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About this eBook

We've written a lot about how to make marketers who use Microsoft Dynamics CRM more
effective. Our Marketing with Microsoft Dynamics CRM blog has become a destination

for marketers, and we've enjoyed putting ideas out there as well as sharing them in our
monthly Marketing with Microsoft CRM newsletter.

We've compiled some of our articles into this eBook to give you ideas for how you could
use Dynamics CRM in your marketing efforts. We've grouped the articles into a few broad
categories to help organize the content. Some of the articles involve our own marketing
automation solution for Microsoft Dynamics CRM, which you can learn about by visiting
our website.

At the time of this publication, Microsoft has just released Dynamics 365 for Sales.
Throughout this book, we reference Dynamics CRM; however, the same instructions and
concepts apply to the new Dynamics 365.

We hope you enjoy this eBook and we welcome your feedback or questions. You can

contact us at marketing@clickdimensions.com.

Thanks for downloading this eBook and happy marketing!
The ClickDimensions Team
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Chapter 1
Email Marketing

According to research firm MarketingSherpa, 72 percent of those surveyed named email
as their preferred method of communication from businesses. And marketers love email
as much as their customers and prospects, ranking email as the most effective tactic for
awareness, acquisition, conversion and retention (Gigaom Research). In this chapter,
we've included some of our favorite tips for ensuring email marketing success.

8 TIPS FOR IMPROVING EMAIL SUBJECT LINES

You never get a second chance to make a good first impression. It's as true in the inbox
as itis in life. Subject lines can make or break an email campaign. No matter how valuable
or important the content of an email, if your subject line fails to hook the recipient at a
glance, your open rate - and therefore the success of your entire campaign - suffers.

So what's an email marketer to do? Here are eight helpful tips for improving your email
subject lines and increasing opens:
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1. Keep it short.

Email subject lines are such valuable real estate that you might

be tempted to try and include every detail of your email message.
Remember, however, that long subject lines will be truncated by
email clients and that short subject lines are more eye-catching
for recipients. Aim for 50 characters, or about five to seven words.

2. Utilize personalization.

Email subject lines such as “A special offer for Bill Burns” or
“Sue, have you seen these deals?” are examples of incorporating
personalization into email subject lines. While names are
probably the most common use of subject line personalization,
other demographic details about your recipients could work well
too. For example, a subject line like “Check out these Atlanta
restaurant deals” could be very effective at attracting inbox
attention by communicating that the information is local to the
recipient.

3. Don't be too salesy.

Email is an incredibly effective sales tool, but you don't want to
sound too salesy right out of the gate. Phrases like “buy now” or
words like “free” in your subject line can cause recipients to delete
your message in seconds because it sounds too much like a sales
pitch. In some cases, overly salesy words and phrases can even
cause your message to be flagged as spam.

4. Include a deadline.

“Ends Thursday,” “Today only,” “Final chance” - language like this
in an email subject line communicates scarcity. In our always-
connected society, there's a huge fear of missing out (FOMO), and
incorporating deadlines into your email subject lines is a great
way to tap into that mindset. Just make sure that it makes sense
to do so in the context of your message; a “limited time offer” that
never seems to end will only encourage distrust towards your
brand.

5. Be negative.

People don't want to do things wrong, and playing to those
insecurities can be very effective in email subject lines. You can
garner opens by conveying in your subject line that you're going to
explain what not to do, thus helping the recipient avoid potential
embarrassment. Examples include “Do not do this on Twitter” or
“The one thing B2B marketers shouldn’t say.”

6. Use numbered lists.

Numbered lists can be used effectively in email subject lines like
“3 winning sales tactics you haven't tried” or “Weeknight dinners:
5 easy recipes.” Lists are easy for our brains to process, which
makes a subject line that incorporates them more appealing to
the recipient and makes them stand out in the inbox.
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7. Be on brand.

In every email you send, the subject should sound like it's coming from your brand. While
humor, for example, is great and can help your message stand out in an increasingly
crowded inbox, it can fall flat if it doesn’t feel familiar coming from your organization. The
same goes for other subject line tones and approaches. If your brand voice is more on the
professional side, a casual subject line will seem out of place and off brand, especially to
longtime customers and email subscribers.

8. Try split testing.

Sometimes the best way to improve email subject lines is to put them to the test in the
inbox. Split testing, also known as A/B testing, through ClickDimensions allows you to do
exactly that by sending two versions of your email with varying subject lines to determine
which version gets the most opens when sent to a set number of your overall recipients.
The winning version is then sent to the remainder of your full list, helping to remove some
of the guesswork from subject line success.

And don't forget the preheader text. This text comes after your email's sender name and
subject, and can help reinforce your subject and further encourage opens.
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POWER UP YOUR EMAILS WITH PREHEADER TEXT

In an email, the preheader text is the text that appears after your
email’s sender information and subject. Generally, the preheader
is used to give you some insight into an email’s content before
you open it.

Preheader text is easy to add to your email and can be a powerful
tool that will help drive higher open and click rates. When
customers receive your email, the subject and preheader text will
be the key elements they will use to determine if opening and
interacting with your email is worth their time. The preheader
text allows you to reinforce your subject to help encourage your
customer that opening your email will be a valuable experience.

All Unread By Date =  Newest +
4 Today
Rhys Saraceni
ClickDimensions September 2015 Newsletter 447 PM
Keep up with the latest ClickDimensions news and
tips!

So, what are some different ways to maximize preheader text?

Be Aware of Character Display Limits

Preheader text is generally brief because of the limited space it
displays in your customer’s inbox, and because email clients set
a strict limit on the number of preheader text characters they

will display. In general, 40-50 characters is a good length to stick
with because this will be acceptable for most email clients. For a
more in-depth breakdown, Litmus provides the following average
character display counts for various popular email clients:

Desktop
*  Outlook 2013: 35

¢ Outlook for Mac 2015: 55
+  Apple Mail: 140

Webmail
« AOL:75

+ Gmail: varies depending on subject length
* Yahoo: varies depending on subject length

Mobile
« Android Native Mail App: 40

+ i0S Native Mail App: 90
* i0S Yahoo and Gmail Apps: 50

*  Windows Phone: 40

Given these limitations, you want to make sure every character
counts!

“ clickdimensions.com

0000


http://www.facebook.com/clickdimensions/
http://www.facebook.com/clickdimensions/
http://www.twitter.com/clickdimensions/
http://www.twitter.com/clickdimensions/
http://www.linkedin.com/company/clickdimensions
http://www.twitter.com/clickdimensions/
https://www.linkedin.com/company/clickdimensions
https://plus.google.com/100281743712894557854/posts
https://plus.google.com/100281743712894557854/posts
http://www.clickdimensions.com
http://www.clickdimensions.com

Use the Preheader as an Extension of Your Subject

Rather than using your subject line and preheader text to convey
separate pieces of information, you may get better results by
using your preheader text to build upon the message in your
subject. A good example would be the use of a question as your
subject.

All  Unread By Date ~  Mewest |
4 Today =

Janet Van Dyne

Ready for Summer Vacation? 303 PM
Don't want to travel? Here are events in your area:
<http://elink.clickdimensions,com/o/1/77987302/b 2681

The preheader question is useful because it helps attract
recipients by relating directly to the subject line. However, it is
possible that the question may not be relevant for many of your
recipients. In this case, the preheader text can be utilized to
indicate to this second group of recipients why it is still worth their
time to open your email and see what you have to say.

Include a Call-to-Action

Another simple but effective use of preheader text is a call to
action. Simply telling the recipient to “click here” in the preheader
can help drive opens.

All Unread By Date ~  Mewest +
4 Today
John Smith
Widgets Unlimited Monthly Newsletter 2:08 PM
Click here to see all our upcoming deals!
<http:/Velink. dickdimensions.com/o/1 AT987302 /b 2681

If you want to have a little fun with your emails, you could use
the preheader text in conjunction with your subject to mimic the
format of Buzzfeed lists and similar types of articles. The lists
generally have a title like “Top 10 shocking facts about bananas;
you'll never believe number 7!" There's enough information to
indicate what's in the message, but vague enough that you can’t
resist checking it out.

All  Unread

By Date * Mewest | | =
4 Today o

Shawn Sorensen

10 Tips to Supercharge Your Sales Process 241 PM
Number 5 may change the way you do business!
<http://elink.clickdimensions.com/o/1/77987302/b 2651

Doing this could pique your recipients’ interest enough to cause
them to open the email, but you need to be sure to not sound so
extravagant that you come across as spam.

Using preheader text in your email sends can give recipients
more context and help drive higher opens rates. Try using the
preheader in your next send and see how it affects your results.
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4 EMAIL MARKETING TRENDS YOU SHOULD ADOPT

Email is a beloved communications channel for companies and their customers and
prospects alike, but it's also changing with the times. If you're looking to spruce up your

email campaigns and be more effective in your efforts, here are four email marketing trends

to try:

1. Personalization.

Personalization has been a part of the savvy marketer’s toolkit for a few years, but is now
exploding in popularity due to customer and prospect demand. Email recipients today
expect messages that feel like they were aimed directly at them, even if it is a bulk email.
Using ClickDimensions, you can personalize emails with details like a recipient’s name, the
city where they live, the name of your event they just attended, their current number of
customer loyalty points or a wide variety of other options. It's a quick and easy way to add
a personal touch to your company’'s messages, and a great way to get started with adding
personalized elements to your emails.

2. Dynamic content.

Dynamic content takes personalization to the next level, displaying different content for
different individuals based on a field in the recipient's CRM contact record. So if your
company does business internationally, for example, you could display one image for
recipients in the United States and a different image for those in Japan, or change the
language used in the email based on the recipient's location. You could also change the
content based on the recipient's gender, industry or practically any other information

you have available in CRM. We get a fair amount of questions about dynamic content at
ClickDimensions, so we've featured a few posts about it on our blog, two of which you can
read here and here.

bl
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3. Nurture campaigns.

If you're starting to sense a theme among these trends so far, it's that personal touches
matter in email marketing today. Being in the right place at the right time has always been
advantageous for businesses, and nurture marketing allows marketers to achieve exactly
that. Automated nurture programs include decision points and actions based on how
the recipient interacts with your message, allowing for a customized email experience.
For example, if an individual shows interest in a particular product by clicking a link

in an email, you could then send them on a path within a ClickDimensions campaign
automation to receive additional emails about that product or related items. The result?
According to Annuitas Group, nurtured leads make 47% larger purchases than non-
nurtured leads.

4. Focus on content.

Email shows no signs of decreasing in quantity, but the quality of email messages

is certainly increasing. With the sheer volume of emails that people receive today,
businesses have to stand out from the crowded inbox to get recipients to take action.
From the words in the subject line and the preheader text to the images and words
chosen for the body of the email, marketers are now focusing on delivering high-quality
email marketing content. They're accomplishing this with eye-catching images and GIFs
and compelling copy that, while word count varies according to email type, is as concise as
possible and broken into easily-digestible short text blocks - and you can too!
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TIPS AND TRICKS FOR A SUCCESSFUL NEWSLETTER S 1o : In

“g ClickDimensions Gk ko you ro g

trouble viewing this message.

So you're already using ClickDimensions to send your newsletters - great! Now it's time to ‘M\@““%W-.m Microsoft Dyﬂamf@@

improve your stats and increase those opens and clicks. Here are some tips and tricks to
get you started:

1. Look at the big picture.

ClickDimensions New

How often do you read emails? Think of all the times you received an email and Bulker, Poer Bl and el
immediately discarded it without opening or reading it. It probably takes you just a few o
seconds to scan an email and decide whether it's worth reading all the way through or ?;“ﬁ;.‘gﬁ%ﬁ?:xﬂfi“
simply clicking delete. Coupled with the fact that many people check their emails on mobile e

devices with smaller screens, it's easy to see why your emails should be easy to digest in SR O

both content and design. To accomplish that goal, it's important that your email is built on Q-+ =

a solid foundation.

Don't:
+ Use one large image as your entire newsletter

+  Write one long body of text

A Simple Method for e Sub-Gri Create Automated
° Use h a rd to rea d fO nts Emalls on Your Website Contacts Subscribers

Sharing or Archiving four Welcome Emails for New

A g%

Use a Workflow to Add Scoring for

even forms and surveys. Loads o a arketng Lis o and

o Run Through a Nurture Unique Content

* Include every single detail in your newsletter. You want your recipients to engage
with your content by clicking on links that will lead them to your website, blog, and

Do: THANKSGIVING HOLIDAY
* Place your logo and business name on your email’s header. Let them know it's from e e

monitor for urgent issues and will address them as appropriate. Non-priority issues may be
held until after the holiday.

you.
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* Choose a color palette and stick with one or two colors.
You'll want to choose colors that compliment your logo and
relate to your company identity.

+ Use easy-to-read, web-safe fonts and only use one or two
fonts (there are exceptions). It's best not to overwhelm the
reader with many different font choices.

* Prioritize your content with the most important information
first.

* Keep things short and break up your content into small
sections. If you have more to write, consider writing a
summary instead and use a call to action to lead your
readers to your website.

* Use headings and subheadings to organize your newsletter.

+ Use aresponsive template so your newsletter looks great
on all devices. (Use the ClickDimensions Drag and Drop
editor!)

2. Hook them with a good subject line.

You could be the master of all newsletter content, but if

your subject line is blah, your readers may never see all that
your newsletters have to offer. Sure, you can learn headline
copywriting or use Subject Line testers and tools on the web, but
often the best method is just learning what works best for you
and your customers. You can use Split Testing to see which email
subjects generate more opens and clicks.

3. Actions speak louder.

What do you want your readers to do? Fill out a form? Read your
blog? Take a survey? Sign up for an event? Share your email on
Facebook? Decide on your call to action for your email and make
it easy for them to do it. Include action phrases that will get them
engaged such as “Click here” or “Share this.” Add it in a few key
sections throughout your email in case they don't make it to the
end, but keep in mind that you don't want to overwhelm your
readers with multiple call to actions in one email.

4. It's not [about] you, it's them.

Clichéd break-up lines aside, your newsletters are not just a way
for you to promote your business. Think about your customer
and how your newsletter can be relevant and helpful to them.
It's not enough that you are talking about the next big thing or
your newest offer, link it back so they can see how it benefits
them. When you get this right and you start to connect with your
customers, your newsletters will become an email they look
forward to receiving!
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ANALYZE YOUR NEWSLETTER PERFORMANCE: SUBSCRIBER
GROWTH VS. 3-DAY VISIT TOTAL

At ClickDimensions, we send a monthly newsletter to our subscription list. To analyze
how the newsletter is being received, we look at a number of variables. Clicks, opens,
unique opens and newsletter sign-ups are obvious measures. However, the number

of visits the newsletter generates in the three-day period starting with the day it is sent
is equally important to us. We call this the three-day visit total. We want to know that
our newsletter is generating traffic back to our site and, since we are a global provider,
we need to look at visits for at least three days to get a clear picture of the impact of the
newsletter. Since Google Analytics allows you to easily make annotations on your web
tracking, you can use this as a way to mark when you sent your newsletter so you won't

forget.
® Sessions
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We like to contrast the three-day visit total to the number of subscribers (i.e. the number
of people on our newsletter list). We have provided this data in abstract format with our
first month starting at a basis of 100. We can see that over this time period our list has
increased five-fold, but our three-day visit total has increased nearly 14-fold.

Graphing this data shows us a trend. As our list grows each month, the visit total grows
proportionately larger. This tells us our content is working, and the newsletter is driving
more and more traffic to the site each month. Our conclusion is to find ways to sign

up more subscribers since our data shows that the newsletter is doing an increasingly
effective job at bringing traffic to our site.

Mewsletter Subscribers 3 Day Visit Total

Movember
December
January
February
March
April

May

June

July
August
September

100 100
144 159
149 275
241 509
250 625
283 723
318 841
413 834
466 984
487 1,253
517 1,396

1400
1200
1000
8500
B subscribers
500
W 3 Day Visit Total
400
200
a
Q‘.p

Want to get a copy

of ClickDimensions’
newsletter delivered to
your inbox each month?
Click here to subscribe.
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6 STEPS TO CHECK PRIOR TO SENDING YOUR EMAIL

When you send emails, you want them to
be as effective and informative as possible.
How successful they are largely depends
upon their content, but more minor issues,
such as typos, vague sender information,
and broken links can have a seriously
detrimental impact on their performance.
Before you send out your email, take a
moment to check the following steps:

Proofread

Be sure to check your email for spelling
and grammar errors prior to sending

it out. These errors can damage your
organization’s professional reputation
and make your recipients less likely

to pay attention to your message. The
ClickDimensions Block, Freestyle and Drag
and Drop email template editors include a
spell checker to streamline this process for
you.

Use clear From Name and From Email
values

Make sure that the values you use for your
From Name and From Email on your Email
Send clearly indicate who you are in order
to avoid confusing your recipients. If they
do not recognize who the email is from,
they are less likely to interact with it, thus
damaging your open and click rates. If you
encounter a situation where your company
name changes or you merge with another
company, consider discussing this change
within an email prior to changing the From
Name/Email in case your recipients are not
yet aware of the name change.

Have backup values for dynamic
content

Include a default value if you incorporate
dynamic text into your emails. This will
ensure that some content will be displayed
even if the data you are trying to reference
on your recipient’s record is not available.

When you add dynamic text to your
template, it will look something like this:
${Recipient.contact.firstname[0]!"}. You
can type text between the quotation marks
at the end of this dynamic text in order

to display that text if the data you are
referencing is not available. ${Recipient.
contact.firstname[0]!"Customer"}.

2
s
B
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Check your links

Make sure all of your links are functional
prior to sending your email. Broken links
will prevent your recipients from accessing
your content and may make them less
likely to try again in future emails. Beyond
ensuring that your original links are
functional, make sure your email CNAME
is valid. When your email is sent out, your
links will be branded with the CNAME

you set in ClickDimensions settings. If the
CNAME is not properly set up, it will break
your links. If you find that your branded
links are not working or if you want to
confirm that your CNAME is properly set
up prior to sending your email, you can
learn how to do that here.

Check your template on mobile devices
An increasingly large percentage of emails
are being read on mobile devices. Be sure
to send test copies of your email to mobile
devices to be sure that everything looks
how you want it to. You can find some tips
for designing mobile-friendly templates
here.

Check your subject line

Your subject line is the first thing that
your email recipient will see, so it is vital
that it grabs their attention and gives
them a good idea of the purpose of your
message. As such, if you use a placeholder
subject while testing your email, be sure
to replace it with the real deal before you
send the email out to your recipients.
Sending out emails with the wrong subject
line or with a subject line containing typos
or grammatical errors can decrease your
email open rate and harm your credibility.
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EMAIL MARKETING MAKEOVER: 5 TIPS FOR REFRESHING
YOUR CAMPAIGNS

Are your own mass emails making you yawn? Then imagine how your customers and
leads must feel. Fortunately, reinvigorating your email marketing isn't as difficult as it may
initially seem, and a few simple tweaks can often mean the difference between delete
and delight from your recipients. Here are five of our favorite tips for refreshing email
marketing efforts:

1. Send quality content.

Gone are the days of sending emails just to send them. Today, people expect messages
that are tailored to who they are and what they want to hear from your company. There

is a person on the other end of your email, not just a sales opportunity, and your emails
should reflect that. Keep your messages short and to the point. Also, think about your
message from your audience’s perspective, and ask yourself what's in it for them. Whether
it's a special discount, a link to download an eBook, or another offer or announcement,
your emails should deliver genuine value to the person reading it.

2. Change your design.

We all need a change of scenery from time to time, and your email subscribers are no
exception. Something as simple as switching up fonts and colors, while still remaining
within your brand’s look and feel, can be the change you need to get your audience
engaging with your emails again. A new layout can also be a refreshing change of pace,
especially for longtime email subscribers. If you have been using a two column design, for
example, try switching to a layout featuring a body section and a sidebar instead to see
what results change can bring.

%
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3. Get animated.

Love them or hate them, animated GIFs
have established a strong presence in the
online community. Before you dismiss
GIFs as a social media gimmick, consider
using them in email marketing campaigns.
They are easy to load, easy to create, run
automatically without requiring a play
button and provide a little something extra
that can help increase engagement. GIFs
are perfect for explaining how something
works or for drawing attention to an
otherwise static image.

