to five topics your is (insert ENTIRE url here type of business you have and who you serve.
brand will consistently discuss, amplify, and create content for  hup:/avww.website.com). Create content  The more detail you can give, the better the
on social media. You should consider using pillars that touch pillars that will be a mix of the 4 content  response) Create content pillars that will be a
upon the 4 main content types (educational, promotional, types including promotional, educational, mix of the 4 content types including
inspirational and engaging)You can also use your content pillars inspirational and engaging. promotional, educational, inspirational and
for emails and blog content. engaging.

ChatGPT will give you 8-10 pillars. You DO NOT have to create
content for all the pillars suggested. Pick the top 4 that you can create
content for on a weekly basis. You can add in a few other pillars if you
want to add additional content beyond the 4 main pillars.

&
7
& Your Content Pillars (paste from ChatGPT)
9
Lo}
1
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Al - JANUARY HOLIDAYS
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1 JANUAIilY HOLIDAYS Check Holidays To Promote
2

°  WINE 1/1

4 National Bloody Mary Day a
5 National Hangover Day a
6 New Years Day
7

s 1/2

9 National Buffet Day a
10 National Cream Puff Day a
n National Personal Trainer Awareness Day a
12 National Science Fiction D a
13 National Thank It's Mon Day - First Mon in a
14

15 1/3

16 National Chocolate Covered Cherry Day a
17 National Drinking Straw Day a
18

1 1/4

20 National Missouri Day a
2 National hetti D
22 National Trivia Day a
23

2 1/5

25 National Bird Day a
2 National Keto Day a
27 National Screenwriters D O
28 National Whipped Cream Day a
29

30 1/6

31 National Bean Day a
32 National Cuddle Up Day a
5 National Shortbread D ]
34 National Technology Day a
35

36 1/7

37 National Bobblehead Day a
38 National Tempura Day a
39 National PI ide Day - Fir r Ev Month a
40

@ 1/8

42 National Argyle Day (]
43 National Bubble Bath Day O
44 National English Toffee Day O
45 National rm D a
46 National Winter Skin Relief Day a
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Sunday

14

21
National Hyaluronic Acid Day
Natlional Hyaluronic Acid Day
sale on Hyaluronic Acid Serum
sale on Hyaluronic Acid Serum

Monday
New Year's Day
New Year's Day
International Self Care Day
International Self Care Day
5 Tips For Fresh Winter Skin

8
Ask A Question
How many skin care products
do you use?

January Resolution Sale

15
MLK Day
MLK Day
MLK Quote_I had a Dream

Tuesday
January Resolution Sale
and Fairfax Farmers Mkt

January Resolution Sale
January Resolution Sale|

9
Blog: Menopause & Aging Skin

Blog: Menopause & Aging Skin
Blog: Menopause & Aging Skin

IContest:Win a skin care trio
IContest:Win a skin care trio

16
IContest:Win --klnmolJ #wellnesswednesday

JANUARY
Wednesday

#wellnesswednesday
Skin Care Tip: Vitamin C
Skin Care Tip: Vitamin C

10
#wellnesswednesday

Skin Care Tip: Sun Protection
Skin Care Tip: Sun Protection

17

Skin Care Tip: Food For Skin
Skin Care Tip: Food For Skin

22|
#motivationmonday
Aging Gracefully Quote

#motivationmonday
Changing your skin routine

23,
January Resolution Sale

24
#wellnesswednesday
Skin Care Tip: Jade Rollers
Skin Care Tip: Jade Rollers

31

#wellnesswednesday
Skin Care Tip: Jade Rollers
Skin Care Tip: Jade Rollers
January Resolution Sale

+ & ES5 -+ CONTENTPFILLARS -~ CONTENTIDEAS -  VIDEO CONTENT IDEAS -~ JANUARY -~

Thursday

How to use product video|
Lavender Face Wash

11
How to use product video|

Hyaluranic Acid Serum

18
How to use product video
Extra Creamy Night Cream

25|
How to use product video
Tea Tree Face Oil

JANUARY HOLIDAYS ~ JANUARY SOCIAL POSTS ~ FEBRUARY ~ FEBRUARY HOLIDAYS ~

Friday

Fairfax Farmers Market
Fairfax Farmers Market

12
Fairfax Farmers Mkt

Fairfax Farmers Market

19
January Resolution Sale

Holiday
Event

Email Campaign
Website Blog

Social Story

Social Media Video

Saturday

13
Fairfax Farmers Market

20

27

FEBRUARY SOCIAL POSTS ~ MARCH ~ Ma
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COLOR-CODING KEY:
Holiday

