y
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? | never got anything”

Business to business

Communication with members | subscribers | businesses




Nost 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

N-pEerson VISIts




IN-person visits

Highest levellofF cooperation (82% won't tUff YORRCIOWR)

~“hone calls




A phone cdll
(88%)
(builds relationships)
(78%)
(hard to turm you down)

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




Direct mall

Direct mall

40% look forward to checking the mall
Email? 4%
Under 307 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:




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

ACTIVE

DIRECT EMAIL
= ILwyS -

Average lifespan:
Seventeen days

Average lifespan: m

Which is more memorable?’

Only 44% of people could recall the brand
rectly after seeing a digital ad. whereas
5% could directly after receiving direct mai

As the affectiveness of email bagin to decling, see haw the growth of din

Research by the Direct Marketing Asscciation {(DMA) found that in spite of an increasing
number of online promotional options, direct mail

of consumers act on Direct mail generates 3 And direct mail generates
direct mai immediately 4,4% response rate, 10% more customers than
compared to only who compared to email’s average amail direct mail,

act on email straightaway. response rate of email).
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To introduce a new initiative, a quarterly hewsletter

Soclal media




v ‘ >
Social media |
tart the day checking emails: Task oriented
tart the day checking social media: Social

| ——
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Email vs. Social Media, First Check of the Day




Think of your audience

Getting them to visit you: social media
Getting them to act; emall

Facebook

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




Instagram:.
FOrsharng your worlg with tReworid




Emaill marketing vs. social media

EMAIL SOCIAL MEDIA
Total users 3.8 billion 3.4 billion
Preferred channel for promos 60% 20%
Conversion rate 6.05% 1.9%

Open/click-through rate 22.9 OR 0.58% ER
3.7% CTR

RO 4400% Varies widely

Emall v§.-soclal media, usage by age

93%

0,
78% s 86%
64%
37%
B Email
25 - 44 65+

45 - 64 M Social media

91% 88%




V\/hen 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

fexting




Jexting

\ery personal (next to in-person)
- |t cannot be intrusive
- ONLY with permission

- ONLY on occasion - typically a
followup or reminder

VWhen 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




Average worker: 126 emalils per day
Marketing | spam: 50%
Maximum intake: 80 emails\o/day

Top reason for unsubscribe requests: ‘| get tea.many emails”



Emall

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

L commnecone Hello! Here's your recent email activity. [ ]

19,102

. 2444

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




Emall

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

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

Destination Development Association - 1T month

o Hello! Here's your recent email activity. N |

t4 44

90% 50% 10% 1%

44,74




How Businesses Could Improve Their Email Efforts

| 24.2%

23.9% ¢

B o
.

Why Subscribers Flag Emails as Spam

i 36.4%

When to use emall

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

The seven ways to di@amatically improve
communication with yodr local businesses and
stakgholders
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Use email as your primary communications method

BUT with some rules

P

Welcome emails have a 90% open rate

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




Welcome Emails

Ob
i Otedo Have Great Potential

nd, the
verage open rate for a

welcome email is

m&A I

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




@ Oberlo Personalization Works
Wonders For Email

Emails with
personalized subject
lines generate

higher open rates

The subject line must answer the question
‘what's in it for me?”

Destination Development =7
Association ROGERBROOKS )
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Segment your mailing list!
(location, type of business)

ROGER BROOKS>
Assessment Findings & Suggestions




Use video emails
(with time stamp)

Interactive Emails

iR Are the Way Forward

Adding videos to your
email can increase
click rates by




Destination Development 57,
Association ROGER BROQKS )

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

Less than 100 words
Brevity is king




Shen Destiration Deved opmant Axscciation
raery
e
ello Roge
Wauld you take just one minute and let us w which
vould prefer when the DDA com ates with you? (Thi
[ St 24 )
Bk Wl T Dot Y oalading

Destination Development 527707,
Association ROGERBROOKS

The 7 C's of effective communication

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.




T

Use a graphic image
(it pulls the reader in)

eibe

Destination Development =0 o ais |

Association




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

And Nno more than two weeks in advance

P

No more than one per week




Customers Like
Oberl
W obeto to Hear From You

of consumers said that
they would like to receive
promotional emails from
thei > brands on a

How Businesses Could Improve Their Email Efforts

24.2%

23.9%

| JRERLY
.

Why Subscribers Flag Emails as Sp.

36.4%

31.6%

B o4




Make it consistent
(Every Wednesday morming)

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

Good examples you can emulate




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

ader o get attention
<

A graphic of

Collaborationis just a quick
connection away.

an 100 words

[

verizon’

*A teaser subject line | what’s in it fof

e 026 — 1 7.

SmartBrief o t'x
BUSINESS TRAVELER

The 7 Secrets of High Net
Worth Investors [Free Guide]




’A teaser subject line | what’s in it foi

ARIZONA

Tourism Tuesday

*A teaser subject line | what’s¥

@ usartopay

oints




US TRAVEL | 2=
-1 0-1c)

a @9 bro

antha @3 VI

Surprising (& Exciting!) News
from the Travel Industry

Samantha Brown

PBS host “Places to L




®

To make it easier

Use or develop email templates

The Best Email Malkeliné .Soltu./are for 2020
&
HubSpot f ‘S , )
— r——
<o <o Lemows ece ] [N

What Is Email Marketing Software?