4. Utilize split testing.

Split testing, or A/B testing, is a method of
testing two versions of an email against
one another to see which one performs
better. You can use the results of these
tests to improve future email marketing
efforts and send emails that really
resonate with your audience. What should
you change in your email variations in a
split test? Try using different subject lines,
layouts, send times or content. Split testing
can demonstrate how even small changes

can have a big impact on opens, clicks and
conversions. As you can see in the example
emails for a department store below, they
chose to split test based on the placement
of various clothing items.

Agler brings you GREAT DEALS on your fashienable favorites!

25% OFF
ALL DRESSES

10% OFF
ALL TANKS & TEES

40% OFF
ALL SHORTS

15% OFF
SUMMER HATS

20% OFF
ALL PURSES

Aster brings you GREAT DEALS on your fashionable favorites!

15% OFF
SUMMER HATS

20% OFF
ALL PURSES

BOGO
ERACELETS

10% OFF
ALL TANKS & TEES

25% OFF
ALL DRESSES

HURRY! SALE ENDS SATURDAY!

5. Optimize preheaders.

There are three things that recipients

will see when your email hits their inbox:
the sender name, the subject and the
preheader, which can be seen outlined in
red in the screenshot below. The subject
line is what grabs your readers’ attention,
but as an extension of your subject line,
the preheader can really help you increase
opens and clicks. It's a great place to
utilize personalization, as seeing their
name in the preheader can help your
subscribers hone in on your email, even
in the most crowded inbox. Whether you
go the personalization route or not, your
preheader copy should always clearly
and concisely convey the message in your
email.

Allison January
Weekend savings on your favorite styles!
| You're sure to love these stylish finds |
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4 REASONS TO FALL IN LOVE WITH EMAIL A/B TESTING

Even when love is in the air, the idea of
creating two versions of your next email
blast or newsletter for A/B testing (also
known as split testing) might not exactly
have your heart aflutter. So we're here to
show you four reasons why your marketing
goals and email split testing are a perfect
match.

1. It isn’t as complicated as it sounds.
While it is true that A/B testing involves
creating two versions of an email, it
doesn’t mean making two entirely different
versions. Common changes include email
subject lines, sender email addresses

and small tweaks to the content of the
email, like using a different header image
or breaking your copy into a bulleted list
instead of a paragraph. From fonts to
personalization, there are many other
small changes you can make to realize the
big benefits of split testing.

2. It allows you to test your theories.
Have you always thought that your email
recipients would respond better to an
email featuring pictures of real people in
your company than one that uses stock
photography? Or have you had a hunch
that personalizing the subject line with

the recipient’'s name would outperform an
email with no personalization? Split testing
lets you test those theories and many
more, and get the results to either prove or
disprove them.

3. It helps you better understand your
audience.

Whether you're sending to customers,
prospects or a mix of the two, A/B testing
gives you a better idea of what your
audience prefers. While you may feel like
you already know your email recipients
and their preferences like the back of
your hand, how do you truly know until
you test that understanding of their likes
and dislikes? Through split testing, you

could learn, for example, that while you
have always sent emails with statements

in the subject line, your audience actually
responds better to subject lines that feature
a question.

4. It can help you increase conversions.
Whether you want recipients to buy your
products or services, read your blog article,
register for a webinar or download your
eBook, conversions are the ultimate goal

of every email. While A/B testing isn't a
magic bullet for increasing conversions,
giving your audience what they really want
and respond to in your emails can make a
difference in your conversions. The secret is
understanding that split testing email isn't a
one-time practice; it's most successful when
used as a process over time.
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25 WAYS TO SPLIT (A/B) TEST YOUR EMAILS

You've probably heard of split (A/B) testing, but have you ever tried it? Split testing
allows you to test two versions (an “A” and a “B”) of your email with your mailing list.
The recipients’ interaction with the email (either opening the email or clicking a link in
the email - your choice) decide the “winning” version. By trying different email content,
senders or subject lines, split testing is a quick and easy way to get valuable feedback
that can be used to improve your marketing message.

Sounds good, but not sure what to test? Here are 25 ideas to get you started:

Content

+ Use dynamic content to include a personalized greeting. Include the recipient’s first
name in the header or the body of your email.

+ Test bulleted lists vs. paragraphs.

+ Use questions to engage the reader. “Have you read the latest best seller?” vs. “New
best seller from John Doe available today.”

* In a newsletter, rearrange the stories on the page or test two different “headline”
stories against each other.

* Add a personal touch to your content - perhaps include a customer testimonial or a
quote from an online review.

* Include a seasonal or holiday message.

+ Try adifferent tone. Test a fun or goofy message vs. a serious or straightforward
version.

100 %

B0 %

&0 %

40 %

204

A(Bs)  B(142) A(199) B(243)

fq-IL_.“L_

Unique Click Rate Unique Open Rate
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Creative

Change the colors, fonts or sizes of your images. Red vs.
blue, or serif vs. sans-serif. Sometimes subtle differences
can make a big difference.

If you use stock images, test illustrations vs. photographs.

Try using photos of “real” products or people (i.e.
employees, customers) vs. stock photos.

Compare a graphical version of the email to a version that is
text only (one that appears to be personally written by the
sender).

Use the same content, but create two versions of your email
with different layouts.

Subject line

Try different subject lengths. “ClickDimensions Newsletter”
vs. “ClickDimensions Email Marketing and Marketing
Automation Newsletter.”

Personalize a subject line using dynamic content. Include
the recipient’'s name or their company name.

Integrate a call to action into your subject line. “Sign up for
our weekly webinar” or “Save 20% on your next visit with
this coupon.”

Sender

Compare a generic email address (customerservice@
email.com) to a personal address (john.doe@email.com).

Maybe even sending from the same email address,
change the sender name from a person (John Doe) to your
company name (ABC Computers).

Try sending a version of the email from a recognizable
person in your company (perhaps the CEO).

Call to action

Try different phrases to see which call to action converts
more readers. “Buy now” vs. “Add to cart,” or “Download
the white paper” vs. “Read more here.”

Change the color, size or placement of the call to action.

Test different sales propositions. “10% off your order” vs.
“Get the first month free.”

Compare buttons vs. hyperlinked text.

Include a sense of urgency in your call to action. “Sale ends
Friday” vs. “All products on sale.”

Compare one strong call to action vs. giving the reader
multiple options.

Change the size and/or placement of your social sharing
icons.
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5 TIPS FOR EFFECTIVE WELCOME EMAILS

Welcome! It's nice to see you! We're happy to have you here! Whether you are being
greeted by an old friend or an establishment you frequent, sentiments like these make
you feel at home, at ease and acknowledged.

The same goes for welcome emails. These email marketing messages are a great way to
kick off a relationship with a new customer and can set the tone - for better or for worse -
for the overall customer experience. Given their importance, here are some of our top tips
for creating and sending effective welcome emails:

1. Mind the timing.

Imagine that you sign up for an online file sharing service, for example, and you don't
receive a welcome email for two weeks. In the meantime, before receiving that email,
you might assume that there was something wrong with your account or that the email
got caught by a spam filter. That's because today’s consumers expect welcome messages
and they expect them promptly. While that timing may vary slightly depending on your
industry, business and what actions your leads and customers have taken - signing

up for emails versus making a purchase, for example - welcome messages should

be sent anywhere from a few minutes to a few days after that action is taken. The
ClickDimensions campaign automation builder is the perfect tool for automating welcome
campaigns for your various audiences so your timing and messaging are always targeted
and on-time.

Welcome!
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2. Make it personal.

Did you know that, according to Aberdeen Group, personalized
emails improve click-through rates by 14 percent and conversion
rates by 10 percent? They are also a great way to welcome
people to your organization. The example email below from a
non-profit shows how they were able to create a customized
email experience for new donors. Using dynamic content in
ClickDimensions, the International Wildlife Conservancy added
the donor’s first name and the amount of their donation to their
welcome email. These personal touches in welcome emails help
organizations better connect with their audiences from the very
start of their relationship.

Gk oy o you ans hanving troubie viewing this message:

PAIWC

International Wildlife Conservancy

Hi Hank,

Thank you for joining the Intemational Wildlife Conservancy! Your donation of 5100 will
greatly help us in our efforts to save critically endangered animal specles arcund the
globe,

When you select one of the animals below, we will direct your donation to the conservation
of that specles and send you an informative emall series about that species.

3. Help them get started.
Helping new customers get started with your product or service is
an important function of a welcome email. This is especially true
for technology companies, but can also work as a welcome email
approach for many other industries. A professional association
could send a welcome email that outlines member benefits and
shows new members how to get started using these perks, for
example. Here at ClickDimensions, our welcome email is packed
with tips for getting started with our marketing automation
solution. As you can see in the screenshot below, we provide a
number of helpful links that walk new users through the set up
process. That same email includes a getting started video and
links for getting help for various questions or issues.

Get Started:

» (et Ready: Understanding Connectivity to ClickDimensions
« Register to get the Solution here.

« Installation: CEM 2011, 2013 or CRM Ohnline f CRM 4.0

« Posi-Install: Setup Steps

« Training: ClickDimensions Academy

« Follow-Up: Schedule a quality check of vour installation

Sincerely,
The ClickDimensions Team

“‘ clickdimensions.com
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4. Consider discounts.

Special promotions and discounts are an effective welcome email
strategy for securing additional purchases from new customers
or converting new email subscribers into first-time customers.
However, keep in mind that a welcome email isn't the place for a
hard sell. The email should first and foremost include a message
that welcomes and thanks recipients for signing up, making a
purchase or another similar action. The discount should serve as
the icing on the cake and a way to encourage additional customer
engagement and purchases.

5. Showcase your offerings.

New customers or subscribers may not be fully aware of all that
your company has to offer, but welcome emails can be used

to effectively educate them about your full lineup of products

or services. Like the discounts approach that we discussed

above, be sure to still welcome recipients and try to be more
informative than going for a hard sell. The example email for a
financial institution to the right shows how they first welcome
new checking account customers and then make these customers
aware of credit products that the bank offers.

CHEK fre if you are having trouble viewing [his message

Aubergine

Bank & Trust

Welcome, Liz!

Thank you for opening a checking account with Aubergine Bank & Trust! You should have
received your debit card by now. If you haven't received it, please dlick here and one of our
banking specialists will be in touch with you within one business day

We appreciate your business and look forward 10 serving your financial needs for many
years to come

You deszerve credit!

From auto loans 1o credit cands 1o home
equity loans, Auberging Bank & Trust has
the credit you need for every slage in your
life. Chick here to keam more

Click Here to Apply

Click hizre o unsubscribe or bo change your Subscription Preferences

Q‘ clickdimensions.com
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FINDING THE POTENTIAL OF AUTORESPONDER EMAILS

Autoresponder emails are a great tool to
strengthen the relationship between your
organization and your leads and contacts.
These emails are sometimes composed
more hurriedly than a bulk email send,

but they should be taken more seriously.
Autoresponder emails can offer a customer
a sense of completion when they submit a
web content record, often they are used as
a means of confirmation to the customer.

Here are a few examples on how to get the
most out of your autoresponder emails:

The Double Opt-In

Using autoresponder emails for double opt-
ins is a great way to practice permission-
based email marketing. This allows your
website visitors to sign up for your mailings,
but doesn't add them to your marketing

list unless they also confirm that they have
signed up when they view the confirmation
(auto responder) email. This can be
especially helpful if you are working to
comply with the CAN-SPAM act.

Reward Loyalty

Give the people who submitted your
ClickDimensions forms and surveys a

little bonus: include an offer or reward

for providing feedback or information;
make it worth their while. ClickDimensions
autoresponder emails can be associated
with subscription management pages,
forms and surveys as an action, so the
possibilities for adding in trackable content
exponentially increase!

Send Thanks

A simple thank you message can go a
long way when it comes to building and
maintaining a relationship with your
customers. Consistently following up with
the customer will build trust and leaves
him or her feeling appreciated.

Confirmations

This is possibly the most standard use of
an auto response email: confirm to the
customer that you received their form,
survey, subscription management page,

etc. This lets the customer know that their
submission was successful, and that they
can expect you to contact them moving
forward. We live in a digital age where
we can expect a confirmation on orders,
appointments, reservations, etc., so when
a confirmation email is absent, it seems
peculiar.

Make use of your autoresponder emails
by creating a thoughtful email template,
tailored to your campaign, and include
autoresponders for marketing forms,
surveys, and subscription management

pages.
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CREATING AUTOMATED AND
PERSONALIZED BIRTHDAY EMAILS

Have you ever met somebody who doesn't like birthday
greetings? In my experience, the simple gesture of acknowledging
somebody’s birthday almost always elicits a smile. Sending
birthday greetings to your customers is an easy way to keep your
company on their minds and promote a positive relationship.

ClickDimensions and CRM can be used to create personalized
birthday email templates and automatically send them to your
leads and/or contacts when their special day rolls around.

Click

if you are having trouble viewing this message.

‘% ClickDimensions

Happy birthday,
${Recipient.contact.firstname[0]!""}
S{Recipient.lead firstname[0]!""}!

We noticed that today is vour special day,
so in commemoration of the occasion, we
wanted to send along our best wishes and
thank vou for all of your time as our
customer. May the next year bring great joy
to you and your loved ones!

. .
Happy birthday! ~
${Recipient systemuser.fullname[0]!""} 2 . .
and the ClickDimensions Team =N e — 7 =
o — = . —
- = [ ] = - """

You can easily create a birthday template in one of our email
template editors (the example template was created in the
ClickDimensions Block editor) and set to populate dynamically
with data from the recipient’s record by using FreeMarker text.
In the example, we've set the template to populate with the first
name of the lead or contact recipient as well as the full name of
the owner of their CRM record.

Once your template is created, the following workflow can be
used to automatically send it out on the recipient’s birthday (this
workflow only works for contacts, but you can apply the same
process in a workflow based on leads).

Keep in mind that this workflow will not change the day and
month of a contact’s birthday, but it will regularly update the year,
so if you want to maintain the original value you should create a
duplicate birthday field on your contact records to use with this
workflow.

The workflow, which is set to run both as an on-demand process
and a child process, goes through the following steps:

+ Compare the execution time of the workflow to the date
specified in the birthday field on the contact’s record.

« If the execution time is before the birthday, then the
workflow will timeout until the birthday rolls around.
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+  When itis the contact’s birthday, the birthday email is sent
ErEral M‘ i i M

out.
Hide Process Properties
* The birthday field value will be incremented by a year. Brocess Name® | Birihday Card Entity Contadt
. . . Activate As [Pracess [v] Catagary Workfiow
+ The workflow calls itself and begins again. e -
. . : B As an on-gemand [organzation
+  If the execution time was after the contact’s birthday P R i e
bl Asa eniid process Chart whare [ Recond is created

instead of before it, then the birthday field value is L] facond stapus s
incremented by a year and the workflow is called again. (] Record & assiand
[[] record fieids cha
[[] mecord is deisted
To the right is the actual workflow:

= chedk to see if contact’s birthday is after the time the workflow starts
I Cortach:Birthday » [Process-Execution Time], then:

deactivate it. Once you are ready to use it, save and activate it, = wait until the contact’s birthday

Timeout until ContactBinhday then

This workflow will keep going every year until you decide to

then set it to run on any contacts whose birthdays you would like
# Send a birthday email

to celebrate. Create: Send ClickDirnansions Email View properties
& increment contact’s birthday by 1 year

Update: Contact View propertiey
That's all there is to it! Now instead of spending a fortune on o run workflow again

xart child wordhow: Confact Birthday Cand

Oeherwise, if ContactBirthday « [Process-Execution Time], ther:
celebrate birthdays! ® increment contact’s birthday by 1 year

Update Contact View properties
& run workflow again

Start child workfiow: Contact Birthday Cand

wrapping paper, you can use ClickDimensions and CRM to
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8 TYPES OF EMAIL CAMPAIGNS TO RUN THIS HOLIDAY SEASON

It may not be time to send holiday email
marketing campaigns just yet, but it is
always a great time to start thinking about
planning them. While the specific emails
will vary according to your audience and
region, here are eight types of email
campaigns to consider as you go about
your merry way planning for this holiday
season:

1. Thank you.

If your audience celebrates Thanksgiving,
the holiday is a perfect time to send
messages of thanks. This could be
accomplished with a simple thank you
email message to express gratitude for
your customers and their loyalty, or you
could use a more creative approach and
link your email to a fun infographic about
the holiday or a video that shows your
team giving thanks.

2. Promotions.

Black Friday, Cyber Monday and the
holiday season in general are filled with
big sales. Whether you sell shoes, software
or sinks, customers anticipate and expect
discounts this time of year, even if your
organization doesn't typically offer them.
For better results, segment your marketing
lists and your promotional emails based
on what you know about your leads or
customers and what they are most likely to
respond to and purchase.

3. Season’s greetings.

The actual phrasing you use will depend on
your audience, but an email campaign to
say “Happy Holidays,” “Merry Christmas,”
“Happy Hanukkah” or other festive
greetings can be an effective way to
connect with your audience. This kind

of campaign is typically reserved for
customers, but may be appropriate for
leads as well. Just make sure that you
tailor the message to the audience and

that you don't also try to actively sell to
your recipients at the same time you
are sending them warm wishes for the
holidays.

4. Giveaways.

It could be a year's worth of your services,
some of your premium products or

even something unrelated to what

your company sells, just make sure

that your giveaway is enticing to your
email recipients. Also, consider starting
the contest towards the beginning of

the holiday season so you can build
goodwill and brand awareness early on

in the season. You can also promote the
giveaway on your website and social media
to build your email lists for other holiday
promotions, and others throughout the
year.

5. Charitable causes.
Giving is a big part of the holiday season,
which makes it a great time to connect
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one or more of your organization’s favorite
charitable causes with an email campaign.
Within the email, you could introduce the
work that the non-profit does and the
relationship that your company has with
that organization. In lieu of a traditional
holiday gift, some companies now choose
to make a donation to a charity on

behalf of their customers, so you could
communicate that donation here or even
give your email recipients a chance to vote
on which of a list of charities they would
like that donation to go to.

6. Social engagement.

The holidays and hashtags go hand in
hand, and a hashtag contest is a perfect
fit with this time of year. While you will
certainly want to promote such a contest
on your organization’s Twitter or Instagram
pages, email can be an effective way to
spread greater awareness of the contest
and also help generate new social media
followers. And from showing off the
greatest gifts to talking about favorite
holiday traditions and everything in

between, hashtag contests offer a lot of
options to engage with your audiences and
be a part of the holiday spirit.

7. Gift guides.

As you likely know all too well, holiday
gift buying can be challenging. Make it
easier on your customers by creating
email gift guides. If your company offers

a wide variety of products or services, you
could create a series of guides aimed at
different gift recipients your audience is
likely to encounter - moms, for example,
or outdoor enthusiasts. This can be an
effective way to increase sales of key
products. Even if your organization’s
offerings don't lend themselves to a gift
guide, you could still compile an email gift
guide of products and services from other
companies as a fun and helpful campaign
for your leads and customers.

8. New Year's resolutions.

The start of a new year brings with it
the possibilities of new goals and new
accomplishments in the year ahead, and

for many people, New Year's resolutions.
Tie your organization into these resolutions
with an email campaign that is sent

either just before or just after January 1.
Businesses such as fitness centers and
financial institutions have more obvious
ties to common New Year's resolutions, but
many other kinds of organizations can send
these kinds of campaigns. Consider and
convey how your products or services help
people save time, be more productive, be
healthier, make better financial decisions,
worry less or just generally lead better lives.
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MAINTAINING A CLEAN MARKETING LIST

For an email marketer, few things are as
frustrating as when a carefully designed
email returns a high number of bounces
and spam complaints. One of the most
important steps you can take toward
achieving and maintaining low bounce and
spam rates is to keep clean marketing lists.
Here are some tips and suggestions for
growing and keeping clean marketing lists:

Build your list up from scratch

Include only email addresses that have
been freely given for the purpose of
receiving marketing communications. If
someone has taken the initiative to give
you an email address because they are
interested in what your business has to
offer, it is unlikely that they will provide
an invalid address or view your messages
as spam. However, if you use an email list
that was compiled for another purpose,
it is likely that a significant portion of the
members of that list will have no interest
in your messages, resulting in higher

numbers of spam complaints and bounces.

Purchased lists are even worse; nobody
on such a list is expecting to receive your
messages. In fact, purchased marketing
lists are in violation of the ClickDimensions
Terms of Use.