Event

Email Campaign
Website Blog

Social Media
Social Story
Social Media Video

FEBRUARY
Tuesday Wednesday Saturday
. 1 2 3
B2B Version #ThursdayThoughts Webinars Post
Quote 17
4 5 6 7 8 9 10
Webinars Email |Webinar: Social Media h—u-* Blog:AI Marketing Tips| Webinar: Marketing Plan 101 Webinars Post
Webinars Email-Same Day | Articl rketing Tips| Webinars Email-Same Day
#MarketingMonday Blog:AI Marketing Tips| #ThursdayThoughts

Quote 23 Blog:AI Marketing Tips Quote 18
" 12 13 14 15 16 17
Webinars Email Webinar: E-Mail Essentials Valentine's Day #ThursdayThoughts |[Random Acts of Kindness
Webinars Email-Same Day Valentine's Day Quote 19 Random Acts of Kindness
#MarketingMonday Webinars Email
Quote 24

Int'l Book Giving Day
Int'l Book Giving Day

Fave Biz Book?
18 19 20 21 22 23 24
President's Day Webinars Email Webinar: Social Media DIY California Day
Social Media Post Webinars Email-Same Day California Day
Webinars Email Webinars Post
#ThursdayThoughts
#MarketingMonday Quote 20

Quote 25

26 27 28

Webinars Email Webinars Email Webinar: Marketing With AX #ThursdayThoughts
Webinars Email-Same Day Quote 21
#MarketingMonday
Quote 26
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2 THEME CAPTION LINK (IF ANY) HASHTAGS GRAPHIC EDITS APPROVED PUBLISHED

+

T

Cheers 10 »

~ -
We want to thank you for being loyal "}{a p p *
= New Year customers. friends and family throught the #iskincarecompany - ) D
year. We wish you the best and brightest new tnewyear2024 S fNew ca r
year ahead! .
My YOU BCTOMO I YILr GOE AncE
Chase your dresrmn N the wpoo My yoor
+
M)
&
On this day of self care, we want to share 5
tips on keeping your skin healthy in the tiskincarecompany
winter: 1. Drink plenty of water. 2.Use ttinternationalselfcareday
. International Self  heavier molsturizer than usual 3. Use e ek tiskincare #beauty 0
Care Day hyaluronic acld serum 4. Eat plenty of frults ————————— t#tskincareroutine ¥beautifulskin
and veggles 5. Cover your face when possible ttselfcare INSTAGRAM: #instaskin > = =
from the elements. Check out our shop for #tskincareofinstagram

winter skin products.

ntern:tional
SELF-CARE DAY

Limang yomnise ¥
s e e s

JANUARY
RESOLUTION SALE:
o] FACE SERUM
Make one of your new year's resolution to #iskincarecompany #skincare / ; o
A take better care of your skin! We have the ttbeauty #skincareroutine o - ‘
9 January Resolution products to help you out on sale now wwiweskincare comfjaraaryresclut itbeautifulskin fiselfcare | otz | ey on v a
Sale through January 15th. Get your cleansers, INSTAGRAM: ttinstaskin ‘l f \ / -
serums, lotions and creams now! #tskincareofinstagram \ J | |
+ = WELCOME ~ HASHTAG DAYS ~ BLOG CONTENT ~ EMAIL CONTENT ~ CONTENT TYPES ~ CONTENT PILLARS ~ CONTENT IDEAS ~ VIDEO CONTENT IDEAS ~ JANUARY ~ JANUARY HOLIDAYS ~ JANUARY SOCIAL POSTS ~ FEBRUA
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BLOG CONTENT

Instructions: Put all your blog topics on this page.

You can then create a blog image for the You can use the approval check marks as you wish depending on
website(check your website platform for blog header how your organization works and how many people involved in
size) and one for social media to promote the blog  the blog creation.

(1080x1080 will work for most social platforms)

Once you create your blogs, you can move the  You can use the color key for Website Blog and

blogs to each month's calendar and add them to  Linkedin Article. A Uinkedin Article is basically a blog. N
the social media and email content for each Always post to both your website and Linkedin If you

month use both.