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

People love
consistency

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




end out a monthly direct mail piece
N an oversized envelope

~
rediodge

What's Happening In Red Lodge?
Prosented by your Red Lodge Area Chamber of Commerce.
Red Lodge, Montana

Monday, Feb 17% - Monday, Feb 24th, 2020

Monday, Feb 17 -
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—
> Toddler Tuesdays @ Honey's Café 10

bunch and Leam-Food for Thought @ Red Lodge Camegi Lsrary 12 pm
¥4 Price Margaras Al Day
Improv Clas: Guynema Torm Begin @ The Roosevel Corter 345, 445.30d 615 pm
Wussels Night % b for & @ Garbon Gounty Stcakhouse 430 o
FntNight and Trivia Fest @ R Lodge Ales 500 pm
AU T @ Natal's Fron Bar 7 p
Wednesday, Feb

Witer Slwyhme and Craft @ Red Lodge Carnegie Library 10:30 am
o $5 Ramen All Day @ Carbor

5 @ Carbon Fork
o Camman Ground Compimentary Community Mes! @ Red Lodge Campus 5 pm

§5 Wednesdays @ The Pollard Pub 5 pi -
o Febnuary Sip and Paint @ Bul n Bear 6 pm

‘Thursday, Feb 20—
After Hours @ OId Piney Dell at Rock Creek Resort 5:30 p to 7:00 pm
Cast Iron Pizza Day, $3 Pint Night & $10 Chicken Wings @ Carbon Fork
o surgmna 2 Bour @ Natais Front am pm

o Prime Rib Fridays @ Carbon County Steakhouse 4:

30pr
agic. The Gatnating” Game Night @ Phoerix Pearl Toa 5 pm
o _Lie Musc - Gooff George @ The Pollard Pub 6:30
Saturday, Fob 2
Wind Bonder Nodic Ski Races @ The Nordi Center 9 am
o Acoustic Jam @ Honey's C:
Cive Music - A Brohers Fountai @ Red Lodge Mountan Birstube 3 pm
Gl CanterEmpty Bows Funcrlsat and Dinner @ Red Lodge Cammury Churh 4:30 pm
Live Music - Rigby Summer @ The Pollard Pub 6:30 p
Live Music — Hubba Hubba @ Snow Creek Saloon 8 bm
Sunday, Fob 23 -
o Sunday Brunch @ The Pollard 7 am
o BHA's BINGO for Homeless Pets @ The Beartooth Elks Lodge 1 pm
Monday, Feb 24 -
Industy Night @ Prerogaive Kichen: Hosplaltyindusty workers 20% of
Common Ground @ Churchof e Rockies n Robers 530 p
Game Night @ Phoorix Pear Tea 5

Samantha Thomas Fitness @ Red Lodge School of Dance: Monday — Friday 8:30 a.m; Saturday 10 a.m

Carbon County Arts Guild and Depot Gallery: What Were You Wearing? Survivor Art Instalation and
Jery Rankin: Golden Sun
Red Lodge Clay Center: Slow Buid Exhibition Fealured Arist Priya Thoresen

‘s Email today!
For more details, visit wwwrediodge.com!
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Your tax-deductible zift will help

ay

A monetary request is almost

universally best done as a
direct mail request




Open the channels

ommunication is a two-way street

V
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Supplement your emails
with soclal media posts




Mounm. w,Arts’Society
X 3

n ' 1
‘@ Mountain View Arts Society

SATURDAY AUG. 1S

DIDSBURY

FISER SEEDS LTD,

G

u. 10:00 -.;:oo
i
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. b |
. Downtown Canmore
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Listen to their needs, their ideas

(make communication a two-way street)

Destination Development 527707,
Association ROGERBROOKS Y

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




DDA Communciation Preference Survey Results

Row Labels T Count of Let us know your choice!

Via email with written message 186
Via email with attached video 62
Text™(see below) 6
Social Media Channels**(see below) 3

Grand Total 257T

T

Create a survey two or three times a year

Use Google Forms (it's free - and easy)




G Suite mBemo

Create a form as easly
as creating a document

_ Send professional

[« looking surveysto
customers

FITEr g




®

Create a private Facebook Chat Group
(interactive communication)

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

- Jill Vanderoort, Exec. Director, VisitPella




oooooooo
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Shop at your friends’ businesses




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

- Jill Vanderoort, Exec. Director, VisitPella
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Attend reciprocal meetings
(Break out of the silos)

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

- Jill Vanderoort, Exec. Director, VisitPella




Bottom line
(With additional input from DDA members)

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

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

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

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

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

.

6

' Attend reciprocal meetings - break the silo mentality

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




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 “ | 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, lowa




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

For more how-to resources join us at

DestinationDevelopment.org

< Destination Development