Monitor your excluded emails and email
events

Every time you do an email send, be sure
to take a look at the related excluded
emails and email events, particularly

the bounce events. Excluded emails are
email addresses that were not sent to due
to excessive past bounces. You should
seriously consider removing these email
addresses from your marketing list. Invalid
recipient and bounce type email events
will contain a specific bounce code in the
record’s Message field. This bounce code
provides additional information on the
exact cause of the bounce that will be
useful in deciding between removal and
remediation.
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If the email address has been excluded,
they did not get that email and therefore

it could not count as a bounce or a spam
complaint again. However, it is good to
remove these people from your marketing
list so that the number of people you think
will receive the email will be much closer to
the number of people that actually receive
the email.

Remove fake, invalid and “spam trap”
email addresses

Keeping up with the excluded emails and
email events is a good way to catch fake
or misspelled email addresses; particularly
Invalid Recipient type Email Events.
“Spam trap” email addresses are valid
email addresses that are created for the
sole purpose of luring spam. While most
often hidden from view so as to only wind
up on marketing lists compiled with an
automated email address harvester (thus
ensuring that all of the emails received
are unsolicited), it is not unheard of for
someone to submit a “spam trap” email
address maliciously. Some examples of

“Spam trap” addresses include nospam@
somewhere.com, abuse@antispam.net,
postmaster@somedomain.com, etc. While
there is no catch-all for identifying these
kinds of addresses, it is always good to keep
an eye out any time you look through your
marketing lists.

Remove role accounts

While it may not seem like it, role accounts
such as sales@somecompany.com often
have a negative impact on email campaigns.
These email addresses are often checked
by multiple people and may change

hands frequently. Even if it was collected
legitimately, it is likely that this email
address will become a source of spam
complaints.

Prompt customers to update information
and give subscription options

It is a good idea to prompt your customers
to update their personal information

and subscription preferences as often as
possible. If customers are aware that they
have the option to stop receiving your

messages and are consistently presented
with the opportunity to provide a new
email address, it is likely that each person
on your marketing list has given you a
current email address and is on that list
because they have chosen to be. This can
be as simple as including a link to a form
or subscription management page in your
marketing emails and receipts.

Maintaining a clean marketing list is an
ongoing process, but with the above
steps you should be able to increase your
delivery rate by weeding out harmful and
unnecessary list members.
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10 WAYS TO GROW EMAIL MARKETING LISTS

Here's a statistic that might cause email marketers to lose sleep at night: according to
MarketingSherpa, the average email database will degrade by an astonishing average of 22.5
percent every year. To combat that decline and its impacts, companies - even those with the
most engaged and loyal subscribers - must constantly focus on building their email lists.

At ClickDimensions, we get a lot of mileage and new names on our lists from our content
marketing efforts such as eBooks and webinars. If you're looking for other ways to build
your email marketing lists, here are 10 ideas to get you started:

1. Social sharing buttons. Use social sharing buttons in your email messages to encourage
your existing subscribers to share your content with their social networks.

2. Contests. Host a contest or giveaway that you promote on your website and social media
accounts, and ask for email addresses as part of the entry process.

3. Web sign up forms. Placing easy-to-find email sign-up boxes around your website can
help tremendously with list building.

4. Subscription management. Not only is subscription management great for retaining
subscribers, showing individuals that they have options in the communications they receive
can help encourage new subscribers too.

5. Online ads. Use online ads to promote email newsletters or other content, and collect
email addresses via a landing page.
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6. In person. If your business has a physical location, provide

an email sign-up sheet or ask customers for email addresses at
check out. In-person events are also a great place to request email
addresses from attendees.

7. Exclusive offers. Create exclusive offers just for your email
subscribers, and tell your audiences about this perk on your
website, social media and other communications channels.

8. Facebook call to action. Use a newsletter sign up call to action
on your company's Facebook page to create an opportunity to
connect with that audience via email.

9. QR codes. Place QR codes that link to an email sign up landing
page on printed marketing materials.

10. Email signature. Encourage everyone in your organization
to include a link to your newsletter sign up form in their email
signatures.

No matter how you entice individuals to give you their email
address, the key is to ensure that your lists are permission-
based. Permission-based marketing means that the individuals
that you're marketing to have directly granted your organization
permission to do so. In email marketing, this means that they
have “opted in” to be on your list. This opt-in can be in the form of

a subscription sign-up form on your website, a paper form at your
place of business, or even a conversation you have in person or
on the telephone with someone. Giving a recipient an opportunity
to unsubscribe or opt-out is important, but your marketing is not
permission-based if you didn't first get their consent.

And remember to always avoid purchased lists. It may be
tempting to purchase a list of email addresses from a third-party;
however, most of these lists are not reliable, and the recipients

on the list have not opted-in to receive your emails. Third-party
lists are often purposely seeded by ISPs with fake email addresses
whose only purpose is to catch spammers. Third-party lists also
frequently contain out-of-date email addresses that will cause
your bounce rate to go up. Purchasing lists is such a bad practice
that ClickDimensions does not permit the use of third-party lists
at all, whether purchased, rented or borrowed.
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EMAIL DELIVERABILITY: WHAT IS
SENDER REPUTATION?

Sender reputation is a term frequently used in email marketing.
At a high level, this term refers to the measurement of your email
sending practices and how trustworthy your IPs and domains are
deemed by ISPs and spam filters. Much like a credit score, there
are many factors that are considered in a sender reputation and
it takes time to build. You can look up the Sender Score of an

IP or domain at Senderscore.org. Sender Score is a proprietary
algorithm created by Return Path and it, in general, translates to
the sender reputation. The higher your Sender Score, the more
likely your emails will be delivered to the inbox.

Here you can see an example of the Sender Score for one of
ClickDimensions' IPs:

Sender Score Metrics for 66.240.227.4

Hostname = -
mita?-4.amallciickdimansions.com

Very High Velume Sendar 2

B Roturn Path Canmified (7

B Retwrn Path Safe # f—

Whals Loakiap

The factors that go into your sender reputation are the same
measurements that ISPs use to determine if your email is
legitimate. Each ISP/spam filter has their own algorithm for
determining whether the email is wanted by their users, so even
if your Sender Score is high, there may be other reasons that are
unique to the ISP/spam filter that cause emails to be filtered or
rejected.

Following email marketing best practices is the best way to
ensure a good reputation and a high Sender Score. There are
three primary best practices that will have the most impact and
three secondary best practices that will also help with your email
deliverability (but the primary best practices should be in place
first).

Primary Best Practices:

1. Make sure your sending domain infrastructure is in place.
+ Use aregistered domain that is consistent with your brand.

¢ The SPF record should include the ClickDimensions domain,
if you are a ClickDimensions customer, and be free of
errors.

+ Ifyou are a ClickDimensions customer, the DKIM record will
be set up on the ClickDimensions side. You don't need to
setit up.
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2. Practice good list management.

Permission is key. Make sure all of your contacts and leads
have opted in to receive your communications.

Validate the email addresses that you collect using a double
or confirmed opt-in.

These actions will reduce invalid addresses, complaints
and blacklists, all which have a major negative affect on
reputation and deliverability.

3. Be compliant.

Compliance goes hand in hand with permission marketing,
but you must also honor unsubscribes.

The recipients’ country denotes which regulations need to
be followed.

Review the guidelines for where your customers are
located: US (CAN-SPAM), Canada (CASL), EU (EU Directive/
PECR).

Secondary Best Practices:

1. Send consistently.

+ A consistent send frequency will help with sender
recognition and may catch an old email address before it's
converted to a spam trap.

2. Send solid content.
* Include a text version of your email.
+ Test for HTML errors and broken links before sending.

* Avoid spammy words in subject line such as “free,”
“guarantee” and “help.”

+ Make sure your email is mobile friendly.

3. Keep engagement in mind.

+ Unengaged recipients are more likely to generate a spam
complaint or turn into a spam trap.

+  Some domains use engagement in their spam filter
algorithms. If you send to a lot of addresses that never open
or click, it could be hurting your reputation.

Remember, it's much easier to establish a good sender reputation
than it is to fix a bad one!
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WHY DO EMAILS BOUNCE? (AND WHAT YOU CAN DO ABOUTIIT)

When an email is sent, it passes through multiple servers before
reaching its destination. If there is an issue along the way and
the email cannot be delivered, a bounce message is returned

to the originating server. There are two main types of bounces:
hard (permanent) and soft (temporary). A soft bounce that is

not resolved can indicate a more permanent issue, which is why
ClickDimensions' Service Protection will exclude an email address
after four bounces in three months.

The SMTP error codes that are returned in the bounce message
can help you pinpoint the reason for a bounce (you can look
them up at BetterBounces.net). Anything in the 400 range is
usually considered a soft bounce and anything in the 500 range
is considered a hard bounce (but not always). Outside of the
SMTP error codes, the standards really start to diminish. Bounce
messages are customizable at the email server and vary greatly.
Typically, you need to consider the SMTP error code and any text
that is returned to determine the cause.

The bounce message content can be seen in the Message field of
an email event in ClickDimensions. The email events that indicate
a bounce are “Soft bounce,” “Invalid recipient” and “DNS failure.”
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So what can you do with all of these bounce messages? If you are
experiencing high bounce rates, it's helpful to review the bounce
messages to determine what's happening.

Hard Bounces

Hard bounces indicate an invalid email address. The email
address most likely has been abandoned or was submitted
incorrectly. These email addresses will be excluded from future
sends automatically.

Some examples of messages for hard bounces:

* smtp;550 5.4.1 - Recipient address rejected:

Access denied
* smtp;5.1.1 - Bad destination email address

* smtp;554 5.1.2 - Domain relaying denied
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Soft Bounces

Soft bounces provide more information
and indicate an issue that can be resolved.
Below are some examples of different
types of soft bounces and how to resolve
them.

/ncorrectsyntax:

* smtp;550 5.2.1 - Suppressed
using “suppressed domain”

suppression list

* smtp;501 5.5.2 - RCPT TO
syntax error - invalid

syntax

Any email that bounced using the
suppressed domain list has either a typo
in the domain part (think gmial.com) or is
a known invalid domain that should not be
used (test.com). If the email bounced with
an invalid syntax, it has formatting issues.
Some common syntax issues include
missing the “@" sign, missing the domain
extension (.com), having a space or using
a comma instead of a period. These errors
can be manually corrected.

SPF issue with the sending domain:

* smtp;553 - SPF (Sender
Policy Framework) domain

authentication 553-fail

* smtp; 550 - Message rejected
because SPF check failed

You'll want to check your SPF record

(you can do that here) and, if you're a
ClickDimensions customer, make updates
to ensure that customers.clickdimensions.
com is included and that the SPF record is
passing.

Spam issues with the content or IP:

* smtp;550 5.7.1 - Message
rejected as spam by content

filtering

* Status = 5.0.0 (undefined
status) | Diag = smtp;550 -
Denied by policy

* smtp;553 - Sorry, your IP
address has been blacklisted

If you get messages like these, the IPs that
you are sending from may be temporarily

blacklisted (we monitor our IPs daily and
work with the major blacklists to remove
listings if they occur), there may be
something in your email content that is
triggering a spam filter or the receiving mail
server has a policy in place that your mail
does not meet.

Soft bounce issues on the receiver side:

* Status = 4.0.0 (transient
failure: all sources at

per-source limit)

* smtp;554 5.4.14 - Hop count

exceeded - possible mail loop

There isn't anything you can do about these
issues on the receiving side, unfortunately.
It may be a temporary technical issue on
their end that gets resolved.

Bounces are a great way for senders to
identify email issues. Bounced emails
should be under 5% of the total emails sent
and anything over 10% is a red flag that
should be investigated.
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A CLOSER LOOK AT SPF RECORDS

In a nutshell, SPF (Sender Policy Framework) is an authenticating process that identifies
which mail servers can send emails on behalf of your domain. This prevents email spoofing
(spammers sending messages with forged sender addresses) by providing a way for
receiving mail exchangers to check that incoming mail from one domain comes from a host
authorized by another domain. If you are a ClickDimensions user, this means that when
your SPF record includes an entry for ClickDimensions, we can send emails on your behalf.

For example, emails from our fictitious organization, Tomato Gardens (tomatogardens.org),
would be addressed as coming from joe@tomatogardens.org. On the back end of the email
sending process, mail servers see that ClickDimensions is authorized to send emails on Joe’s
behalf because of the SPF record. Without a properly configured SPF record, his emails may
be flagged as spam to both internal and external recipients.

Breaking down an SPF record
An example of an SPF record might read like this:

v=spfl include:spf.protection.outlook.com include:customers.

clickdimensions.com ~all
How do | include ClickDimensions in my SPF record?
To include ClickDimensions mail servers in your SPF, you add the following statement to

your SPF record at your domain’s DNS host:

include:customers.clickdimensions.com
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Determining if an SPF record has been set up

There are a number of online tools that allow you to check if your domain has an SPF
record set up. These tools usually check if the SPF record is configured correctly as well.
Some of our favorite tools to use when troubleshooting these types of issues include:

+  http://www.kitterman.com/spf/validate.html

+  http://mxtoolbox.com/spf.aspx
+ http://emailstuff.org/spf

A personal favorite is emailstuff.org, as its SPF checker goes into great detail to provide
all the lookup entries in an SPF record. SPF records can only have up to 10 lookups -
anything more will cause a permanent failure with an error message that might say
“PermError SPF Permanent Error: Too many DNS lookups.”

Below is an example of what an SPF record check might look like. In this example, we used
emailstuff.org’s SPF validation tool to check Google’s SPF record.
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Every line of red text in the SPF check is a separate DNS lookup.

1. Google's SPF record.

2. The entry has an include statement for _spf.google.com,
which in turn has additional lookups (_netblocks.google.

com, _netblocks2.google.com, and _netblocks3.google.com).

3, 4 and 5. Each “include:” record can be broken down into
a separate lookup. In this case, each additional lookup is
checking the IP address of the sending server.

6. Google's SPF record uses “~all” to validate; this means that
mail will still be allowed to pass without an exact match.

The “include,” “a,” “mx,” “ptr,” and “exists” mechanisms, as well as
the “redirect” modifier in an SPF record all constitute a lookup.
Other mechanisms such as “all,” “ip4,” and “ip6” do not count as
lookups.

In addition, some senders use “include:” records that in turn use
additional “include:” records - all of these lookups compound

and might eventually cause the permanent error of having too
many DNS lookups. This is why ClickDimensions uses a specific
SPF entry (include:customers.clickdimensions.com) instead of our
domain (include:clickdimensions.com).

There are different types of authorization that you can

publish for your SPF record, as outlined in the chart below. In
addition to adding ClickDimensions to your SPF record, we also
recommending authenticating with “~all”.

Statement Result Meaning

?all neutral The address doesn't pass or fail. In
many cases, mail servers will allow mail.

+all pass The address passed the test; allow all
mail.

~all soft fail The address failed the test, but the
result is not definitive; accept
and tag any non-compliant mail.

-all (hard) fail The address failed the test; reject any
email that doesn’t comply.

Do | have to publish an SPF record?

No. We don't require you to publish an SPF record in order to
send emails and there are no mechanisms in place that would
prevent you from sending ClickDimensions emails without it.
However, this is a best practice method that we highly recommend
because it will help improve email deliveries both to internal
contacts and to your external audiences.
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SPAMASSASSIN REPORT - FOLLOW THE RULES!

Nobody wants their email to get caught in a spam folder, so let's talk about steps to take
to prevent that from happening as often as possible. ClickDimensions users are able to
test their emails using a spam filter called SpamAssassin. Testing the email will allow you
to see what it looks like in your email client. But that's not all - SpamAssassin will also give
you a spam report. This tells you what might get flagged by a spam filter when you send

your email.
Spam Assassin Report
Is Spam: False
Spam Score: 4.7
Points Rule Name Rule Description

00 FREEMAIL_FRC:H Sender email is commonly abused enduser mail provider
00 DEIM_ADSP_CUSTOM_MED Mo valid author signature, adsp_override is
Qa0 HTWL_MESSAGE BODY: HTML included in message
02 HTML_IMAGE_OMLY 08 BODY: HTML: images with 400-800 bytes of words
01 MIME_HTML_OMLY BODY: Message only has text/himl MIME parts
o1 HTML_MIME_MO_HTML TAG HTML-only message, but there is no HTML tag
01 MML_ADSP_CUSTORM_MED ADSP custom_med hit, and not from a mailing list

Each rule is worth a different number of points, and they add up to the Spam Score. Try to
keep your spam score below a 3.0 for better delivery results.

In this article, we will explain some of the common spam rules so that you can avoid them
from the start. While the rule codes in our example are from SpamAssassin, the concepts

are helpful for any bulk email.
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HTML_MESSAGE:

This will appear every time and adds
nothing to your score. Do not worry about
this one at all.

MIME_HTML_ONLY:
Problem: There is no text version.

Solution: We highly recommend having a
text version for people who may not be
able to read HTML on their device.

HTML_MIME_NO_HTML_TAG:
Problem: There are no <html></html> tags
in your template.

Solution: Open the full screen editor of
your email designer and go to the HTML
tab at the bottom left. At the very top,
before all the other text type <html|>. Then
go to the very bottom of the text and type
</html>. Save and re-test.

HTML_IMAGE_ONLY_08 or HTML_
IMAGE_RATIO_08:

(Note: the number (08) may be different
depending on the ratio)

Problem: The ratio of images to text is too
high (there are too many images and too
little text).

Solution: Either increase the amount of
text or decrease the amount of images. On
this one, also pay attention to the number
of points it's giving you - if it's lower, you
don’t need to worry about it as much.

FREEMAIL_FROM:

Problem: The From Email address in your
Email Send is from an email address from
a free provider like Google (@gmail) or
Yahoo (@yahoo).

Solution: Use a different email address
with your company domain.

Note: There are a couple of others in the
screenshot above that are a result of this
same issue - DKIM_ADSP_CUSTOM_MED
and NML_ADSP_CUSTOM_MED

There are many other spam rules, but

the ones discussed above come up most
often. If you receive any spam rules you
can fix, just make your changes, save, hit
test again, and repeat until you've got a low

score!
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VIDEO SUPPORT IN EMAIL

While it is possible to add videos into an email, there is very little
support for displaying videos in email clients. Apple Mail supports
most video embedding options, current versions of Outlook

do not support anything, and other email clients generally fall
somewhere in between.

In general, GIFs are your safest bet for displaying animated
content in an email; other options will likely not display for your
recipients. If you need to have a video in your email, a better
option may be to insert a screenshot of the video and have it link
to a video hosted on your website or another site, like YouTube.

The table to the right provides a breakdown of which video
formats are currently supported in different desktop, web and
mobile email clients.

Java Emb Animated

Emall Client QuickTime

Applst MPEG

GIF =

Lotus Motes B+

Outlook 2003 W

Outlook 2007+

Thunderbird

‘Windows Mail

ACL

Gmail

Muobilehe

Cutlook.com

¥ahoo!

BlackBerry

Androad

iFhone

‘Windows
Muobile &

‘Windows
Muobile &
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TECHNICAL CONSIDERATIONS WHEN USING GIFS IN EMAILS

Using animated GIFs in your email marketing is an effective way to create more interesting
and engaging email messages, but it's important to keep a few technical details in mind.

When creating GIFs, file size is very important because many recipients may be opening your
emails on mobile devices, and the larger the file size, the more time and data it will take for
them to see your message. Given these factors, we will be focusing primarily on minimizing
file size in the points below.

1. Keep in mind the maximum file size.

If you are a ClickDimensions customer, your GIF will need to be uploaded into the
ClickDimensions image manager, which allows for a maximum image size of 500 KB. This
is a sufficient size for accomplishing a lot with GIFs, but means you may have difficulty
uploading very large or lengthy GIFs.
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2. Focus on what's important.

Focus on animating the key elements of your GIF that help convey
your message, and forego animating less relevant or necessary
elements. The more moving parts in your GIF, the larger the file
size will be.

3. Be aware of the GIF's dimensions.

As the width and height of your GIF increases, so does the file size.
Try to constrain yourself to smaller dimensions initially or consider
cropping out any non-essential parts of the GIF to keep the file size
small.

4. Be aware of the GIF's duration.

More frames means a larger file size, so forego any frames that
are not essential. For example, removing every third frame from
an imported video GIF would allow you to decrease the file size
by a third, but still maintain enough continuity to easily read the
movement.

