
How to Effectively Communicate 
With Local Businesses

The age-old conundrum



“I never heard anything about that!” 
“I never got that email” 
“I must have missed that email” 
“When did you tell me about that?” 
“What?” 
“When?” 
“Really? I never got anything”

Business to business
Communication with members | subscribers | businesses



Most common business communication methods
Email (far and away #1)  
- text only 
- text and graphics 
-with audio message 
-with embedded video 
-periodic e-newsletter 
Social Media 
-LinkedIn 
-Facebook 
-Twitter 
Phone calls 
Texts 
Direct mail (snail mail) 
In person visits

In-person visits



In-person visits
Highest retention (99% remember the visit) 
Most personal (by far) 
Highest level of satisfaction (98% appreciate it) 
Highest level of cooperation (82% won’t turn you down)

Phone calls



A phone call
2nd highest retention (88%) 
Personal connection (builds relationships) 
High level of satisfaction (78%) 
High level of cooperation (hard to turn you down)

But what if you have hundreds of people 
you need to effectively communicate with?



Direct mail

Direct mail

40% look forward to checking the mail 
Email? 4% 
Under 30? 36% 

90% of direct mail gets opened 
Emails? 20% to 30% 

Direct mail: Trusted more | More personal



Average household: 

454 marketing pieces each year 

Email marketing: 21,900 a year (420 a week)

Oversized envelopes:  
Twice the open rate



Prefer direct mail and most likely to respond: 
45 to 54 year olds



When to use direct mail
When you are asking for monetary contributions 

When you want to thank someone, sincerely, and personally 

For sending a monthly or quarterly calendar of events 

To introduce a new initiative, a quarterly newsletter

Social media



Social media
Start the day checking emails: Task oriented 
Start the day checking social media: Social oriented



Getting them to visit you: social media 
Getting them to act: email

Think of your audience

Facebook:  

The most commonly used for interacting with each other: 
local residents, friends and family



Instagram: 

For sharing your world with the world



Email marketing vs. social media

Total users 

Preferred channel for promos 

Conversion rate 

Open/click-through rate 

ROI

3.8 billion 

60% 

6.05% 

22.9 OR 
3.7% CTR 

4400%

3.4 billion 

20% 

1.9% 

0.58% ER 

Varies widely

EMAIL SOCIAL MEDIA

Email vs. social media, usage by age

15 - 24

91% 88%

25 - 44

93%
78%

45 - 64

90%

64%

65+

86%

37%

Email

Social media



When to use social media
When you’re interacting with local residents - a broader group 

For promoting public events - spreading the word 

For sharing with the world what you have to offer 

Getting others to toot your horn

Texting



Texting Very personal (next to in-person)  
- It cannot be intrusive 
- ONLY with permission 

- ONLY on occasion - typically a 
followup or reminder

When to use texts
As a reminder - but only with permission 

To thank someone personally (but informally) 

For an immediate need or emergency 

Only occasionally - unless it’s a close acquaintance



Email

Average worker: 126 emails per day 
Marketing | spam: 50% 
Maximum intake: 50 emails p/day 

Top reason for unsubscribe requests: “I get too many emails”



Email
Check emails multiple times p/day: 99% 
Checking emails outside of business hours: 82% 
Opened on mobile devices: 50% (leisure: 60%)

Destination Development Association - 1 week period

SendGrid | ConstantContact | MailChimp - many email clients offer statistical recap data



Average open rate: 20.8% 
Average click through rate: 3.1%* 

*Open it | Respond | click on a link | 
forward | print: interact with it

Email

Destination Development Association - 1 month

90% 50% 10% 1%



When to use email
As your primary communication resource (B2B) 

Permission marketing only! Don’t spam people 

Use it with the rules… (coming up) for best results 

Once a week (or less)



What to do with all of this
The most effective way to communicate 
with local businesses | your members

7The seven ways to dramatically improve 
communication with your local businesses and 

stakeholders



Use email as your primary communications method

BUT with some rules

STEP

1

Welcome emails have a 90% open rate 

(Great way to make sure your emails 
don’t end up in spam folders)

A



Personalize your subject line 
(company name, industry, topic of interest)

B



The subject line must answer the question 
“what’s in it for me?”



Segment your mailing list! 
(location, type of business)

C

Nyssa, Oregon 
Assessment Findings & Suggestions



Use video emails 
(with time stamp)

D



Keep text emails short: Cut to the chase 
(with time stamp) 

Less than 100 words 
Brevity is king

E



example

•	 Clear: Say what you mean without leaving room for misinterpretation. 