Go to Insert>Insert Image In Cell to add your images  Go to Insert>Insert Image In Cell to add your images

here here
Blog Topic Google Drive Link Blog Image Social Image Topic Approved Blog Approved Published Publish Date
Benefit Of Benefit Of
Hyaluronic Hyaluronic
Acid Acid

For Your Skin For Your Skin

https://docs.google.com/document/d/1 7AayfERsXSFMu[nwbkPOeew2

2 - Maurishes the 3bi;
Benafits of Hyslironic Acd YWiwXgmnCmFEbywzE6d/edit ——e- - D D D
Assists n the g of
é
" Smavthera ort the fexture Smeathons wut the terters
o the stis of the shin
Asticaging preparties o Asticaging prapastion
, ~ ) ’.(") g » P
- 4 ) Shincase comm &é& zt‘)a.un.u-
https://docs. le.com/document/d/17Aayf6RsXSFMu|nwbkPOeew2 D D D
How To Eat To Help Your Skin yWiwXgmnCmFEbywzEed/edit
https://docs.google com/document/d/17AayfERsXSFMu|nwbkPOeew2 D D D
What Medications Do To Your Skin yWiwXgmnCmFEbywzE64/edit
https://docs. le.com/document/d/17Aayf6RsXSFMu|nwbkPOeew2 D D D
5 Nightly Skin Routines to Reverse Aging yWiwXgmnCmFEbywzE64/edit
| 1 | m] 0
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EMAIL CONTENT

For each email,
include the topics
for each emai
separately if you will
' have more than one
topic. Add mare
columns if you have
more than 4 topics

in your emai.
Goto Goto
Insertxisent  Insertrirsert
Image In Cell 1o Image In Col to
Go to Insert>lrsert image s Coll 10 add your images  Go to Insert>lrsert image s Coll 10 add your images  add your add your
here here images hare images hare
EMAIL DATE Topic 1 Topic 2 Topic 3 Topic4 Link1 Link 2 Link3 Link4 Graphic1 Graphic 2 Graphic3 Graphic 4 Subject Line Preview Line EMAIL APPROVED EMAIL SCHEI
= Le
p '\ et g
v -
A e
JOINUS |, L& 20
. skincare.co AT THE P 1 LT
skincare.co ey FARMER'S > New Year's Don't Miss Out On
! January 2 January Resolution Sale Fairfax Farmers Market miresolutio ————— ‘ Resolution Sale Your Skin Care (|
nsale W Happening Now Faves!
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CLEAN

- Check bounces for obvious kypos
« Hard Bounces vs Sofk Bounces

~« Remove ingckive emails-look gk dckiviey history
- Can you re-enqgdge indckive conkdcks?

TS SCORE 44
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% Elden Selections

/ BURGUNDYWINE.COM

All current e-mail Many previous clients only
offers were $500+ purchased up to $300

THE PROBLEM

e Small list

e Older demographic

e Client didn't know why many
purchasers stopped buying.
Never bothered to look!

THE SOLUTION: Sent offers at $300 AOV and customers who had not ordered for gﬂwﬁ/v m
few years came back and purchased!

POWERED BY
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How o Not End up in Spam folders

- Build your own emadil lise- DO NOT BUY LISTS!
» Provide g double opk-in
» Aukhenticgee your domdin emdil with SPF, DKIM, and DMARC.

- Sender Policy Framework (SPF) — ensures you dre who you say you dre by compdring the sender's IpP
(Found in the domdin's DNS record) wikh g lisk of IPs qukhorized to send from that domain.

- Domain Keys Identified Madil (DKIM) — meeting this skanddrd ensures thde the emdil wds nok tampered
wikh during bransmission.Domain-Bgsed Message Aukhenticgeion Reporung and Conformance

- OMARQ) — leveraging the power of both SPF dnd DKIM, DMARC requires both o pdss in order o send
and deliver email. See your email provider/domqin host for direckions.

» Reqularly clean up your email lisk-Develop g "sunset policy’-
Cleaning less enqgaged emails can improve deliverdbiliey overdll.

« Send vdludble conkent!