5. Consider your color palette and depth.

The more colors there are in an animated GIF, the larger the file
size will be. If you are making a GIF of something like an app, clip
art or primarily text, this will likely not be much of a concern. If you
are making a GIF of a photo or clip from a video, you may want to
consider changing the color depth. This reduces the number of

T\

. .9 clickdimensions.com
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possible colors that can be used, which reduces the file size while
still maintaining the same content.

4 bits (16 colors) 8 bits (256 colors)

6. Outlook doesn’t support GIFs.

While most email clients will play GIFs without issue, Outlook will
only show the first frame as a static image. If you will be emailing
recipients who use Outlook, make sure that the first frame of your
GIF can effectively convey your message on its own.
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DESIGNING EMAILS FOR OUTLOOK

When designing your email, you'll want

to test and consider the display in many
different email clients. We make this easy
to do with our test feature where you can
add multiple email addresses to multiple
inboxes. (Think Outlook, Gmail, Yahoo,

and your smartphone—you can test all

of those at once with ClickDimensions.)
However, at the end of the day, Outlook
remains one of the most widely used email
clients, especially for business settings.
Since Outlook 2007, the software now uses
Word's internal system to render HTML
and CSS, the code your email ultimately
consists of. Word itself doesn’t support

all features of HTML and CSS, resulting

in some limitations on how code can be
interpreted by Outlook.

Coding Practices; Tables vs Divs

As we mentioned above, HTML is your
base language for emails (like web pages).
Within emails, simple is best since we want
our code to populate amongst as many
clients as possible. That's why while web

pages have mostly moved to using CSS
divs, emails still work with the tried-and-
true table (especially when you consider
the float property in CSS doesn't populate
in Outlook). Therefore, it's recommended
to build all of your email layouts as tables,
and many times even tables within tables.
Likewise, the newest properties of HTML,
like HTML5 and CSS like with CSS3 are
often not supported.

Applying CSS

If you're using outside coding software or
if you're used to coding web pages, you
may want to create classes and IDs and
call the appropriate part of your template
in an internal style. However, support of
this seems rather spotty. The best way to
make sure your CSS is applied is to apply
it often—in inline styles for each element.
This can be a huge task by hand, but
thankfully there are online tools to help.

Accepting the Limitations
There are a couple of things that we are

generally asked that unfortunately are just
not possible in Outlook and therefore, to
not create confusion, we don't allow you

to do in email templates. This includes
embedding forms or videos directly into
the email. Unfortunately, Outlook also
does not accept background images or
tooltips. Support of image maps is spotty
as well. As a side note, JavaScript is also not
suitable for emails.

The Good News

In the case of emails, less is often more.
While we did mention that Outlook is one
of the most popular email clients, mobile
platforms are increasing in popularity.
Some sources even cite the iPhone mail
app as the most-used email client (over
Outlook). So while some of these things
are restricted, imagine trying to download
a wallpaper-sized background image or
loading a video within your email app.
Lightweight emails with simple, structured
designs are easier to download and
navigate on smartphones.

“ clickdimensions.com

48

0000


http://www.facebook.com/clickdimensions/
http://www.facebook.com/clickdimensions/
http://www.twitter.com/clickdimensions/
http://www.twitter.com/clickdimensions/
http://www.linkedin.com/company/clickdimensions
http://www.twitter.com/clickdimensions/
https://www.linkedin.com/company/clickdimensions
https://plus.google.com/100281743712894557854/posts
https://plus.google.com/100281743712894557854/posts
http://www.clickdimensions.com
http://www.clickdimensions.com

THE POWER OF PLAIN TEXT EMAILS

So, you've poured some serious time and effort into coding the
perfect email template. Your fonts are just right, the spacing has
been laid out to perfection and you've resized all your images to
be exactly the same height. Before you hit send, add one extra
step to your to-do list: create a plain text version of your email.

Plain text emails are exactly what they sound like - they're literally
just text. There are no frills, no fun colors and no GIFs. It may
sound like you're taking a step back into email’s early days, but
with the increasing popularity of smart watches and shrinking
phone screens (looking at you here, Apple), devices that only
render text are making a resurgence in the marketplace.

And if that's not enough to convince you, here are three more
reasons to include a plain text version of your email:

1. Decrease your spam score.

If you only have an HTML version of your template, you're going to
set off alarm bells for many email clients and spam filters. Having
a matching plain text version to correspond with your body copy
is a simple way to get around this problem. You can review your
spam score before and after implementing a text version of your
email using the test feature in a ClickDimensions email send.

: ‘ clickdimensions.com

2. Give yourself a back up.

Some email clients will provide an
option for users to automatically
display the plain text version of an
email, and some devices simply
don't render HTML well. Keep in
mind that not everyone will have
their set up configured the same
way you do. Make sure that you are
able to reach all of your contacts,
regardless of their preferences.

3. Avoid the dreaded raw code
rendering.

In the scenarios mentioned above,
sometimes your email may come
through as blank. Other times, your
raw code will be presented, which
could inadvertently lead a recipient
to think the email was spam. A plain
text version of your email keeps
your contacts informed and your
bounce rates low.

Hello Josh,

Thank you for con-
tacting Razer Support.
Before we proceed

waso Wavizon LTE 12:44 PM o0

& _—

<body>
<table width="600" cellpadding="0"
celispacing="0" align="center >

<tr>

<td colspan="2" style="padding: 10px;*
width="800" align="center">

<p style="font-family-Verdana, sans-serif;
font-size: 1po; color: #7eB083;"><a
style="color: #7e8083; text-decoration: none;"
href="

>View in browser</a»</p>
<ftid>
<fr>
<tr>
<td colspan="2" style="padding:20px;">
<p style="font-family: Verdana, sans-serif;
font-size: 15px; text-align: center; color:
#516062; margin: 0; padding: 0;">

is pleased to present</p>

<p style="font-tamily: Verdana, sans-serif;
font-size:20px; font-weight:bold; text-
align:center; color: 8516062; margin-

000
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So now that you're convinced that you need a plain text version of your email, here are a
few tips and best practices for making the most of it:

1. Auto-generate.
Make this process quick and easy. Using ClickDimensions’ email editors, you can generate
a text version of your email with just one click.

2. Make it easy to scan.

Include a clear call to action and space out your links. People should know where to click
and not have any trouble doing so. Symbols and bulleted lists are great for laying out
easy-to-read emails.

3. Link to your HTML version.

By including the link to view the HTML version of your email, your recipient knows that an
email is rendering as plain text is because of their settings, not any lack of effort on your
part. Any interested readers can then go on to view the full message you intended them
to receive, if they have the capability.

Greetings from Holmes and Watson
Suzannah Howell - 12:01 pm

View ihis entire r-néssage [http:Helink.clickdimensions.com/mA /7 7287302/ 10316-1ac63b55-2908-
490c-Bfch-29e1af693828/1/2/a61ed652-c630-4685-94¢0-148523391ee1]

From the Desk of Sherlock Holmes

*** Please be advised that our headquarters have moved.
We are now officially located at 221 B Baker Street, London. ***

Request Our Detective Services
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MEASURING ENGAGEMENT FOR EMAIL MARKETING

As a marketer, it's important to understand
the level of engagement your audience has
with your email.

Engagement really means: how much does
your audience interact with your emails?
How often do they read them? How often
do they click on your calls to action?

Measuring engagement provides a few key
benefits:

+ It lets you know how you are doing.
How relevant is your messaging?
How effective are your calls to
action?

+ It lets you see how different parts
of your audience respond to your
messaging. Are some people more
likely to be engaged? Are there parts
of your audience you are losing?

« It provides a way to segment your
audience for re-engagement efforts

Here's an example of looking at
engagement data overlaid on a map:

50 Highest Click Rates by Country
o8 QB YT®

IRELAND)

Rabat
MOROCCO &,

ALGERIA e

With the powerful combination of
Dynamics CRM and ClickDimensions,
measuring audience engagement is easy.
Let me show you how.

Where is Open and Click activity
recorded?

First, let's take a look at where you

can find open and click data for the
recipients of your emails. If you are using
ClickDimensions for your email marketing,

This material was originally
presented by ClickDimensions’
chief customer officer, Matt
Wittemann, during the 2015
Marketing with Microsoft
Dynamics Idea Conference.
Click here to watch the full
presentation.
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this information is stored in a “Sent Email” record for each Contact
you send an email to. There is a new “Sent Email” record created
for every email, and we automatically summarize the Contact's
interactions here for you.

Let's take a look at my Contact record.

Here | can see in list format how many emails | have received,

how many times | have opened them, clicked a link in them, etc.

Ma_ttlfiem;r Wittemann =

Sent Email Associated View ~ e B
b ASD WO IENT TMAL () A0 DTG ENT AN (8 e oirmn iy Caaa o v [Rimeieipont + ) DOORT SNT s v
v v = g
L] Bl L] L]
o 6 8 6
L) L] % )
o 3 . b
o ' " o
9 " s .
i 8 v " v frr——
L] 1] ] ] ] AENS ROT PR
-] e ] ] ] L] TR B PO

pman man ane

This is great information to have if | want to drill into each
Contact. But let's take this data a step further in our analysis.

Rollup Fields

CRM 2015 introduced the concept of a “rollup field.” This is a
custom field you can add to the Contact record in CRM and use it
to rollup the values from records related to the Contact.

I have added three rollup fields to the Contact entity:
+ Sent Emails

*  Opened Emails

¢ Clicked Emails

e
B hitps/fdidkdimensions.crm dynamacs com/Tools/systemcstomization/atiributes/manageAttnbute sspxlappSolutionhd = FD1 A0AAF-4DF4-11DD-8017-001983:
n Il bl saveandClose lgf | Show Dependencies | [ Managed Properties U, Ackions = & Help -
= Field Working on salution: Detwult Sclution
""" Sent Emails of Contact
4 Cammon Geneest
@l Information chema
&l Busness Rules Display Name * Sent Emails Field Requirement * Gptens
Hame * [ _sentemais Semrchable s ]
Field Secuity () Enable (&) Desable
o Enazang fiesd recunty? gt vy need tn know
Auating Ensble o Deiable
Desaription

For information sbaut hav 1 isdescl wath entities snd Tuelds programmatically, 168 the Linziot Dympmic CIRE 50U
Trpe

Data Trpe * Whade Number

Fatid Trpe ™

Format *

[ e |

Minimus Valia *

Masimum Value * 2147,

IME Mode * auto
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Let's look at how the rollup field for Sent
Emails is configured by clicking on the Edit
button:

ROLLUP FIELD

Sent Emails

4 SOURCE ENTITY
Source: Contact

Use Hierarchy: NO
4 RELATED ENTITY
Related: Sent Emails (Contact)

4 FILTERS (OPTIOMNAL)

=+ Add condition

4 AGGREGATION

COUNT of Sent Email

| did something similar to create rollup
fields for the Opened Emails and Clicked
Emails. However, in these fields, | am only
interested in counting them if they have
opened or clicked. | am not summing up
the total number of opens or clicks - in
other words, if the recipient opened the

email five times, | am only counting it once.

This is a decision | made on how | want to
calculate engagement. My end goal is that
| want to see the percentage of emails that

| send that are getting opened or clicked

at least once by a contact. | could sum

the numbers if, for example, | wanted to
measure and compare Contacts to see
who is the most active “clicker,” but in this
case, | am just counting if they have at least
opened the email once or clicked on one
link. Here’s how I did that:

| added a filter to only count the Sent Email
records for a Contact if the Opens > 0. So
the “Opened Emails” and “Clicked Emails”
rollup fields use this filter:

ROLLUP FIELD
Opened Emails

4 SOURCE ENTITY
Source: Contact
Use Hierarchy: NO

4 RELATED ENTITY

Related: Sent Emails (Contact)

4 FILTERS (OPTIONAL
If Opens is greater than 0

+  Add condition

4 AGGREGATION

COUNT of Sent Email

Calculated Fields
CRM also has a great function to make

calculated fields where | can take the
values of two fields and perform math on
them. | am using this function to show me
the percentage of emails that the Contact
has received and which they have opened
or clicked. So | added two fields for this:

* Open Rate (%)

« Click Rate (%)

For information abowt havw te intessc with ontities and Tetlds programmatically, ¢ the Llioeot
Type

Lol ke

| Ftld Bype * Caloated
ECHEon S

inimum Yaloe ® - 10000, 00, BO0LD0

| |

Here's the calculation I'm making in this field:

CALCULATED FIELD

Set Open Rate (%)

4 |E.THEN

4 CONDITION (OPTIONAL)
If Sent Emails is greater than 0
and Opened Emails is greater than 0

+  Add condition

4 ACTION

Set Open Rate (%) (decimal number)

(cdi_openedemails / cdi_sentemails) * 100

+  AddEise
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Once | have added these rollup fields and calculated fields, CRM
handles the process of populating them. | don't have to create
any jobs or anything. CRM does that for me. The rollups will start
within 12 hours of when | created the fields. (There is a way to get
this to run sooner, but we won't go into that. I'll assume you're
patient enough to wait for CRM to fill these fields in for you!)

Adding the fields to the form

After | created these fields, | thought this might be interesting
information for our salespeople to see when they are talking to a
customer, so | added them to the marketing area of the Contact
form:

Microsoft Dynamics CRM

Matthew Wittemann | «

Hsave psaveaclose = NEw [ DEACTIVATE &3 CONMECT | = [ ADD TO MARKETING LIST S8 ASSIGN
CONTACT
Details
PERSONAL MARKETING
Gender Male QOriginating Lead B Matt Wittemann
Marital Status Married Last Campaign Date B -
Spouse/Partner Name Marketing Materials Send
Birthday Sent Emails B E 212
Anniversary Opened Emails "] 149
Clicked Emails B Es6
PERSONAL NOTES Open Rate (%) B 70.28
Click Rate (%) B 2642
Jp—
\ . . .
@Q a‘ clickdimensions.com
=\
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Adding the new fields to a view

Now here's where we really start to get interesting. Let's add our
new columns to a view. In fact, I've created a new view called
“Email Engagement.” I've filtered this view to show only active
contacts where the “Emails Sent” field is greater than 0. | also
added columns from the Contact's Parent Account (Industry, City,
Country, Relationship Type) as well as the Contact’s Originating
Lead (Lead Source and Source Campaign) to make it easier to

analyze data about our engagement levels:

+ Email Engagement -

------

......
...... smang Bty » " um ' am

s

-------------------

Once | have the view created, it's easy to create some charts so |
can slice and dice my engagement rates and see if any patterns
emerge. For example, I've created a chart called Open Rate by
Industry:
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From this chart, | can see that we've got our best readership
engagement in the “Funeral Home” industry! Who knew? That's
an interesting insight. Maybe we can do some more targeted
marketing to that industry and develop some content that would
be of interest to them.

| can also see our least engaged readership is in the “Distribution:
Consumer Packaged Goods” industry. Sounds like a good
opportunity to improve our messaging there and do some
research and experimentation to see how we can become more
relevant to that industry.

Excel: The best Bl tool

Once you have the data in CRM, you can use the best Bl tool to
analyze the data: Excel. | say it's the best because it is often the
most familiar tool to marketers. You can simply export your views
to Excel, or you can get a little more advanced with tools like

Power Query:

- P . | ™
» s w | N x Workback Cueries it
1 bortund hacons) | = G
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Getting your data into Excel is the first step, and from there, you
can do all sorts of great things. I've dropped a few columns into a
Pivot Table to group open and click rates by country:
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Pivot Tables from Power Query Data

Bing Maps in Excel from Pivot Table Data

e % - = PowerQuery-Contacts.alsx - Exce PWOTRABIET. 7 - - X
HOME INSERT PAGELAYOUT FORMULAS DATA REVIEW VIEW POWERQUERY TEAM POWERPIVOT ANALYZE DESIGN MattWitt. - il
B ’[Eé ?Caﬂmﬂjﬂu 81 Em Y W& Clest E"-bm 7 Flash Fill =0 Consalidate @ Goup = *3
ban Eternal | itpesty 0 P'OPEES 3| Set | Pam Ve Reappty e BB Rernove Duplicates [ what-o Arabysis= 0 Ungrowp = =3
Data=  am- Lo EditLinks Vo Advanced | Columng S5 DataValidation = B:F Relationships il subtatal
Connedions Sort & Fister Data Tooks Qutline ] -
A B c ) He
1 Row Labels -1 Average of cdi verage of cdi_Cli ? ﬂ PivotTable Fields v
: x;f:: x ﬁ 1 Choose fields to add to repart: IE
4 Trinidad West Indies &7 67 [+ Addressi_Country
5 [Betarus o B4 ¥ cdi_ OpenRate
6 MNew York 80 60 [+ cdi_ChickRate
7 Tanzania 7 57 e
8 |Bahrain ™ 57
3 Canada - Northeast 81 57
10/ virgin Islands U.S. 57 57
11 Kuwalt 53 53
12 Nettherlands 50 50
13 South America 50 50
14 United 50 %0 Drag fields between areas below:
15 Kosovo 100 50
16 Seychelles 50 50 T FLTERS 1 COLUMNS
17 soluth Africa 50 50
18 Quibec 65 50
19 Itlay &0 a8
20{Untied States 48 4 = Rows £ vaLEs
21 USA- Northwest 80 40 [ Address1 Co. | || Aversgeof e = |
1 BR 60 40 =
23 Zimbabwe a0 a0 [ versgeof cd... ~ |
24 scotland 54 £ | '
Y . L 3. — - -
v | Map-lowestopens | Map-Hi .. @ ([ ]  [] Dferlaoutlpdue

PowerQuery-Contactsass - Excel

BEHS & =
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B B ABES - I iy K
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ke
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P | v 250 - | B ey e g
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These are great because they are interactive. Zoom in/out,

click, etc. They also provide interesting visuals that may show
correlations or outliers that you don't see by scanning the data in
table format.
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People Graphs in Excel from Pivot Table Data individuals who have not opened or clicked at high levels. Maybe

there is something we can do to re-capture their interest.

@ H
FILE HOME IMNSERT PAGE LAYOUT FORMULAS DATA REVIEW VIEW POWER QUERY TEAM
1 === ) B = ) e - E-®- i
T [ | | o Store Bing Maps 1?7 p " i
L | : e Ll e5 y H - - i ]
PivotTable Recommended Table  Pictures Online .‘ My Apps - HPenple Graph ecommended , .‘ ' . PivotChart
PivotTables Pictures @+ ™ Charts 2 2 da -
Tables Ilustrations Apps Charts

o

Bsave pPsweacloss 4 new [ DeacTivate [l DELETE Sy MANAGEMEMBERS  [E COPYTOSTATIC  wne +r & A

MARKETING LIST

R L Locked Lest Used on (Date) | Owner®

e-engagement List = e . s

Py

Summary

Information Members Campaigns

Mame * Re-engagement List + E + B

List Type * @ Dynamic Full Name & Business Phone Harme

R Low Clickers
T o, Na Campaign records found
@ Contact

CRM and ChickDimensions

Currency US Dollar
Moified On @ 2472015 151AM < 2,
Cost $0.00
Last Used On a-
Locked ane Gk i
Cwiner® & Motthew Wittemane 2
Deseription Sent Emaile » 1 5
Click Rate < 10% Subject

Allow Bulk Emaile
Mo Quick Campaign records found.

Active H

The criteria I've used are as follows:

Find

[T} Edit Columns
Map - Highest Clicks People Graph Pivot Low Opens Pivot High Clicks OData Power View1

Look for: Contact w Use Saved View: [new]
% Details | * Clear | [=] Group AND  Js[ Group OR
Re-engagement v Sent Emails Is Greater Than or EqualTo 1
This also opens up new possibilities for a re-engagement v Click Rate 6] Is Less Than 10.00
campaign. In addition to slicing and dicing our engagement VAEHEATEIEIN., -
Select

by industry, region or relationship type, we can plan to target —
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This gives me a good list to start with. | know we've sent them at +  What'sin it for them? (Special offers, new products/services)
least one email, but so far they have clicked less than 10% of the . Give prominence to your call to action.
time. Yet, they still have not unsubscribed (otherwise, we would
have automatically set the “Do Not Allow Bulk Emails” to “Do Not Some questions about measuring engagement in this manner
Allow") Q: We want to maintain calculated percentages on the Email

Send record. Can | add rollup fields and calculated fields to
Tips for re-engagement ClickDimensions entities like the Email Send?