•	 Concise: Get to the point. 

•	 Complete: Provide all the facts. 

•	 Concrete: Be specific and back up your claims with data. 

•	 Correct: Use precise grammar and make valid claims. 

•	 Considerate: Consider all viewpoints and communicate with respect and empathy. 

•	 Confident: Have conviction in your words and in your ability to execute on them.

The 7 C’s of effective communication



Use a graphic image 
(it pulls the reader in)

F



No more than 1 in 4 emails 
with an “ask” 

And no more than two weeks in advance

G

No more than one per week
H





Make it consistent 
(Every Wednesday morning)

I

How the DDA promotes webinars

Email 
-Two weeks prior 
-One week prior 
-Day prior (last chance) 
-Hour prior (reminder) 

Social media 
-Coming up, next three months 
-LinkedIn: 3 weeks prior 
-Facebook: Week prior



Best time of day: 
Between 10:00 and 11:00

J

Good examples you can emulate



A teaser subject line | what’s in it for me?

A header to get attention

A graphic of some kind

Less than 100 words

For more information

A teaser subject line | what’s in it for me?

A header to get attention

For more information

Bullet points



A teaser subject line | what’s in it for me?

A graphic of some kind

Consistency

A teaser subject line | what’s in it for me?

A graphic of some kind

Bullet points

A header to get attention



Samantha Brown 
PBS host “Places to Love”



To make it easier 
Use or develop email templates

K



Once you pick a 
template, don’t 
change it! 

People love 
consistency

Use texting, with permission, 
as a last-minute reminder

STEP

2



Send out a monthly direct mail piece 
in an oversized envelope

STEP

3

 
        

   
                                       WhaW¶V HaSSeQiQg iQ Red LRdge? 

                                       Presented by your Red Lodge Area Chamber of Commerce 
                      Red Lodge, Montana   

  
                        Monday, Feb 17th ± Monday, Feb 24th, 2020 
        

Monday, Feb 17 ±  
o Industry Night @ Prerogative Kitchen. Hospitality industry workers 20% off 
o Common Ground Complimentary Community Meal @ Church of the Rockies in Roberts 5:30 pm 

Tuesday, Feb 18 ± 
o Toddler TXesda\s @ Hone\¶s Cafp 10 am 
o Lunch and Learn-Food for Thought @ Red Lodge Carnegie Library 12 pm 
o ½ Price Margaritas All Day @ Bogarts 
o Improv Classes with Guynema Terry Begin @ The Roosevelt Center 3:45, 4:45, and 6:15 pm 
o Mussels Night ¾ lb for $7 @ Carbon County Steakhouse 4:30 pm 
o Pint Night and Trivia Fest @ Red Lodge Ales 5:00 pm 
o AdXlW TriYia @ NaWali¶s FronW Bar 7 pm 

Wednesday, Feb 19 ±   
o Winter Storytime and Craft @ Red Lodge Carnegie Library 10:30 am 
o $5 Ramen All Day @ Carbon Fork  
o Common Ground Complimentary Community Meal @ Red Lodge Campus 5 pm 
o $5 Wednesdays @ The Pollard Pub 5 pm 
o February Sip and Paint @ Bull n Bear 6 pm 

Thursday, Feb 20 ± 
o After Hours @ Old Piney Dell at Rock Creek Resort 5:30 pm to 7:00 pm 
o Cast Iron Pizza Day, $3 Pint Night & $10 Chicken Wings @ Carbon Fork 
o BXrger and a Beer @ NaWali¶s FronW Bar 4 pm 
o Game Night @ Phoenix Pearl Tea 5 pm 
o Locals Night and Live Music w/Lee and Charlie @ Old Piney Dell at Rock Creek Resort 5:30 pm 

Friday, Feb 21 ±  
o Prime Rib Fridays @ Carbon County Steakhouse 4:30 pm 
o  ³Magic: The GaWhering´ Game Night @ Phoenix Pearl Tea 5 pm. 
o Live Music ± Geoff George @ The Pollard Pub 6:30 