» Do Spam checks for spammy keywords

EEEEEEEEE
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EMail Liskt Cleqner/ List Append

List Cleaning Services:
- Use for older lisks thde may have high pokentidl for bounces
- Don't use an emdil platform as your lisk cleaner! This could get
your banned or lisk banned.
- Relatively inexpensive
List Append
« Tdkes your customer lisk and mgkches posk qddress/phovle
number with e-mdil addresses Lo “dgopend’ your lisk with an e-
mdil it you don't diready have ik.
- Not perfect- May mdech danother household member NOT dlready
on the lisk (e. husband vs wife)

EEEEEEEEE
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test-ihgzx76c2@mail-tester.com &

S ————— e

O vorcowsoe 4

: / A 4
W\ ”n_\\ Y

POWERED BY

WWWw.score.org RE //® S?A
)



Not bad. Some inboxes might still refuse you

-

Subjei: [Test] Boartooth Tattoo Latest & Greatest News

Bounce address : bounce-mc.us4_131651850.6359679-test-vi42Ffoych=mail-
tester.com@mail96.suw13.rsgsv.net

@ Received 33 minutes ago

E Click here to view your message

E‘ SpamAssassin thinks you can improve
E You're not fully authenticated

E‘ Your message is safe and well formatted
’E/ You're not blacklisted

E 1 broken link

BESBEER

Your lovely total: 5.2/10
Link : | https://www.mail-tester.com/test-vi42foych
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Checklist Before Yoy Hik Send!

« Mock-up your email and then double check:
o COP9 — look de daees, times (make sure you don'k decidentadlly u%e MST
when you redlly mean Lo use ET,) capikdlizgkion, ikdlicizgeion, ekc.~
o Hyperlinks—do they work?-Your from address, reply-to address, and
friendly from—do wane your emdil sent "on behdlf® of q person or your
organizauor\?—
o Subjeck line—errors in your subjeck line dre the worsk, 50 make sure you
Uiple check this one,
. Send yourself g kest
« Double check your pre-header text
. Look for design flaws
. Get g fresh set of eyes on your emdil
- Double check your lisk ang sSegments

EEEEEEEEE
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A/B Testing

*1* Click

—{'_’7—@

*25* Clicks

WWW.SCore.org



A/B testing campaign ideas

What day of the week gets better open rates?

Does a subject line with an incentive or a teaser work best?

Does including your company name in your subject line increase engagement?
s it better to use your name as the from name, or your company's name?
Does the time of day a campaign is sent affect the click rate?

. Are subscribers more likely to click a linked image or linked text?

. Do emojis work or not?

NouswN e

WWW.score.org



ONSISTENCY

Will you have kime Lo eXecuke g consiskent email program
yourself from skart Lo finish?

The same email should be sent three kimes:
Announce Offer

Reminder Offer Calilomic

Fingl Offer

TS SCORE 44
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s this your e-mail marketing program??

November-December
—_—

ﬁ
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Email Campaigns?

Best Day To Send Marketing Emails

27%
19%
17%
16% . . .
Best Time To Send Marketing Emails
13%
31%
5% 26%
“77"7 4%
g
[ 4 20%
Monday Tuesday Wednesday Thursday Friday Saturday Sunday
HubSpot Blog Research, survey of 150+ Marketing and Advertising professionals in the U.S. in October 2023 HUbS@St 13%
0
5%
2% 2%
HE =
e icoe |

1AM-3AM 301AM-6AM 6:01AM-9AM 9:01AM-12 12:01PM-3PM 3:.01PM-6PM 6:01PM-9PM 9:.01 PM-12
EST EST: EST: PM EST EST: EST: EST: AM EST

HubSpot Blog Research, survey of 150+ Marketing and Advertising professionals in the U.S. in October 2023 HUbSpwt
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AUTOMATION
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MARKETING AUTOMATION TYPES

Customer Journeys

. Create Journe
Pre-Built Journeys Y

STart witn a pre-pulit map ana make It your own. Every map IS DUIIT T be used as IS or Tully
customized to meet the needs of your business and customers.

Vertical: All v Objective: All v Use with: All v Sort By: Popular v

Nurture relationships Share information

@ Welcome new contacts Email tagged customers

Sell stuff Re-engage contacts Sell stuff
Send multiple offers to Recover lost customers Recover abandoned carts
abandoned cart
customers
Sell stuff Sell stuff Drive audience actions
Create repeat customers Celebrate customer Encourage online reviews
birthdays

POWERED BY

ﬁ
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MARKETING AUTOMATION TYPES