A: Yes, you can add fields like these to the Email Send. We already

1. Clean up your lists put the sum of opens, bounces, clicks, etc., on the Email Send

. Measuring engagement is the first step. Some parts of your record, though they are not displayed on the form, so you could

audience may no longer be appropriate targets of your
marketing (aged out, not reachable, inactive for years, etc.).

add your own calculated field to calculate percentages.

Q: Are rollup fields and calculated fields available in CRM 2011 or
CRM 20137
A: No, Microsoft introduced these field types in CRM 2015.

+ Don't re-engage with really old inactives - they'll drive up
your rate of spam complaints.

2. Experiment

- Which campaigns have the highest engagement rates Q: Isn't there a limit on the number of records you can bring into
and why? Excel?

) ) A: Microsoft increased the limit on the number of rows that can
+  How can you replicate this success? ) o
be exported to Excel using the “Export to Excel” function in CRM

3. Be persistent 2015. It now allows up to 100,000 rows to be exported for analysis.

. Re-engagement often takes more than one email. PowerQuery uses CRM's OData endpoint to retrieve data. While the
Successful re-engagement campaigns are often a series of OData endpoint does not have a limit, it downloads 50 rows at a
emails. time, meaning it can take a long time to get a large number of rows.
| recommend filtering your queries in order to return targeted sets

4. Give your audience a reason to re-engage
of data, rather than, for example, “all contacts.”
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HOW TO RE-ENGAGE CUSTOMERS AND PROSPECTS WITH EMAIL MARKETING

Here's a hard truth about email marketing: even the most
engaged and loyal subscribers can lose interest in your messages
over time. New email subscribers love every message you send,
but over time that interest fades. Before you know it, a formerly
engaged subscriber barely blinks before deleting your emails.

So what's a marketer to do? Rekindling the relationship won't be
possible for every subscriber, but you can win some back with
re-engagement campaigns. These campaigns are the perfect
opportunity to show disengaged subscribers why they fell in love
with your brand and wanted to receive your emails in the first
place.

Why Re-engage

There are a few compelling reasons to implement email re-
engagement campaigns. The one that probably most readily
comes to mind is re-engaging inactive subscribers to increase
your sales or conversions. You want that once loyal customer to
start buying your product or services again, or that prospect to
download another white paper or register for more webinars.
However, there’s another great reason to engage inactive
subscribers - inbox placement. Email providers, such as Gmail
and Yahoo!, examine how their users interact with your emails
and deliver your messages accordingly. With spam definitions

being less content-focused than they once were, too many
unengaged subscribers could put your message in danger of
being flagged as spam.

Who to Re-engage

Depending on your industry, the length of your company’s
average sales cycle, how often you send emails and a host of
other factors, the definition of what constitutes an inactive
subscriber will be unique to your company. For some, 90 days will
be the benchmark, while a year will be the right length of time for
others. Rather than making a best guess, take a look at your email
statistics to get a more accurate understanding of the average
time between when someone subscribes and when they stop

engaging.

Once you have determined how your company defines inactivity,
start your re-engagement campaign just before that timeframe.
So if your established timeframe is one year, for example, aim

to start re-engaging at nine months, so you can reach these
inactive subscribers before they're too far gone. If you use
ClickDimensions, our campaign automation feature is a great tool
to use to set up and automate campaigns like this.
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How to Re-engage

Re-engagement campaigns can come in many different forms,
but they should in some way communicate the message that
you recognize they haven't interacted with your company’s

email in some time and that you want them back as an engaged
subscriber. The email example below shows one common re-
engagement strategy - offering an exclusive discount for inactive
subscribers.

niting = iy 4 View on a mobis devics or web Deowser
LOFT.

I_O Pl v airosin s I sace | TR
RE N ALL O $125+""

OQUR GIFT TO
SUSAN MCBRAYER

$25 OFF’

YOUR NEXT PURCHASE OF $75 OR MORE
CODE: FEB4BILC

LOFT

Offering inactive subscribers a free gift with purchase is also
commonly used in re-engagement campaigns. Short surveys can be
another method used to re-engage email recipients, and can also
be used to give you insights into why subscribers became inactive
in the first place. You can sweeten the deal and encourage survey
participation by offering a discount to recipients who complete the
survey or entering them into a drawing for a special giveaway.

When to Call it Quits

Sometimes people enter a new phase in life that causes them to
lose interest in your message. For example, a parent whose baby
has grown into a toddler may not be interested in emails from a
baby products company anymore, though they were once very
engaged with those messages. Other times, people no longer
use the email address that you have on file. And still other times,
subscribers have been inactive with your emails for so long that a
re-engagement message simply has no impact on them.

Whatever the reason, as we mentioned at the beginning of this blog
post, re-engaging every subscriber won't be possible. The good
news, from a Return Path study, is that 45 percent of those who
received re-engagement emails opened subsequent messages, even
though only 24 percent had opened the initial re-engagement email.

What about those that don't take the re-engagement bait? Use it
as an opportunity to remove people from your email lists, thus
improving your list hygiene and email deliverability.
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OOPS! HOW TO DEAL WITH EMAIL MISTAKES

Everyone makes mistakes - it's a fact of life. With email marketing,
those mistakes might seem harder to rectify or hide because the
threshold for errors is fairly low. But fear not. It's not the end of the
world, and you can recover from the mistake. Here’s what to do in
the event of an email marketing gaffe:

Step 1: Assess the situation quickly

Common email marketing mistakes include broken links, incorrect
subject lines, technical difficulties (for example, an email had a link
to your website but the website was experiencing issues with the
host), sending the incorrect version of an email or even sending to
the wrong list.

Once you identify your mistake, try to ward off knee-jerk reactions
to immediately send a follow-up email to correct the previous
email. When mistakes happen, you want to respond quickly, but it's
also important to be thoughtful about how you're going to fix the
issue. Sure, in the short term, it might seem better to immediately
correct the mistake, but in the long run, it's better to assess the
problem and determine if and how the issue is detrimental for your
company. Ask yourself these questions:

1. Could the mistake cause a significant loss in revenue?

2. Is your brand's reputation damaged?

3. Are your subscribers offended or confused by the error?

If you said “Yes" to any of these questions, be ready to come up
with a response. What if you said “No” to these questions? Keep
reading.

Step 2. Respond

Once you have determined the cause of the issue, it's time to
come up with a plan on how to address your recipients. Some tips
to keep in mind when sending a follow-up email:

1. Be swift. A quick (but well thought out) follow up can catch
your readers before they even get to the first email. The
longer you wait, the more damage can be done.

2. Beclear. Your readers will likely want to know why they're
receiving another email so soon. Make your intentions clear
in your subject line and pre-header so your email’s purpose
is as transparent as possible. Subject lines with “Oops,”
“Correction” and “We Apologize” are attention grabbers.

3. Own up to your mistake. A quick apology goes a long way.
It doesn't need to be long; in fact, the longer your apology is,
the more it may highlight the fact that a mistake was made
in the first place.
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4. Stay true to your image. Your apology should maintain
your company’s brand. Humor is usually appreciated, but if
it doesn't fit in with your image, then it shouldn’t be forced.

5. Offer an incentive. If your email is promoting a product
or service, consider providing a limited time offer as part of
your apology. This can even drive up your open rates and
web traffic.

Note: Depending on the nature of the mistake, you might choose

to skip this step entirely. Sometimes, pointing out that you made

a mistake might be a mistake in itself, since you're highlighting
something that might have otherwise gone unnoticed. And sending
another email so quickly after your first one could generate
unsubscribes or customer complaints. However, you should exercise
caution when not responding, and it should only be reserved for the
most minor mistakes (a missing punctuation mark, a misspelled word
or another small typo, for example).

Step 3. Measure the impact

ClickDimensions offers tools that allow you to follow and assess
your email's success through email send and email event records.
And you can use this opportunity to measure the impact of an
email marketing mistake. Is the click rate greater or less than your
average email send? Are there more unsubscribes? What about
social shares and linking? Metrics of subsequent email sends
should be looked at as well so you can see if those statistics were

affected by a previous email. Not only does analyzing your email
allow you to understand the impact of your actions, it may also be
an indicator of whether your readers are truly paying attention to
your emails.

Step 4. Quality control

“Oops! | did it again!” should not be something that you're saying
(or singing) often in regards to email marketing mistakes. To help
you avoid future mistakes, make a checklist of everything that
should be scrutinized before each deployment such as checking
personalization fields, reviewing subject lines, testing links and, of
course, proofreading everything.
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EMAIL MARKETING ETIQUETTE

Here are some reminders about practicing good email marketing
etiquette when reaching your audience:

Permission-based Email Marketing

This is a cornerstone value ClickDimensions holds for our
customers. Do not use purchased lists, rented lists, third-party
lists or continue to email your contacts against their request.
Remember to include a link to a subscription management page
within an email template. Remember, there is a person on the
other end of your email; he or she is not just a sales opportunity.

Quality Content

What is the quality of the content you are sending? Are you
sending out email messages just to grab the recipient’s attention,
or is there a true takeaway with valuable information included?
Remember to check spelling, use concise sentences, include
alternative text (for those who don't render images), use short
paragraphs, include relevant details, break up blocks of text

with images, and ensure your subject line relates to your email
content. All of these suggestions can be implemented in any of
our four email template designers.

Respond to Replies
If a recipient is trying to reach out to you, acknowledge and
respond to this feedback in a professional manner.

Consistency

Consistency can be applied to many areas of email marketing:
strategy, design, customer interaction, etc. An example of where
consistency can make a difference includes sending emails on

a consistent basis (let the content be relevant too). Be sure to
include your organization's name in the “from” field and address
recipients correctly. To ensure you have the most updated
information, include links to profile management forms for your
recipients. Additionally, make previous newsletters available to
read in an archive setup, provide information for how to contact
your organization and maintain consistently-branded templates.

Keep these etiquette strategies in mind to keep your readers
loyal because putting out quality marketing and delivering quality
products will generate quality customers!
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UNDERSTAND EMAIL STATISTICS: DELIVERIES

Counting an email's deliveries seems like a pretty straightforward concept, right? It is for
the most part, but it's helpful to understand how they work so you know what a delivery
means - and what it does NOT mean.

A “delivery” is counted when we get an acknowledgement from an ISP or mail server
that they have accepted an email message that has been sent to one of its customers.

+~ Sent -
| Subject Sent On Email Template Deliveries Opens Cicks
ClickDimensions January 2016 Newsletter 1122016 2:58 .. Newsletter: 201.., 17,190 13,373 1,452

The screenshot above shows 17,190 deliveries for the January newsletter. This

does not necessarily mean that the email made it into 17,190 inboxes. After the ISP
acknowledged receiving the email, there are still a number of reasons why an email
might not make it into someone’s inbox such as spam filters, a mailbox that is over its
size quota, mail server rules, and even in some cases an invalid email address - though
in most cases the ISP would have returned an invalid recipient message instead of an
acknowledgement of receipt.

+ Active Email Events -

v Type Contact Lead Email Send Created On 4
Invalid Recipient Andy Piper Connecting with your team 2/2/2016 8:44 AM
Deliver Andy Piper Connecting with your team 2/2/2016 8:44 AM

In some cases, the ISP or mail server will
provide additional information after the
delivery acknowledgement if the email
can't make it all the way to the inbox.

Below, we see that the recipient’s mail
server told us the message was delivered,
and a few seconds later it said that the
email couldn’t be delivered because the
email address was invalid. A situation like
this is an exception rather than the rule,
but it happens frequently enough that it's
helpful to be aware of it.
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UNDERSTAND EMAIL STATISTICS: OPENS

Ever wonder how open rates are calculated for your marketing
emails? Here's a glimpse at how they work, and a caveat about
how reliable your open rate numbers are:

How Opens Are Counted

When you compose an email and send it through ClickDimensions
(and most other marketing automation tools), the system inserts
a tiny, transparent 1x1 pixel GIF image into the email. This GIF is
hosted on our system. When we insert the GIF into an email, we
also insert a unique identifier at the end of its address.

Idea Conference recorded sessions now available!

Thanks again for participating in this year's Ia¢
2016!

John Gravely
Wednesday, September 30, 2015 at 10:12 AM
To: © Heather Robertson

There's actually a
transparent GIF [y
right here in

You are recoiving this emall because you requested information about the ldea Conferonce andfor ClickDimenshons
spacial events. Glick hare to unsubscribe of 1o change your subscription preferences.

That unique identifier corresponds to the recipient to whom
you've sent the email.

So, for example, if the GIF is hosted at http://files.mycompany.
com/tracking.gif, we'll add a unique ID for each and every email
recipient to the end of the address in the email's HTML. Now

the URL for the tracking GIF might look like this: http://files.
mycompany.com/tracking.gif?_id=1234567890. (This is simplifying
things a bit - the image is actually generated programmatically -
but you get the idea.)

Now, when the recipient views the email you've sent, our web
server sees the request for that transparent GIF and the attached
ID, and now it knows who viewed the email.

When ClickDimensions sees that Joe opened an email, we record
an “Open” email event in your CRM. Now you can see that Joe
opened the email you sent.

Simple, right?

Tracking GIFs are a proven and widespread method for tracking
whether someone opened an email. They are used by most every
email provider out there. So what could go wrong?
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S A=l

ead Categorize Follow Filter | Address Book Send &
Up Email Receive

Now the tracking
GIF isn't being
displayed

Idea Conference recorded sessions now availab

John Gravely
Wednesday, September 30, 2015 at 1:
To: O Heather Robertson

|& To protect your privacy, some pictures in this messag;ﬂere not downloaded.

Automational Action ltems Manage Add-ins...

Cli Ere if you are having trouble viewing this message.

lidea Conference

Thank you to everyone who participated in the 2015 Marketing with Microsoft
Dynamics CRM Idea Conference! The conference was full of great tips, case
[x] studies, best practices, and ideas for marketing with CRM.

Most email applications today block the display of images
by default.

This is true of desktop email applications like Outlook, as well
as webmail providers like Gmail and Yahoo. As shown in the
illustration, a recipient can actually open and read your email
without it being possible to count the open event.

The recipient would need to click Outlook’s informational message
to download all the pictures for the email, including your tracking
GIF. In some email applications, if the user adds the sender to the
“Safe Sender” list or whitelist, then images will always be displayed
automatically in emails from that sender.

An email can be forwarded.

So what would happen if | received the email above, didn't tell
Outlook to download all the pictures, and forwarded it to my
mom (who is still using Outlook 2000 on Windows ME)? Well, in
that case, the tracking GIF would be downloaded because her
outdated system doesn't block tracking images automatically, and
the pictures would be displayed for my mom. But the unique ID
that was appended to the tracking image is still correlated to me.
So our system would think that | opened that email.

Some people don’t clean out their inboxes.

Another potential wrench in the cogs of your attempts to measure
your readership’s engagement is that there are some people (we
won't name names!) who don't have great inbox management
habits. You send them an email and it stays in their inbox for
months. Years even. Each time they happen to scroll past it and
the email is displayed in the preview pane, the tracking GIF is
loaded and an open event is counted.

So what's the takeaway here?

The potential for missing real opens or counting opens that
shouldn’t count is why we focus on “Unique Opens” - how many
people opened your email (or, in other words, downloaded the
tracking GIF) as opposed to how many times your email was
opened - to calculate your open rate.
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30 % open rate
1953 unique opens
6532 total opens

In this example, there were 6,470 total messages sent, and 1,953
unique opens - a 30% open rate:

Since we know that the open rate may not be 100% accurate - it's
likely quite a bit higher than the total number of unique opens
that were possible to record - then what good is it? Well, the trend
is your friend! Looking at your unique open rates over time can
give you an idea if you are getting better or worse at reaching
your audience with relevant messaging.
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UNDERSTAND EMAIL STATISTICS: CLICKS

What is a “click?” A click is recorded when a recipient clicks on a
link in an email you've sent them (clicks are recorded through
ClickDimensions, as with most email management systems).
Looking at your click stats, the click rate - or “click-through rate”

- tells you how many people are engaging with your email’s
content. More than deliveries and opens, clicks can tell a marketer
how well his or her message is resonating with the audience.

There are two ways of looking at the click statistics: Total Clicks
and Unique Clicks.

Unique Clicks: How many individual recipients clicked on
different links in your email. If a recipient clicks one link one
time, and another link two times, there will be two unique clicks
recorded.

Total Clicks: The total number of times all links were clicked. If a
recipient clicks the same link 14 times, 14 clicks are counted.

So, how are clicks recorded? When you send an email through
ClickDimensions, our service looks through the email's HTML
and converts any links it finds into trackable links. For example,
in the email below, the template had a link to http://www.
clickdimensions.com. When the email was sent through our

system, we converted it to a much longer link. Now, when the
recipient clicks the link, their browser will actually first go to http://
elink.clickdimensions.com before being rapidly redirected to the
website the marketer put in the email.

= L
to setu Panh €ema II t" http://elink.clickdimensions.com/c/1,

. | aid=30882871 &irequestid=b12912-107
met, consectetur adipiscing elit. NU, oo, o 01 265416a8urid=conta

-G SIS W Mot Iac‘id535991-_111adb?lccldeeﬁeaid-?aﬂldf

{ d698d0182978601 a368Lea=znggurj.

2 AT =pbz= fvbaf8y
rticle Title: Lorem ipsum dolor sify *Hen &0 el forte Sorco
Mulla eu dui augue. Sed quis lacus ; : .

mattis libero nec justo iaculis eu in e B AN

convallis euismod enim, at mollis o ?ﬂi"gphﬁzimﬁq%dﬁd
incidunt dignissim ipsum vel tristig bollow &
at mollis orci pharetra facilisis. Eead more...

You can also see a few other things in this trackable link. There's

a contact ID that lets us tie the click back to the contact in CRM so
we know who clicked the link. You can track clicks to websites that
are not under your control, so even if the website doesn't have the
ClickDimensions tracking script on it, you can still see the “click”
and who did it. But if the link goes back to a website that has the
ClickDimensions tracking script on it, then that page view will also
be recorded. There's a parameter that is passed on to the final
destination (the part that starts with _cldee towards the end of
the link) that enables our tracking script to correlate the page view
with the recipient’s CRM contact record too.
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Chapter 2
Nurture Marketing

Access to information has changed the way that consumers interact with businesses,
which has in turn changed the way that organizations market to their prospects and
customers. Marketers must now focus on getting the right message to the right person
at the right time, rather than using a one-size-fits-all approach. The articles in this section
can show you how through nurture marketing and campaign automation.

7 REASONS WHY YOU SHOULD NURTURE LEADS

First, the bad news: According to MarketingSherpa, 79 percent of marketing leads never
convert to customers. The good news is that there is something you can do about that
poor performance. It's lead nurturing, and if you're a ClickDimensions customer, it's easy
to set up lead nurturing campaigns - or any other kind of marketing campaigns - with our
campaign automation builder.

Here are seven reasons why you should get started nurturing leads today:
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1. Keep your organization top of mind.

A Gleanster Research study reveals that 50 percent of leads are qualified, but not ready
to buy. So what happens to those leads in the meantime? Too often, they fall off of a
company's radar and, in turn, the company falls off of the customer’s radar too. Lead
nurturing campaigns are an effective way to keep your company top of mind as an
individual progresses from prospect to customer.

2. Educate leads about your products and services.

According to Forrester Research, today's buyers are anywhere from two-thirds to 90
percent of the way through the buying process before they reach out to a vendor. So
what are they doing during that time? Research. Once they have made contact with

your organization, assist in their research efforts by adding them to a lead nurturing
campaign that will educate them about your products and services, or even your
industry and broader trends that may impact their purchasing decision. In the example
campaign automation below, we see how a college or university might choose to educate
prospective students about their institution through informative emails, a catalog
download and an invitation to attend a campus tour.

CAMPAIGN AUTOMATION

Sratim Crested On
Recruitment Campaign o une 13,2018 25527 P O
BUILDER  STATISTICS ~ PARTICIPANTS -rr!-ggErs and SEI'IES
é Towsr invite emad Apply amail s.umm Ema.:

Colage fairs Inkre recr - Cataleg ferm o
Cp—
i o] O Manual

Add
Catslog reminder email  Choked catalog butlon

i o 181
SERIES
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3. Save valuable sales resources.

Sales teams are so focused on the here and now (and rightly so)
that they don't often have time to think about or court leads that
aren't ready to buy right away. Using lead nurturing campaign
automations, you can free up your sales team to focus on the
hottest and most immediate deals at hand, while still building a
pipeline for the future.