Saturday, Feb 22 ± 
o Mind Bender Nordic Ski Races @ The Nordic Center 9 am  
o AcoXsWic Jam @ Hone\¶s Cafp 1 pm 
o Live Music ± A Brother's Fountain @ Red Lodge Mountain Bierstube 3 pm 
o Clay Center Empty Bowls Fundraiser and Dinner @ Red Lodge Community Church 4:30 pm 
o Live Music ± Rigby Summer @ The Pollard Pub 6:30 pm 
o Live Music ± Hubba Hubba @ Snow Creek Saloon 8 pm 

Sunday, Feb 23 ±  
o Sunday Brunch @ The Pollard 7 am 
o BHA¶s BINGO for Homeless Pets @ The Beartooth Elks Lodge 1 pm 

Monday, Feb 24 ±  
o Industry Night @ Prerogative Kitchen. Hospitality industry workers 20% off 
o Common Ground @ Church of the Rockies in Roberts 5:30 pm 
o Game Night @ Phoenix Pearl Tea 5 pm 

 
Samantha Thomas Fitness @ Red Lodge School of Dance: Monday ± Friday 8:30 a.m.; Saturday 10 a.m. 
Bear Creek Saloon and Steakhouse open Fri, Sat, and Sun  
Roman Theater:  Mon-Thur 1917  Fri - Mon Birds of Prey: Harley Quinn 
Carbon County Arts Guild and Depot Gallery: What Were You Wearing? Survivor Art Installation and  
Jerry Rankin: Golden Sunlight 
Red Lodge Clay Center: Slow Build Exhibition Featured Artist Priya Thoresen 

 
WRXOd \RX Oike WR UeceiYe WhaW¶V HaSSeQiQg iQ \RXU ePaiO each MRQda\? EPaiO rlachamber@gmail.com today! 

For more details, visit www.redlodge.com! 

- Calendar of events 
- Thank you letter 
- An ask for funding







 

A monetary request is almost 
universally best done as a 
direct mail request



Open the channels
Communication is a two-way street

Supplement your emails 
with social media posts

STEP

4





Listen to their needs, their ideas 
(make communication a two-way street)

STEP

5

Within 24 hours - just one 
email - we received 260 
responses. 

Key ingredients: 
- Short and to the point 
- Something in it for them 
- 1 minute of your time 
- Video ask



Create a survey two or three times a year 
Use Google Forms (it’s free - and easy)

A





Create a private Facebook Chat Group 
(interactive communication)

B

A Facebook Chat Group was created amongst our entire 
downtown (retailers, attractions, eateries, pubs) and I am 
included in all those conversations (I’ve gained their trust and 
respect). 

                                 - Jill Vanderoort, Exec. Director, VisitPella



Shop at your friends’ businesses 

STEP

6



I can’t preach that enough!! They respect me because I shop and 
eat/drink at all of their locations. These business owners soon 
become your “squad of cheerleaders” when our CVB looks for 
additional funding from private members or even speaks in support 
of you with your city council. 

                                      - Jill Vanderoort, Exec. Director, VisitPella



Attend reciprocal meetings 
(Break out of the silos)

STEP

7

Attend their meetings so they know you are “on their side” and 
interested in their ideas, events and goals. 

                                      - Jill Vanderoort, Exec. Director, VisitPella



Bottom line
(With additional input from DDA members)

1
Email still rules - but use a great template, be consistent, follow the 
guidelines & examples for tops in effectiveness

2 Use texts, with permission, for reminders & emergency communications

3 Send a monthly direct mail piece - use direct mail for funding requests

4
Supplement your emails with social media posts - broaden your 
audience this way

5
Make communication a two-way street - it will dramatically increase 
engagement: surveys, chat groups, etc.

6 Shop and/or visit whoever you can - especially the outliers

7 Attend reciprocal meetings - break the silo mentality



When you communicate using this as 
your guide,  
- You will increase your funding  
- Your support  
- You’ll grow your audience  
- Your emails will be welcomed  
- And fewer people will come at you 

with “ I never knew about that.”

As a supplemental handout you’ll find excellent advice from: 

- Kathleen Windsor - Didsbury, Alberta 
- Beth Vandervoort - Downtown Canmore, Alberta 
- Bob Fischer - Portville, New York 
- Meg Keay, a business owner in Bucksport, Maine 
- Tim Weamer - Red Lodge, Montana 
- Jenny Landis - Lewistown, Pennsylvania 
- Leah Hill - Pawtucket, Rhode Island 
- Jill Vandervoort - Pella, Iowa



For more how-to resources join us at 
DestinationDevelopment.org

You’re set to effectively communicating with your 
members | local businesses | the public