WWW.score.org

Drive audience actions

Welcome contacts who
subscribed via your pop-

up form

Drive audience actions

Thank customers for
answering a survey

Manage my audience

Identify high-value
customers

Drive audience actions

Collect customer
feedback

Sell stuff

Remind customers to
reorder

Sell stuff

Promote cross-sell
opportunities

Nurture relationships

Reward VIP customers

Sell stuff

Send personalized
promotions for
abandoned carts

Manage my audience

Identify high and low
engagement customers



MARKETING AUTOMATION TYPES

Sell stuff

Celebrate annual events

Sell stuff

Promote future events to
EventBrite sign ups

WWW.score.org

Share information

Engage new group
members

Share information

Welcome attendees to an
event when they checkin

Share information

Welcome contacts and
confirm their registration

Sell stuff

Promote future events to
EventBrite event
attendees

SCORE 4
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Basic Workflow

BlendFest Send a Test Email Sa|

ger: Immediately after subscribers are manually added to workflow

o My Custom Workflow 26.9% 1.4% 0 2,831 Pause & E

SOLES Openrate  Click rate Queue Subscribers
f Schedule: Every day, all day

I Segment: None
pLENDFEST
S Action: None

ger: 2 days after subscribers do not open previous email

Automation Email #2 14.0% 0.6% 0 2,108 Pause & E

L S Openrate  Click rate Queue Subscribers
y Schedule: Every day, all day

Segment: None

Action: None

Emails Confirm g (3 (Z m

WWW.SCOre.org SCORE ‘2 dr
- or




% TRIGGERED EMAIL: Welcome 4}

Welcome Series

Il PAUSE: 7 days
e
% SEND EMAIL: ‘@ |
Latest blog article “’

Il PAUSE: 7 days

[~ FLAG EVENT: Did the
contact click the link?

L -

L -
Yes No
L -

- -

‘ = _ 2\
¥ SEND EMAIL: Invitation ‘@ . % SEND EMAIL: Link to ‘@ !
to sign up for webinar . 1 download latest eBook l ’

POWERED BY
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Ab aJndoned Ca.lrt & EMAIL: Abandoned Cart

ssYOs eeee

-
& EMAIL: Cart reminder ‘@ _
with discount l '
1l PAUSE: 1 day

Jm FLAG EVENT: Are tickets
stillin shopping cart?

: -
& EMAIL: Thank you and @ 1
souvenir coupon l ‘

Il PAUSE: 7 days

M8 FLAG EVENT: Did the

- contactuse coupon?

ch' 'No Yes No

. ‘ .!
& EMAIL:Upcoming "@ 1
ticket specials I '

.
-
-
.

‘ .
& EMAIL: Benefits of ‘@ )
a season pass "'

A LEAD ALERT: A LEAD ALERT:
Sent to Sales Sent to Sales

POWERED BY

®
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% SEND EMAIL: Event Invitation

Multi-Channel Event :
Campaign I PAUSE: 5 days

I M FLAG EVENT: Did

the contact RSVP?.

Yes No

& EXPORT TO .CSV: Send J A LEAD ALERT: Sent
“See you there!" post card to Account Manager
for follow-up

(# UPDATE FIELD:
Assign contact
as Attendee

% SEND EMAIL: Last chance
to RSVP for event

& EXPORT TO .CSV:

SEND SMS: Create re-targeting
Event reminder social media campaign

POWERED BY
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E-MA

L WRAP up

- Don't forget o segment your dudiences for betker

conversion
o Automgte!

o TESIRES ST

- Be consiskent throughout the ENTIRE year!

« Have ¢ p!qn in plqce or ik wonk 3@& done righl—, or de qll!

e Track resules s0 you know whgk 15 workmg

« NEVER GIVE UP!

WWW.score.org
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Next Steps For Your Business

1.Evaluate Your Email Marketing Efforts:
Are you satisfied with your results, or do you feel there's room for improvement?

2.Understand Your Resources:
Do you have the capacity to consistently create and send engaging email content? Do you have a sending

strategy?

3.Exploring Opportunities for Growth:
Are there any untapped opportunities or areas for expansion in your email marketing strategy?

4.Plan for the Future:
Are you prepared to adapt your strategy and scale your efforts accordingly?

WWW.score.org




Jupp Lo My Exprenifse

Schedule a Strategy Session Today! .
Scan or go to callwithpatty.com | s =)

Join The Marketing
Lab Linkedin Group




Helpful Links

* Find SCORE resources for small businesses at
www.score.org/templates-resources

* Find more SCORE live and recorded workshops and
courses at www.score.org/get-business-training

* Book an appointment with a SCORE mentor at
www.score.org/find-mentor

WwWWw.score.org



http://www.score.org/templates-resources
https://www.score.org/get-business-training
http://www.score.org/find-mentor
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Funded in part through a cooperative
agreement with the U.S. Small Business
Administration.

All opinions, conclusions, and/or
recommendations expressed herein are
those of the author(s) and do not
necessarily reflect the views of the SBA.
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