4. Help overcome objections during the buying process.

“It's too expensive.” “Now isn't the right time.” “l don't really have

a need for this product.” You have heard all of these objections,
and many more, before - or at least your sales team has. You

can make it easier for sales to close deals when leads are sales-
ready by addressing these objections and overcoming them in the
content you send within lead nurturing campaigns.

5. Learn more about your leads.

Adding leads to a campaign automation is a great way to find

out more about what interests them. As they interact with

the messages within a campaign automation, leads will follow
specific paths within that automation. This personalizes their
experience while also showing you what interests them the most.
Do they click on links for certain products or services? Have they
downloaded content about a particular topic? This can refine your
understanding of who they are, what they want and how best to
sell to them.

6. Increase trust in your brand.

Campaign automations help you maintain consistent
communication with your prospects, which in turn increases their
familiarity with your brand and can help foster trust. You can
further build this trust with lead nurturing campaigns that deliver
content that speaks to their pain points, answers their questions
and demonstrates your organization’s position as an industry
leader.

7. Bridging the sales and marketing gap.

Nurture programs bring value to both marketing and sales
teams, and can help to close the gap between them. Marketing
can construct a nurture campaign that includes the exact
messaging that they want presented to the prospect, and sales
can determine the appropriate campaign automation in which to
place a prospect based on their level of buying readiness.
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6 WAYS YOUR CAMPAIGN AUTOMATIONS CAN SCARE AWAY YOUR LEADS AND CUSTOMERS

What was that? Did you hear something? Was it the bogeyman or
another creature that goes bump in the night? In actuality, it was
the sound of your customers or leads fleeing from your campaign
automations, also known as nurture or drip marketing. But never
fear, we're here to show you how to turn that around. Here are
Six ways your campaign automations might be scaring your leads
and customers, and how you can take your automated campaigns
from frightful to delightful:

1. Content issues.

Within your campaign automations, are you sending the same
content to leads and customers alike or sending messages that
don't provide a benefit to the recipients? If so, you might be
spooking your audience. Campaign automations should contain
information that will be of value to your leads or customers.
Also, make sure that the content in every nurturing email is
extremely relevant to those receiving it. While a piece of content
can easily work for leads and customers, be sure to personalize
the messages that promote that content so they address each
audience individually.

2. Bad timing.
If you aren’t putting any thought into the timing of your campaign
automations, they aren't likely to be well-received by your leads

and customers. Schedule messages appropriately based on the
type of campaign automation. A campaign for sales-ready leads,
for example, would likely have a shorter timeline than one for
inactive leads that touches prospects only a few times per year.
Regardless of the type of campaign, wait and date timers (as seen
below) within the ClickDimensions campaign automation builder
can help you schedule everything perfectly.

Wait 13 Days Send Eerie Email

3. No consistency.

Nurture programs can help establish trust between a consumer
and company while also building that company’s credibility.
However, inconsistency in your messaging is a quick way to put
an end to that benefit. For example, if your brand’s voice is very
professional and the messages in your campaign automation
have a more humorous tone, this can be very off-putting to your
recipients because it's unexpected and doesn't feel authentic.
Take the time to make sure that all of your nurture marketing
messages are consistent with and reinforce the company’s brand.
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4. Lack of targeting and personalization.

One of the many benefits of a campaign automation is that
messages can be customized based on the interactions a
prospect has with the emails. Failing to use this aspect of the
ClickDimensions campaign automation builder not only doesn't
use this tool to its fullest, it also isn't as effective with leads

and customers. Don't just develop and send a series of generic
emails that are sent over and over again; create personalized
experiences.

5. Lack of permission.
Permission-based marketing means that the individuals that
you are marketing to have directly granted your organization

permission to do so. Ensure that nurture emails - and every email

you send, for that matter - don't violate spam rules. Failure to

engage in permission-based marketing may not only alienate your
message's recipients, it can also cause you to run afoul of the law.

For example, the CAN-SPAM Act in the United States and CASL in
Canada include specific guidance for giving email recipients the

opportunity to opt in or opt out of receiving emails.

6. Not utilizing data.

Data in CRM can be extremely helpful when creating nurture
programs. Statistics such as industry and company size for
business-to-business campaigns, or age, gender or location for
business-to-consumer, can help tailor the message to a particular
audience. Using ClickDimensions' web intelligence feature, you

can gain even more knowledge about customers and prospects.
What ads are people clicking on to get to your website? On which
pages do they spend the most time? Knowing what content your
audience is most interested in can help target the messaging in
your campaign automations.
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5 CHALLENGES OVERCOME BY USING CAMPAIGN AUTOMATION

Life is full of challenges. Fortunately, life is
also now full of technologies that can often
help us overcome problems and make our
lives a little easier. Campaign automation,
also known as nurture marketing or drip
marketing, is one such technology. By
helping you send the right communications
at the right time, here are five challenges
campaign automation can help marketers,
salespeople, customer service personnel
and entire organizations overcome:

1. Not enough time in the day.

You get to work with the best laid plans
for what you're going to cross off your
to-do list that day, only to get sidetracked
by fires that need to be put out, meetings
that run too long and routine emails

that need to be sent. While campaign
automation can't help you with those long
meetings (sorry) or unexpected projects,
it is perfect for reducing the time spent
creating, scheduling and sending many
types of emails. For example, rather

than individually scheduling service

appointment reminders every three
months, an equipment manufacturer could
create a campaign automation to send
these reminders automatically and on time.
That means less time devoted to routine
tasks and more time devoted to marketing,
selling or engaging customers.

2. Neglected leads.

Much as we would like for every lead to be
sales-ready, that just isn’t the case. In fact,
according to Aberdeen Group, it takes an
average of 10 marketing-driven “touches” to
progress a lead from the top of the funnel
to revenue generating. The challenge here
is that sales teams need to devote much of
their energy to closing the deals that are
ready to close now, which means those
that aren't ready to buy often don't get the
attention they need to stay interested in
your company. Automated lead nurturing
campaigns allow you to keep leads warm
and keep your company top of mind until
these individuals are ready to buy. You can
also use the messaging in a lead nurturing

campaign automation to overcome common
sales objections and educate prospects
about your product, service or industry.

3. Lack of a customer onboarding process.
You never get a second chance to make a
good first impression on a new customer.

If that current first impression leaves new
customers unsure of next steps or how

to use your product or service, campaign
automation can help your organization
overcome that challenge. Using campaign
automation, you can send new customers

a series of messages regarding training
opportunities or other helpful information
they will want to know as a new customer,
and even discover which new customers
may need additional personal attention
based on their interactions with messages.
In the example campaign automation below,
we can see how a financial institution might
use an automated customer onboarding
campaign to introduce customers to their
account and even provide them with a
special credit offer.
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4. Low customer retention.

According to Forrester Research, it costs five times more to
acquire a new customer than to keep an existing one. That means
low customer retention is a challenge that it pays to overcome.
An automated customer retention campaign helps customers
stay connected with your organization and builds trust with your
brand. The messaging, structure and timing within this campaign
automation will vary greatly according to your industry. For
example, an organization that relies on annual renewals may only
run this nurture campaign yearly, while a business that sells to
customers throughout the year may rely on retention campaigns
more frequently to keep customers happy.
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5. Generic messaging.

One size fits all messaging is no longer an effective marketing
approach. Consumers today expect customized messages from
the brands they interact and do business with, and campaign
automation can help organizations meet those expectations.
Not only are they segmented to suit a particular audience, these
automated campaigns respond to the recipients’ actions, thus
creating a more personalized experience. For example, if a
prospect that you're nurturing within a campaign automation
does not click a certain link in an email, you might send them

a follow up email. On the other hand, if they do click on that
link, you might send them a different email or even notify a
salesperson to call the individual.
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TIPS FOR CREATING LEAD NURTURING CONTENT

Using ClickDimensions' campaign automation tool, you can easily create an automated
lead nurturing campaign that sends a series of relevant and timely messages to your
prospects over time. But what should you send in those messages?

Content isn’t one size fits all, so the content you send should suit the individual receiving
it and where he or she is in the buying cycle. Leads will fall into one of three phases within
the buying cycle: awareness, research or decision.

In the awareness stage, customers are just realizing that they have a business need.
They are unsure of which products or services will help them solve their problems. It is
important in this phase to make prospects aware of your brand and stay top-of-mind so
that when they decide to move forward with a purchase, your company is on their radar.

The research stage of the buying cycle is where people spend most of their time. This is
the phase where consumers are shopping around. They are learning what is necessary to
solve their problem and investigating potential solutions. Educational content is essential
in this phase in order to move individuals to the next phase in the buying cycle.

In the third stage of the buying cycle, known as the evaluation stage, the rubber meets
the road. Prospects have narrowed down their decision to a few options, and they are
evaluating possible vendors. At this point, it is important to build credibility and trust with
the customer and overcome any objections - why should they go with your company over
the competition?
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While these three phases vary in terms of the kinds of content that are appropriate for
nurturing campaigns, the content that you create for leads in all of these phases should
share a few common traits:

1. Creating value.

Take a quality over quantity approach and create lead nurturing campaign automations
that contain information that will be of value to your leads. Make sure that the content in
every nurturing email is extremely relevant to the audience and speaks to their needs at
that moment in time.

2. Boosting your brand.

Leads are just getting to know your brand, so make sure that the impression you leave

on them is a good one. The content you send in any lead nurturing campaign should
increase brand awareness while also establishing your organization as a thought leader in
your industry. This is your chance to establish that your company aims to be helpful to its
customers and meet their needs in every interaction.

3. Building trust.

Sending prospects high-quality, relevant content is a great way to build their trust and
position your organization more as an advisor and less as one that is only out to make a
sale. This trust is not only effective at moving leads through the buying cycle, it also builds
the foundation for customer loyalty in the future.
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CREATING A CAMPAIGN AUTOMATION TO WELCOME NEW EMAIL SUBSCRIBERS

Wouldn't you love to create a campaign automation for

welcoming new email subscribers and building your organization’s
relationship with them with little to no effort from you (once the
campaign is set up, of course)? Here are some examples of emails
that you could include in your welcome campaign automation, or

nurture campaign, aimed at those new subscribers:

Email 1: Welcome Contacts and Fulfill Offers

The first email you send out should be your welcome email. This is
a crucial piece of your campaign automation. The goal of this first
email is to make sure your contacts feel important and included.
With this email, you need to make sure you are reaffirming their
decision to be part of your mailing list, and also fulfilling any
offers you made in exchange for a sign up, such as a link to an
eBook or some discounted merchandise. It is important that your
contacts do not have to wait around for this email. You will want
to schedule this first email to send immediately after someone

joins your list.

Here are a few things you will want to include in your first email:

1. Thank them for signing up.

2. Letthem know how often they will be receiving emails
from you. For example: “You will receive three more emails

from us over the next six days. After that, you can expect to
receive emails from us on a monthly basis with information
regarding special discounts.”

3. Give instructions on how they can unsubscribe from future
mailings.

4. Provide them with any incentives you offered for signing up,
as well as links to other helpful information, such as your
website.

Having trouble vewang tha message® Chok here o view onime

To Ensune you recerde oor updaies, pease add marketngclckdmensions. oo 10 our address Book

@ Clickpimensions

Dear ${Feapent. contact. firstname{d]1 7,
Thank you for signing up for the ClickDimensions Newsletter!

The messages you'l recerve from us in the fulure wil
« offer Email Marketing tips and best practices
« ke you up to date with cur new features
« shaw you working examples of some of our most pepuler feabures, such as
Campaign Automations

fou will receive two additional emails from us over the next six days. Afiter that, you can
expect to receive emals from us on a monthiy bass

You can unsubsarbe from these emails at any tme by didang the Unsubsanbe link at the

batiom of the emad and updating your Subscriplion Prefersnces.

Thank you,

The ClickDimensions Team

45 a thank you for subscribing, we're pleased to offer you our free Hurture Program e-book,

(f]#]o]s]o)

Chtn Fars b5 unsobhonbe o 15 SAERGE ovr Subbarplion Fialieced
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Try not to add too much information into your first email of the
series. Too much content leads to ineffective messaging. This is
why it is important to include multiple mailings in your welcome
series. It also helps to get your brand in front of your contacts
multiple times at the all-important beginning of your relationship
with them.

Email 2: Give Contacts a Way to Contact You

Your second email should offer your new contacts a way to stay

in touch with your business. Be sure to give them information
regarding how they can contact you if they have questions. This
could be a link to the Contact Us page on your website, a phone
number they can call for assistance or an email address they can
send questions and comments to. Be sure that you also include
how your contacts can connect to you via social media. Insert your
social links and any other information they may need regarding
your social channels.

Send this second email out about two days after they have
received the first welcome email. This ensures that your brand
is fresh on their mind, but you are not overwhelming them with
daily emails.

Having trouble viewng this message? Chok here fo vew online

To ensere you recesve our updates, phease 33 mare b ckoRIIMEnSCNS DO 10 Your B0dnESS book

&R ClickDimensions

Dear §{Reopent. contact. firstname [0]177,
‘We want to hesr fram youl

Send us an emall at sales Bdidudmensions. com so that we can answer your speafic
queshbons.

Aiso, chedk out our Contact Us webpage, Feel free to submit the form with any inguines o
take sdventage of our Live Chat!

If you are a current customer, you can fll out the form to Submit 3 Support Reguest,

Cornect with us 5o that you can be the first to hear all of our updates)

HEEs0

Thank you
The ChckDimensions Team

Chek hitw 12 urBchionbs o 1 changE yoour Subdcnption Pralarsnsts

Email 3: Gather Customer Information

Use your third email to get to know your new contacts. You can
use a ClickDimensions form to gather information such as their
phone number, company name, location and other pertinent
details that you may not have gathered when they subscribed to
your list, which you can then store in CRM.

Send this email out three to five days after your second email was
received.
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Here are a few examples of things you can include in your third email:

+  “We would love to learn more about you! Please take a few minutes to tell us about
yourself so that we can better tailor our emails to you.” Be sure to provide a link to a
form, as we mentioned above.

* You could also use this as a chance to gather your new contacts’ birthdays so that
you can set up automated and personalized birthday emails like this one:

Click if you are having trouble viewing this message.

‘% ClickDimensions

Happy birthday,
${Recipient.contact. firstname[0]!""}
${Recipient lead firstname[0]!""}!

We noticed that today 1s your special day,
so in commemoration of the occasion, we
wanted to send along our best wishes and
thank vou for all of your time as our
customer, May the next vear bring great jov
to you and your loved ones!

X .
Happy birthday! S
$ {Recipient systemuser. fullname[0]!""} : - 7
and the ClickDimensions Team S - = S

Be sure that each of your welcome series emails provides your new contacts with
something of value. Set up your campaign automation to trigger the first email send as
soon as someone signs up to be added to your mailing list. This is a great way to begin
building a strong relationship with your new subscribers.

Ready to learn more about
automating campaigns for leads and
customers alike? Take a look at our

eBook, The Campaign Automation
Playbook: Scoring Big with Customer
and Lead Nurturing in Microsoft
Dynamics CRM.
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Chapter 3
Online Advertising

Combine the lead-generating and awareness-building power of online advertising with
integration to your CRM, and you can refine your message, ensure it is reaching the right
people and understand how to most effectively allocate your budget to broadcast the
message. The following articles discuss using online advertising in conjunction with your
CRM.

GAINING MORE INTELLIGENCE FROM PAID SEARCH CLICKS
THROUGH URL TAGGING

If you are using paid search, you might be interested to know that there is a relatively easy
way to get more information about each click on your ads. This is accomplished by tagging
your destination URLs with parameters that trigger Google or Bing to send you additional
data about each click. Let's start with a discussion of ads and URLs. When you create an ad
in Google AdWords or Bing Search Advertising, you have two places where you can set the
URLs to be used for the ad. The first, called “display URL" is the URL that web visitors will
see in your ad when the ad is displayed on a search engine web page. The second, called
“destination URL,” is the URL the visitor will actually be sent to when they click your ad.
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This destination URL can be appended with special parameters
that tell Google or Bing to send you back additional information
about each click. Below you can see an example of one of our Bing

ads.
Ad tithe: [KeyWord:Microsoft CRM Marketing} 3 Tk N ons M SAaraa)
Ad text: =1 rated MSCRM Marketing solution. Drip Marketing, Email Surveys, Forms 70 w1 ratad MSCAM M orip
Matketing, Tl Surveys Farms
Dicplay URL: wnw, clickdimensions.com br] L

Destination URL:  clickdimensions.comiutm_source=bing&query={QuenyStnng}
Status: Active -

clickdimensions.com?utm source=bing&query={QueryString}

Notice that the destination URL is clickdimensions.com/tour/
email-marketing.asp, but that is followed by a question mark and
then a series of parameters. For example, the first parameter is
utm_source which is set to Bing. In this case, we are setting Bing
as an absolute value because clicks on this ad are always coming
from Bing Search Advertising. However, the second parameter in
the URL, query is set to {QueryString}, which, as indicated by the
curly brackets, represents a dynamic value which Bing will pass
back to us in the URL when the click is made. For this parameter,
Bing will pass back the actual keywords that the visitor typed
into the search engine. Bing parameters are explained in detail
at https://advertise.bingads.microsoft.com/en-us/blog/post/

march-2016/new-tracking-parameters-for-urls-in-bing-ads.

An example of what the URL will look like when Bing passes it
back to us is shown below. Looking at the query parameter, we
can see that the visitor typed the query “microsoft dynamics crm”
into the search engine. What we actually see is “microsoft%20
dynamics%20crm,” and the “%20" is inserted by Bing wherever
there is a space (spaces would break the URL, so they must be

filled with characters).

http://clickdimensions.com/?utm
source=bing&query=microsoft%s20dynamics%$20crm

If you are using ClickDimensions, you can create a query on the
entry page field of our visit records to look for visits where the
entry page contains the text utm_source=bing. This will let you
know which visits came from your Bing Search ads so that you can
see which ones turned into sales opportunities. Here you can see
the query we use to find these visits:

. ADVANCED FIND
. Save As =G AND I
! B 2 s B
EEﬁltEolumns =

= Group OR

Sa\red Results New Clear Download

[} Edit Properties = Details XML

Show View Query Debug

Look for: | Visits : Use Saved View: BIHEMS |

Status Equals Ac

Entry Page Contzins wtm source=bing
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Of course, since we can query this data, we can include it on dashboards and use it in
workflow. We have dashboards that we use internally to show us the visits that are coming
from Google and Bing.

-+ Visits from Google Ads - Last 3... -

»' [P Drganization Lead Contact  Keywords +l+
Comcast Cable microsoft dynamics crm
Grupo ICE jobs dynamics marketing
Internet Solutions Lona . how customizable is Dynamic CRM

We've also created a workflow that emails us with information from any new visits that
came from paid search. This produces emails like the one you see below. These emails are
helpful to our Sales Development Representatives who are responsible for finding new
leads for the sales team. The emails help them uncover organizations that might be early
in the discovery process. The sooner we can reach organizations that are searching on
solutions like ours, the sooner we can begin to influence the buying process.

From: Chick System

Ta: # John Gravely

Co

Subject: Eing ad wisit: QUIZNOS United States CLCOODSTS9

IP Organization: QUIZNOS
Lead/ Contact/AV: QUIZNOS - QUIZNOS

Keywords: microsoft dynamics crm Referring host: search.yahoo.com

Entry page: http: K ENs0Ns.C J SOUrCE
FITy = = F7EBI h =

Location: United States

In this article, we have mainly
talked about URL tagging with
Bing search ads, but you can also
do this with Google. Instructions
can be found here: http://support.
google.com/adwords/bin/answer.
py?hl=en&answer=2375447
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MONITOR THE EFFECTIVENESS OF PAID SEARCH WITH A
SEARCH MARKETING DASHBOARD

If you use paid search, then you most likely have a number of different campaigns
running across a number of different providers. You might use Google AdWords,
Microsoft AdCenter, LinkedIn, Facebook, private blogs, etc. With each one of these ad
platforms, you can login to their respective dashboards and see how many clicks they
have sent you and what you've spent. But that requires you to go to a lot of websites,
and it doesn't tell you anything about the quality of the visits you're getting.

Wouldn't it be better to login to one dashboard and see all the visits from each source
along with an indicator of the visit quality? Of course it would. So let's see how you can
do that with ClickDimensions and Microsoft Dynamics CRM.

When you place an online ad, you have the opportunity to specify the URL that the
visitor will be directed to when he/she clicks on the ad. LinkedIn refers to this as the
“go to URL,” while other platforms call it the “destination URL.” You can make this
URL unique by adding a parameter to the end of it. Then it will be easy to locate visits
from that ad inside Microsoft CRM if you are using ClickDimensions. (This process is
described in the previous article.)

Every time someone clicks on this ad, the ClickDimensions visit record created inside
Microsoft CRM will show this URL in the entry page field. With this information, it is easy
to create a CRM view to show all visits from LinkedIn ads.

“‘ clickdimensions.com 84 o e @ @


http://www.facebook.com/clickdimensions/
http://www.facebook.com/clickdimensions/
http://www.twitter.com/clickdimensions/
http://www.twitter.com/clickdimensions/
http://www.linkedin.com/company/clickdimensions
http://www.twitter.com/clickdimensions/
https://www.linkedin.com/company/clickdimensions
https://plus.google.com/100281743712894557854/posts
https://plus.google.com/100281743712894557854/posts
http://www.clickdimensions.com
http://www.clickdimensions.com

| - ADVANCED FIND

Search Marketing Visits ~

e 3 j Save fAs ; =06 AND
' H v A:_Z 4 o Visits from Google Remarketing Ads - Today v +
. s e ; E‘ Edit Calumns [(z GFCILIp OR Search for records jol
Query Saved Resuls Mew  Save Clear : - -
Views m Edit PI'QﬂGFtiEE % Detuis IP Organization Total Pages ~ Duration Score Referring Host Referrer Type
Chdin Victd QUEFY Time Warner Cable 2 1 11  tpc.googlesyndication.c..  Unknown
Cyprus Telecommuncations Auth... 2 4 11 www.clickdimensions.c. Unknown
Look for: Visits v Use Saved View: Pakistan Telecommuication com.. 1 0 8 googleads.g.doubledlic.. Unknown
: Dhivehi Raajjeyge Gulhun (Dhira.. 2 4 11 www.ustream.tv Unknown
¥ M uals M SaudiMet 2 0 11 www.clickdimensions.c. Unknown
w Entry Page Contains 's=linkedinad5 Mohakali, Tejgaon 2 7 11 www.dlickdimensions.c..  Unknown
Cox Communications 7 1 11  googleads.g.doubleclic... Unknown
Sodetel S.a.l. 2 6 11 www.dickdimensions.c. Unknown
So, if you follow this same technique for your LinkedIn ads, Init Corporation 1 0 8 Drect Trafic
Google ads, Bing ads, etc., it is easy to create a CRM dashboard o : g s
L . TEST. Lid 2 0 11 www.dlickdimensions.c..  Unknown
that shows the visits from each different ad source. You can look Comeast Business Communicatio. . " T s (R
at this one dashboard to see the quality of each visit as indicated Telecom Ialia 4 %7 17 youmeda.fanpage.t  Unknown
.. . . Opera Mini Proxy 2 1 11 leads.g.doublediic..  Unknown
by the visit's score, duration and number of page views. The .
dashboard can also show the keywords used (where relevant) AR LB
so you can then understand which keywords lead to the highest istts from tinkedin Ads - Today v *
Search for records jo)
quality visits. When you see that one of your ad campaigns is 1P Organization PCountty ... TotalPages Duatn | Scre | EntryPage
leading to a series of one-page visits, you can adjust accordingly to fele Danmark Denmark 2 ! H g cdlischmensions.c
e-know.net Limited United Kingdom 2 i} 11 http://www.clickdimensions.col
improve the visit quality so you are getting visits from people who Volia Ukraine 5 5 .
StiCk arou nd tO |ea rn more. Capital Telecom Limited Company  Russian Feder... 2 1 11 http://www.clickdimensicns.col
Cisco Systems Ironpert Division United Kingdom 2 1. 11 http://www.clickdimensions.col
XS4ALL Internet BV Netherlands 2 q, 11 http://www.clickdimensions.col
Can you see the effectiveness of all your paid search visits in one TUNetworks LLC Armenia 2 0 11 g/ clickdimensions co
|ace7 Ziggo Netherlands 5 2,507 20  hittp://www.clickdimensions.col
p ’ EnergiMidt Infrastruktur A/S Denmark 2 1 11 http://www.clickdimensions.col
Telefonica Czech Republic Czech Republic 1 i} 8  http://www.clickdimensions.col
MTB Computer Services United Kingdom 2 i} 11 http:/fwww.clickdimensions.col
1-11cf 20 M 4 Pagel p
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USE GOOGLE ADWORDS CONVERSION TRACKING WITH
CLICKDIMENSIONS WEB FORMS

If you advertise online using Google AdWords, you may want to take advantage of their
conversion tracking feature. Let's start by discussing this feature and why you would want
to use it. Below is an example taken directly from Google’s website.

@ EXAMPLE

You have a website for your cheese shop, and when customers submit
their orders online, they see a “Thank you for your purchase!” page.

You want to see which of your keywords -- “smelly cheese” or “holiday
cheese” -- leads to more purchases, so you set up Conversion Tracking.
First, you get a little snippet of code from AdWords. Then, you paste that
code snippet in the HTML for the “Thank you for your purchase!” page.

Soon, you start to see that customers who click on “smelly cheese” buy
a lot of cheese. Meanwhile, you see that a few people click on “holiday
cheese,” but none of them make a purchase. So, you decide to stop in-
vesting in “holiday cheese” and put more money toward “smelly cheese,
resulting in more purchases and a better return on your investment.

n

So that makes sense, right? Conversion tracking lets you see which ads, keywords
and campaigns are bringing in the visitors that actually convert. In the case of a
ClickDimensions web form, the conversion is when the visitor completes the form.
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In the case of the ClickDimensions website, we have several web
forms that someone can fill out. These are:

+ Contact us form
+ Partnership information form
+ eBook download form

* Newsletter sign-up form

« Demonstration request form

For each of these, we used the ClickDimensions drag-and-drop
form designer to build a web form. You can read more about our
form builder here. The form builder makes it easy to create a form
and then embed the iFrame code for the form into any web page.
But, to make Google AdWords conversion tracking work, you need
to place the conversion tracking code that Google gives you into a
confirmation page that the visitor sees after he/she has completed
your form. To do this, you will want to create a simple web page
for each conversion. These simple web pages need only contain
your confirmation message and the Google conversion tracking
code. Then, in the ClickDimensions web form confirmation text
area, you can redirect the visitor to that simple web page once they
have completed the form. This will cause the Google conversion
code to run, which will log the conversion in Google AdWords. This
is what will then allow Google to “connect the dots” and tell you
which ad/keyword/campaign brought that visitor to you in the first
place. Let's walk through the steps.

Step 1 - Follow this article to set up your conversions in Google
AdWords. You can see below that our conversions match the
forms on our website.

Webpages  Settings Code  Advanced

4 New conversion mport from Google Anahtics Change status... =

[ [ ] Conversion (7 Conversion Category
location (2

| & eBook Webpage Signup

B e Pricing Webpage Other

| . Contact Us Webpage Other

0 e Demao Webpage Other

b e Mewsletter Webpage Other

e Partner Webpage Other

Step 2 - For each conversion you set up, create a simple web page
on your site with the confirmation text you want the user to see
as well as the conversion code you got from Google when you set
up the conversion (each conversion has a unique Google tracking
code).

When viewed in a web browser, these pages will look fairly plain
since their purpose is simply to replace the space where your web
form appeared.
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QEBookConfirmation Page = (q&:aarch(llicld W
L_&] Q]Saveandclose .\_= b £ 7, /

&~ C O www.clickdimensions.com/ IE1 X Cose = !@ h ° [
Save

Properties Confirmation Text [Preview Code Editor Embed 10 Global Profile Management Fie

- -

Save

Thank you for requesting the FORMDESIGNER ACTIONS  © © ®
Marketing with Microsoft CRM
Idea eBook!

|T rm |:i::::: Response HTML

|T Last Name = |E

|T Company = |E i [¢ Source [ i3 [-E‘| [ [-IE‘| - B I U 5
You will receive an emai :
fou will r_.ue-w _.an _mari : [ o - O
shortly which will contain a link [ s wrorve [@ s Moo cicimensins.com/eoosccon/
to the eBook. B e o

|ﬁ CAPTCHA
However, they should contain the Google conversion code behind e : [
n n ay
the scenes: | Get the eBook! | & Blog RSS - Hidden
£1—— Google Code for eBook Download Conversion Page - . .
CHmnigt Lrameiest/iavauEETiaey That's it. You now have the insight to more effectively evaluate
/* <![CDATA[ */ your Google ads and see which keywords, ads and campaigns are
wvar google conversion id = 1001784531; L. .
wvar google conversion language = "en"; brmgmg conversions.
var google conversion format = "2%;

Step 3 - Go to the confirmation text area of your ClickDimensions
web form to redirect the form to your new confirmation page
once the form is submitted. This will replace the space where
your form appeared with your new page when the form is
submitted.
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SEE GOOGLE ADWORDS DATA INSIDE GOOGLE ANALYTICS BY LINKING YOUR ACCOUNTS

If you use Google pay-per-click advertising (Google AdWords)

as part of your marketing strategy, you may not be aware that
you can see data about your campaigns in your Google Analytics
account. Linking your Google AdWords account to your Google
Analytics account takes only a minute and can tell you which of
your keywords are driving quality traffic to your site.

Start by reading the Google support article on how to make

the link here: http://support.google.com/adwords/bin/answer.
py?hl=en&answer=1704341

Once that is done, wait a day or so and navigate to the Advertising
section of your Google Analytics account. There you will be able to
see a lot of valuable information.

Of particular interest is which keywords drive visits that don't
bounce (i.e. don't view one page and leave) and that have a
significant duration. Below we can see that visits we receive
from the keyword “+dynamics +crm +email +marketing” have

an extremely low bounce rate and spend a lot of time on our
site. This insight may not be surprising, but it is validating and
encourages us to optimize even more heavily around this search
term.

Keyword Pages / Visit Avg. Visit Duration % New Visits Bounce Rate

(remarketing/content targeting) 1.26 00:00:26 8.03% 92.15%
+microsoft +crm 2455 00:01:57 93.10% 65.52%
dynamicsuser.net:all pages, top 1.00 00:-00:00 100.00% 100.00%
+dynamics +crm 1.92 00:01:05 72.00% 68.00%
+dynamics +crm +email +marketi 525 00:10:16 6.33% 8.33%
+microsoft +dynamics +crm 3.58 00:00:58 91.67% 58.33%

+orm 1.64 00:00:35 81.82% 72.73%

By the way, if you are wondering what the plus signs (+) are

doing in front of the key word terms, think of them as “lock”
icons. By adding them, we are ensuring that those words, or their
close cousins, must be included in the visitor's search query (i.e.
what the visitor searched on) in order to trigger our ad to be
shown. This is called the “modified broad match” option. Without
these “locks,” a visitor could have searched on “crm email” and
potentially triggered our ad. Since the term “crm email” is way too
broad for our tastes, we do not want to spend money on those
clicks.
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TRACKING CONVERSIONS FOR FACEBOOK ADS

Conversion tracking is a way to see how
many people that clicked through to

your ad actually completed whatever
process you wanted them to complete.
This could have been signing up for a
newsletter or downloading a piece of
content. In our case, we have a number
of premium content items that visitors

to our site can access once they have
completed a web form on a landing page.

Examples are our Marketing Automation

Field Guide, our Training Resource Guide
for Microsoft Dynamics CRM, and our

Campaign Automation Playbook. Each
time a visitor goes to the landing page

for one of these items and completes the
form, they are redirected to a confirmation
page. With Facebook conversion tracking,
you can place a piece of code on those
confirmation pages so that Facebook can
report back the number of people who
clicked on that ad and eventually arrived at
the confirmation page. Let's take a look at
an example.

+1 B88.214.4228

THe camPalGn AUTOMAaTION QeT THe FRee

PLAYBOOK

Seoring Pig witih Customer and Lead Nurfuring
in Microsoft Dynamics CRM

Campaign automation is a sales and marketing MVP. No matter what
type of campaign = lead-nurturing marketing campalgns, sales
engagement campaigns, promotional or event campalgns, or new
customer onboarding and retention campalgns - they all score big
points for the organizations that run them. Automated campaigns
can:

= Build rapport with your audiences

= Educate leads and customers about your products and
Services

= Increase trust in your brand

= Help overcome objections during the buying process

= Save valuable sales and account management resources

= Convert a higher percentage of leads Into paying customers

= [Boost customer retention rates

= Keep your arganization top of mind

Want to learn more? The Compaign Automation Playbook is here to introduce you to campaign automation,
provide best practices for building automated campaigns, show you examples of these nurturing campaigns
in action and much mare, Download the free eBook todayl

I Download Now

For each premium content item that we offer, we create
a landing page (like the Campaign Automation Playbook
page above) that links to a confirmation page when

the user submits the form. The confirmation page is an
effective way to track conversions.
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When we launched our Campaign Automation Playbook, we had to create a landing
page to which all our ads can link. This landing page (screen shot above) includes a
ClickDimensions web form that, when submitted, redirects the visitor to a confirmation

page.

Under the ads section of Facebook, we now see the Conversion Tracking link. We click that
and walk through a wizard which results in a block of code that we can place on our web
form confirmation page. If you are using ClickDimensions web forms, this blog post shows
you how to place conversion tracking code on a form'’s confirmation page. Note that the
blog post talks about doing this for Google ads, but the concept is the same.

Specify the name of the conversion we want to track, then Facebook will provide our
tracking code:

Configure Conversion Pixel Code

Copy the code below and paste it between <head= and </head> in the page
of the website where you want to track conversions.

<3cript type="text/javascript">
var fb_param = {}:
fb param.pixel id =
fb param.value = "0.00";
{function() {
var fpw = document.createElement(’'script');

fpw_.async = true;
fpw.are = '/fconnect. faceboock.netfen US/fp_ja';
var ref = document.getElementsByTagName('script') [0];

ref _parentlode_ insertBefore (fpw, ref);
B s
<facript>
<nogcript¥<img height="1" width="1" alt="" style="display:nones"
sre="https:/ www._facebook.com/ocffaite_event.php?
id=800704809%62548amp; value=0" [f></noscript>

[f3 Ads Manager

Account

Click Dimensions ™

®: Create an Ad

[L7 Campaigns

I Pages

|z Reports

I.I.J Audience Insights
Settings

] Billing
/2 Conversion Tracking

@ Power Editor
[] Account History
EJ Audiences

[ Help Center
n Advertiser Support

Search your ads
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When settlng up our ad’ We can SpeCIfy Choose the objective for your campaign Help: Choosing an Objective

that we want to track conversions and have

Facebook optimize pricing for conversions. Send people to your website

Ay
@ Increase conversions on your website ’af}

Once we have placed the Facebook Boostyour posts

. : Website Conversions
conversion tracking code on our web form

. . Promote your Page Send people to your website to take a specific action, like signing up for a
confirmation page and completed our ad, newsletter. Use a conversion pixel to measure your results.
Facebook’s reporting shows us how many Setinstulis:ot yotapg

) ) http:/iwww.clickdimensions.com/nurturemark
conversions we are gettlng and what we Increase engagement in your app
are paying for them. Now we can see how _ = Hustarg sBook: vt
Reach people near your business - - -
well Facebook ads are working for us.
Raise attendance at your event

How much do you want to spend?

Budget €4 | Perday v = §5.00 USD

Schedule §@ + Runmy ad set continuously starting today

Set a start and end date

Optimize For €& | Website Conversions «

Pricing ¢ *our bid will be optimized to get more conversions for your website. You'll be
charged each time your ad is served.

e Get the most website conversions at the best price - You'll be charged for
impressions

Sel the amount a conversion is worth to you
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ENHANCE TARGETING OPTIONS FOR YOUR TWITTER ADS

Here at ClickDimensions, we advertise on Google, Facebook,
LinkedIn, Bing and Twitter along with some niche blogs and sites.
It has been interesting to see these platforms develop; mainly in
terms of the targeting options and analytics they provide.

When Twitter launched their advertising platform, we immediately
saw the possibilities. The platform allows you to do two main
things:

* Promote your account to gain more followers, and

+ Promote specific tweets so that more people see, and
potentially retweet, them.

Initially, Twitter's targeting options were not very deep. However,
Twitter has added the ability to target based on Twitter accounts.
With this addition, you can make sure your account or promoted
tweets reach people with similar interests to the twitter accounts
you choose to target. For an organization like ClickDimensions,
this means we can target people who follow Twitter accounts that
are related to Microsoft Dynamics CRM.

Targeting options also include device type (i.e. desktop/laptop,
iOS) and user gender. With your targeting in place, you can create

Choose the location of your audience. ()

Search for locations

Country = Australia * Belgi.
* Canada * Denm
* Finland * Franc
* Ireland * Italy
* MNetherlands * Mew £
* Morway * Spain
* Sweden * Switze
* United Kingdom * Unitec

Choose your audience based on their interests. Use @usernames fo re
same interests as followers of that user. Or, add interest categories.

Search for interest categories or @usernames Browse categories

Target uzers with the same interests as followers of...

Dynamics C
@CRMORnIing

% MicroseftDynamicsCRM %
@MSDynamicsCRM

Twitter’s targeting options for geography and interests

new tweets to promote or you can select existing tweets or have
twitter automatically select your most engaging tweets. Since our
goal at ClickDimensions is to achieve conversions on our website,
we have chosen to promote tweets about our premium content
items listed at http://www.clickdimensions.com/resources/ebooks/.
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We can also elect to promote our account so that we gain more followers.

o PROMOTED ACCOUNT

Cumulative follower growth
1,914
1,508
1,457
1,485
1,475
1,454

1,453
5 Apr 10 Apr

Stop promoting my account Follower counts |

With these targeting options, we believe that Twitter can be an effective source

to drive additional conversions.

“‘ clickdimensions.com 94 o e @ @


http://www.facebook.com/clickdimensions/
http://www.facebook.com/clickdimensions/
http://www.twitter.com/clickdimensions/
http://www.twitter.com/clickdimensions/
http://www.linkedin.com/company/clickdimensions
http://www.twitter.com/clickdimensions/
https://www.linkedin.com/company/clickdimensions
https://plus.google.com/100281743712894557854/posts
https://plus.google.com/100281743712894557854/posts
http://www.clickdimensions.com
http://www.clickdimensions.com

HOW CHANGES TO LINKEDIN GROUPS IMPACT
AD AND SPONSORED UPDATE TARGETING

Change is inevitable. Anyone who has used social media for any group owner can invite others to join. These screen shots show
length of time knows that statement to be very true. So when how you will see the two types of groups for those you are a
LinkedIn announced changes to LinkedIn Groups in late 2015, it member of already:

didn’t come as an incredible surprise to the platform'’s estimated

400 million users, and even went unnoticed by many. _

% __ Atlanta Chapter of International Association of

. i, , ~ Business Communicators
LinkedIn rolled out a few additional changes to groups in 2016, Unissted + 554 members

but in essence all of the changes are aimed at providing a more

engaging, less spammy experience for group users. For example, |

group conversations now won't be visible to non-members on the MW\ AMA Atlanta

group's home page and the promotions tab has been eliminated e i

from every group. Group conversations can now also include

photos and you have the ability to tag other group members This means that Unlisted Groups are now much harder to

when you want them to join in on the conversation. gain access to, and that they cannot be a target audience for
sponsored updates or advertisements. Group targeting has

Sounds great, right? Well, yes and no. While overall this new set always been a great way to avoid trying to figure out all of the

of LinkedIn Groups features seems to be a step in a positive potential job titles of those you want to advertise to, or to target

direction, there is one change that poses a problem for both individuals that may be attending an association’s big event. So

LinkedIn members and those that advertise on the site. what'’s an advertiser to do?

Group owners now have the option to make a group Standard Targeting Standard Groups is still an option, and you may be able

or Unlisted. Standard Groups can be found by anyone searching to reach the same or a similar audience with a little creativity. If a

LinkedIn, while Unlisted Groups are not searchable and only the national group that you want to target with your ad or sponsored
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update is Unlisted, look to see if there are local chapters that may have Standard Groups
that you can combine in your ad targeting. Similarly, using our Atlanta Chapter of
International Association of Business Communicators example above, we can see that the
local group is Unlisted. However, a quick search reveals that the national organization is
still a Standard Group. So, you could target the national group and specify Atlanta as your
target location. Searching for new groups that have similar members to those you have

traditionally targeted may also be a viable option.

While we anticipate that more groups will go the Unlisted Groups route as awareness of
the option spreads, the workaround suggestions above are worth a try in situations where
group targeting makes the most sense for your LinkedIn advertising.

P

PN N 72 N7 N N
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Chapter 4

Web Analytics & Optimization

If your marketing efforts have primarily centered around blast emails and traditional
marketing, you might be surprised by how your website can easily work with your CRM.

It is very helpful to know who's visiting your site, how they got there and what they're
doing once they get there. The following articles cover some ways to think about your web
presence and the value it can have for your business.

IS IT REALLY SEARCH ENGINE TRAFFIC? THE POWER OF
KNOWING HOW SOMEONE FOUND YOUR SITE

Most of us have seen the graphic to the right before. It is from Google analytics and shows
the breakdown of web traffic based on whether it came from search engines, direct (i.e.
the visitor typed in your URL or used a bookmark) or referring sites.

This is deceiving at best, because most of us use our search engines as a substitute for
typing in the URL. Instead of bookmarking www.clickdimensions.com, we go to our Google
or Bing search boxes on our browsers and type in “clickdimensions” or something similar.

With ClickDimensions, I just
love the fact that I know
where my leads are coming
from, I know when they
came in, and [ know what'’s
been done.

GIANMARCO SALZANO, VICE PRESIDENT
REPORTING CENTRAL

] 58.13% Direct Traffic
vt 13.33% Referring Sites
ALV 28.54% Search Engines
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Using our own solution, we can see the keywords that are used
when people visit us from search engines. Since we classify each
visit based on whether it came from a search engine, social site
(we keep an extensive list), email link click or direct/bookmark link
we are able to query all visits classified as coming from search
engines and then inspect the keywords.

The result of this analysis is that we see a lot of visits that are
technically search engine visits, but, since they used branded
keywords (our name or our product name), we can really think of
them as direct traffic because the visitor obviously knew about us.

This is great because it allows us to clearly see visitors that came
upon us from non-branded keywords like “marketing automation”
or “dynamics crm marketing.” When we see a combination

of a growing lead score from a visitor that used non-branded
keywords, we can quickly assess their value as a prospect. Below
is a great example. We have one visitor that came to us from a
search on “powered by windows azure.” Now, while our solution
is powered by Azure, people buy it because it provides marketing
automation functionality. So, there’s probably no pointin
spending time on this visitor and, as you can see, he/she didn't

accumulate a high score.

Keywords | Referrer Type | Referring Host Score

www, bing. com 10

‘powered by windows azure' Search Engine

In contrast, the visitor below came to us from keywords that
related perfectly to our solution and, thus, was very interested
and built a high lead score. In addition, because ClickDimensions
aggregates all traffic from IP addresses, once we identified one
person from this prospect, we could see that several others had
also been on the site expressing strong interest. At that point,
we knew our odds were good and this tempered the sales cycle.
They are now a satisfied customer.

Keywords | Referrer Type | Referring Host | Seare

crm dynamics campaign tracking Search Engine www.google. com 120
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QUANTIFY YOUR PROSPECTS' INTEREST: LEAD GRADING AND SCORING

Terminology Check

The term “lead scoring” in the marketing
automation space can be a bit confusing
for CRM users. This is because CRM
systems like Microsoft Dynamics CRM have
records for individuals named leads and
contacts. For the purposes of this article,
we will just talk about scoring, and it will
refer to any individual. That works a lot
better when talking about ClickDimensions
because our solution actually scores leads,
contacts and anonymous visitors, the latter
being a ClickDimensions custom entity.

Scoring

Scoring specifically refers to the interest
level of the individual (i.e. lead, contact
or anonymous visitor). This is because
the score is calculated based on email
clicks, web form submissions, visits, page
views, link clicks and file downloads. The
more someone clicks on your emails

and visits your site, the more interested
they probably are. However, their level

of interest doesn't mean they are a good
prospect. That is where grading comes in.

Grading

Lead grading is the right term for the

“fit” of the individual. You can define fit

in a number of ways. Depending on the
complexity of your product/service line,
someone who is a fit for one product/
service may not be a good fit for another.
Fit can be based off of both demographic
(e.g. a person'’s title) and firmographic (e.g.
a firm’s industry) attributes. Referring to
the graphic, for our prospects, a good fit is
someone whose company uses Microsoft
CRM and whose role involves marketing.

In addition, if the company is a high-tech
company, then it will tend to be even more
suited to our solution, because high-tech
companies are early adopters of marketing
technology. So, when we see someone
with these attributes and a high lead score,
we drop everything we're doing and sell.

If you have a lot of prospect volume, CRM’s

h Grading

Fit
Role involves marketing
High-Tech company
Uses Microsoft CRM

Interest
Multiple visits
Took our product tour

Scoring

Score > 100
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advanced find tool can be a great way
to pull out which leads/contacts fit your
criteria. Sort by score (i.e. interest) and
you've got a nice prioritized list.

How we use our scoring

Internally, we've tweaked our default
scoring values to a weight that is right for
us. Email link clicks are high value so they
get 10 points each by default. Likewise,
form submissions are worth 25 points.
Each visit is worth five points. Page views
are worth three points each, but all of
our product tour pages are custom set

to five points (except for the main tour
page which is 10, and our overview video
is worth 15). When someone passes 50
points, they are interested. When they hit

100, it is time to really give them attention.

Summarizing interest at the
organization level

If you are part of a B2B company, which
most CRM users are, then you might be
asking yourself if you should look at the
score at the overall organization level.
Well, we do. Since our solution also scores
anonymous visitors, and since we correlate
all visits (anonymous and identified) at the
organization level (i.e. at the IP address

level), we can often see a bigger picture With ClickDimensions. we

are significantly reducing
the amount of time it’s
taking to get leads from
our website into our sales
funnel if they are sales-

of interest being generated from a single
organization. For example, there may be
five different people interacting with us
(i.e. with our emails, website and blog)
from one organization, but we will see
that activity grouped in a single place (on

our IP Organization records). So, we can ready.
sell with confidence knowing the overall PATRICIA MEJIA, VP OF MARKETING
organization is clearly interested. This SITEWORX

is informative and encouraging. We are

no longer flying blind wondering who is
interested, what they are interested in and
how interested they may be.
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INCREASE YOUR SEARCH RANKINGS WITH OFF-PAGE
SEARCH ENGINE OPTIMIZATION (SEO)

SEO, or Search Engine Optimization, can be divided into two categories: on-page and
off-page. On-page SEO involves things you can do to your website to make it easier for
search engines to find. Google has long published a Search Engine Optimization Starter
Guide that provides great information on this topic.

Off-page SEO involves getting other sites to link to your website in a credible manner.
Properly constructed links to your site from other credible sites make your site look
authoritative on a subject and, thus, raise your site's search rankings. At ClickDimensions,
we achieve powerful off-page SEO by asking our CRM partners to link to us. However, we
are clear in specifying how we want those links constructed so as to provide an off-page
SEO benefit. It is important that the link to our site include anchor text (the text of the link
itself) with terms that we want to associate with what we do. In our case, those terms are
“Email Marketing and Marketing Automation for Microsoft Dynamics CRM,” and we have
created a program whereby we will prominently link to our partners from our interactive
partner directory in exchange for asking them to following our partner linking guidelines.
If you do not specify how you want a link to your site created, many websites will simply
link to you from your logo, and that will not have the end result you want in terms of
associating important terms to your site.

Our interactive partner directory (screen shot below) lists our CRM partners, but makes
the listings more prominent for the partners that have followed our partner linking

guidelines and linked to our site in the manner that is most helpful to our search rankings.
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CRM Partners
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B Attend a WEBINAR

USA-Southeast
B Watch a demo VIDED
€3 Get our NEWSLETTER USA-Central

= Partner Program
Ledgeview Partners
= Partner Demo Account

» Technology Partners

.
= CRM Partners e e‘ ,?le‘ & 7
.
partners
.
Relate.Relay.Resolve.
Ledgeview Partners delivers customer relationship products and services for small-to-enterprise sized businesses ina
variety of industries. The company applies its proven business development expertise and industry-leading Microsoft
Dynamics® CRM technology in the development and execution of inside sales and customer care strategies that lead to
enhanced revenue, stronger customer relationships and higher profitability for its clients. Ledgeview Partners is
a Microsoft Partner with a recognized gold competency in Microsoft Dynamics CRM and a member of the 2011
President’s Club for Microsoft Dynamics®,

www.ledgeviewpartners.com | Partner Location: Appleton, Wl

Below are examples of what a typical ClickDimensions listing on a partner site might look like:

\
=

ClickDimensions Email Marketing and Marketing Automation for Microsoft Dynamics CRM
empowers marketers to generate and qualify high quality leads while providing sales the a
to prioritize the best leads and opportunities. Providing Email Marketing, Web Tracking, Lf
Scoring, Social Discovery, Form Capture, Surveys, Landing Pages, Murture Marketing,
Subscription Management, Campaign Tracking and more, ClickDimensions allows organizativ
discover who is interested in their products, quantify their level of interest and take the
appropriate actions.

ClickDimensions Email Marketing and Marketing Automation for Micro
empowers marketers to generate and qualify high quality leads while
ability to prioritize the best leads and opportunities. Providing Emai
Tracking, Lead Scoring, Social Discovery, Form Capture, Surveys, Lal

Marketine. Subscrintion Manasement. Camnaien Trackine and more. (

‘% ClickDimensions

Our partner linking guidelines (bottom left) specify how the
partner should link to our site. Having clear linking guidelines
makes it easy for our partners to properly construct the link to our
site.

Do you have partners or other organizations with credible sites
that you could get to link to your site? If so, it is an asset worth
investigating. In addition to the off-page SEO benefit, you get the
obvious benefit of being found by visitors from the other sites
that will click the links and come to your site.
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LINK YOUR LANDING PAGES TO MICROSOFT CRM
CAMPAIGNS AND ANALYZE WHAT IS DRIVING TRAFFICTO
YOUR CAMPAIGN

If you are promoting an event, product launch or other initiative, it is helpful to create a
landing page that contains content specific to that event to drive your visitors to a singular
call to action like registering for the event, downloading collateral or watching a video. If
you can link that landing page to a campaign in CRM using ClickDimensions, then you can

see in one place all visits to the landing page. Since a big part of any campaign involves
driving traffic to the landing page, this technique will allow you to understand which traffic
sources bring the most traffic. Let's look at an example:

True Stones of Marketmg

KM
Real life use cases for generating and !

managing high quality leads.

Since he authored the first book on Microsoft CRM in 2003 John Gravely,
founder of ClickDimensions, has been using Microsoft CRM to manage
sales and marketing teams. Having used every version of Microsoft CRM
and a variety of add-on marketing solutions over the years, John has
discovered and refined successful tactics for a variety of sales and
marketing situations.

To accomodate viewers from various time zones we will hold the webinar at four different
times. Click below to register for one of the live webinar times.
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For our True Stories webinar campaign we created a landing page
that gave an overview of the event and invited people to register.

Using ClickDimensions, we linked the landing page to a

campaign record we created in CRM. This is a native feature of
ClickDimensions’ own landing pages, but, just in case you created
a landing page on your own, you can still link to a Microsoft CRM
campaign by placing the campaign code in inside the landing

page.

e

13 <script type="text/javascript">

[1] wvar cdScore = 15;
var cdPriority = true;
& var cdCampaignKey = 'CHMP-01052-J8¥Y1C9°';

i </ script>

Note that the campaign code in the landing page body matches
the campaign code from CRM.

CAMPAIGN

True Stories Webinar - June 22 -

Summary

CAMPAIGN

Name * True Stories Webinar - June 22
Campaign Code @ CMP-01052J8Y1CY

With this in place, all visits to the landing page become linked to
the CRM campaign record, and we can easily group them together

in CRM using an Advanced Find view.

I save As (= Group AND
[ Edit Columns (= Group OR
’ Edit Properties =
Show View Query
Look for: | Visits B Use
w Status Equals Adive
v Campaign Equals | [ True Stories Wehir iﬁ
Select

Using CRM's inline charts, we can look at a pie chart of how the

traffic was referred to the landing page.

Referrer Type = >

EETE I ~ |
S V ik @

I Unknown B social I Direct Traffic

B SearchEngine [l Email
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Drilling into the “unknown” segment, we can see which referring We can also see which social channels brought the most traffic
sites brought the most traffic. (chart below).

This makes it clear to us that certain blogs drive more visitors than The fact that LinkedIn ranked highest is no surprise to us, as we
others. With that in mind, we will know who to focus on for help have a business-oriented audience. However, it is helpful to see

promoting our events in the future. Clearly, three bloggers exert that many people do view our content via our Facebook page.
much more influence than the rest. The results were unexpected

to us, but very helpful. It pays to measure everything you can as long as the cost of

measuring doesn't outweigh the value. This is where we come
in. We make it easy to measure and track, so you can really
understand how your ideas and efforts translate into results.

Referring Host

wenw. faceboolk.com _

twitter.com I
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Chapter 5
Content Marketing
& Lead Generation

Content is king. You've likely heard this statement by now, but how do you create content
that will promote your brand, establish your company as a thought leader and generate
high quality leads for your sales team? Let this section be your guide.

CREATING A CONTENT MARKETING CALENDAR

Content marketing is a great way to reach potential buyers and provide current customers
with valuable information. Planning an entire year of content marketing campaigns can be
an overwhelming task, however. To get started, follow these steps:

Identify a goal

This is a simple but crucial first step. It's important to identify the reason for your
campaign and to clearly define what it is you are trying to achieve. Are you trying to
generate more leads? Generate awareness about a new product or service? Attract
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CONTENT MARKETING CALENDAR

=

R

To download our free Content Marketing
Calendar template, click here.

attendees to a conference or event?
Remember to aim for a measurable goal,
and make sure that success can be easily
tracked and measured.

Understand what strategies have been
successful in the past

Spend some time looking back on your
previous content marketing campaigns.
What did and didn't work in previous
years? Which types of content garnered
the most attention from your customers?
If a campaign was sluggish, could timing
have been a factor? Were campaigns
properly advertised? Learning from past
experiences can help ensure future

success.

Decide on topics and timing

Now that you have defined specific goals
and have an idea of what strategies have
worked in the past, it's time to decide
what content you are going to offer and
when you will offer it. In order for your
eBooks, webinars, blog posts and other
content to be enticing, provide valuable

information that educates your buyers or
solves their problem. Determine when you
want to launch each content campaign -
considering major events (like tradeshows
or product releases), holidays and peak
buying times. Use your content to generate
awareness and drive traffic at the right
times.

Consider distribution

There are many outlets available to
promote and distribute your marketing
content - blogs, social media, email
marketing, direct mail, pay-per-click
advertising - the possibilities are endless.
Decide which methods would be best

for each of your content pieces. Often,
you will want to promote your content
through a variety of channels. For example,
direct visitors to your content landing
page through social media posts while
also advertising on pay-per-click sites and
highlighting the content in your weekly
email newsletter.
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Create the plan

Outline the details of each campaign in

a content marketing calendar. Include as
much or as little detail you need. To help
you get started, we've created a calendar
template that can be downloaded here.

Execute

ClickDimensions is full of marketing
automation tools to help you execute
your content marketing campaigns! Build
landing pages and web forms for visitors
to download your eBooks or white papers.
Send emails or SMS messages to alert your
contacts and leads about new content

as it becomes available. Integrate your
webinars and events with CRM. And put
your campaigns on auto-pilot with our
campaign automation builder.

Read more about content marketing
in our free eBook, Hooked on Content.
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5 PLACES TO FIND CONTENT MARKETING INSPIRATION

According to Demand Metric, content marketing generates three
times as many leads as traditional outbound marketing, but costs
62 percent less. With stats like that and statements like “content
is king,” content marketing is hard to ignore in today’'s marketing
landscape. However, marketers are often challenged by creating
enough content to meet their company’s goals and objectives,
while also producing high-quality content.

So, whether your team is new to content marketing or old pros,
here are five places you can look for inspiration for your next
pieces of first-rate content.

1. Co-workers.

Your sales team is a great place to uncover content marketing
inspiration. Ask them what questions they face from prospects or
what are the pain points of potential customers. Along the same
lines, your company’s account management or customer service
teams can provide similar insights for existing customers, and
help you form ideas about what's going to be a winning piece

of content with your audience. In highly-regulated industries
such as healthcare or finance, your company’s vice president

of compliance or compliance officer can be a great source of
information about issues impacting your industry.

2. Customers.

While you can always ask other internal teams about customer
thoughts and preferences, you can also go straight to the source
too. If you don't typically have direct access to customers, ask a
salesperson or account manager to connect you with a customer
that they think can provide you with valuable insights about your
company’s products or services, or your industry in general.
Surveys can also be very helpful in collecting customer sentiment
on a variety of topics, and you could even release the results as a
piece of content.

3. Old content.

At ClickDimensions, we produce a new Marketing with Microsoft
CRM Idea eBook every year, and it's always among our top
downloads. When we prepare the new edition, we look through
the previous year’s version, remove dated content and add many
new articles. This lets us use our old content in a way that's

brand new to even those that have read every past version of the
eBook. Look around your organization and you're likely to find old
content that you can make new again too. In addition to updating
content, you can also look for ways to publish old content in new
formats by turning a blog post into a video, an infographic into a
SlideShare presentation or a variety of other repurposing options.
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4. Marketing colleagues.

Let's say you work in marketing for a healthcare organization and an old co-worker of
yours now works in marketing for a manufacturer. While the two may seem to have
nothing in common on the surface, there’s still plenty to be learned and inspiration
gleaned from the content created by other marketers. Perhaps it's the format they use,
a theme that would also work well in your industry or even their overall strategy that
can help inspire your next piece of content. So share your work freely with your fellow
marketers, either one-on-one or at events, and encourage others to do the same.

5. Social media.

In addition to providing comic relief or commentary to social media posts, hashtags are
still a great way to search for conversations on Twitter and, to a lesser extent, Facebook.
So get out there and see what your potential leads and customers are talking about and
interested in. LinkedIn Groups are also a great social media destination for discovering
new content marketing ideas, either by seeing what others are talking about in existing
conversations or starting a discussion of your own.

> 1) «
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4 TIPS FOR CONSISTENT CONTENT CREATION

You are on a roll! You just finished creating a successful new eBook, your team has been
churning out blog posts on a regular basis, your monthly newsletter is more popular
than ever and you even have a new infographic that is getting some great traction on
social media. You're generating new leads, gaining new blog and newsletter subscribers,
increasing website traffic and attracting new social media followers. Sounds great, right?

But how do you keep the momentum going? While the quantity versus quality debate rages
on in many circles, consistent content creation is an essential part of long-term content
marketing success. Here are four tips for keeping pace while still producing content that
gets results:

1. Plan ahead.

This may be the most obvious of tips, but it is still very much worth mentioning and
exploring. A content calendar is a must for teams looking to succeed in content marketing.
Keep in mind, however, that revisiting and revising your calendar as needed on a regular
basis is always a good idea. Take a look at what's working, what isn't and what can be
tweaked slightly in order to optimize your content marketing efforts.

2. Round up your resources.

Chances are good that you don't personally have all of the knowledge needed to write
every piece of content you plan to publish. If you will have to turn to others within your
organization or elsewhere for information, be sure to be proactive in your outreach. Even
the best laid and most consistent content marketing plans can be derailed by delays in
connecting with these resources. When possible, make sure you plan well in advance for
any information needed from others and pad your deadlines to stay on track.
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3. Mix it up.

Here at ClickDimensions, one of our most popular pieces of content is this annual
Marketing with Microsoft Dynamics 365/CRM Idea eBook. It's a great source of new leads and
a customer favorite, but with the current version weighing in at more than 210 pages, it
isn't the kind of piece that we would have the capacity to create consistently. That's why
we create a mix of short-form and long-form content throughout the year. In addition

to allowing us to create content consistently, this approach also allows us to give our
audience a variety of content to choose from. After all, you might not always have time to
read a 30-page eBook or need to go that in-depth on a topic; sometimes a short checklist
or avideo is all you need and have time for.

4. Outline the approval process.

Depending on your industry and your organization, approval processes can either be

a killer or a breeze. No matter which side yours leans towards, make sure you have
your approval process outlined for different pieces of content. Include who needs to
review and set a turnaround time expectation for each individual or department. Work
with the leaders of the departments that are a part of the approval process to establish
turnaround times that make sense for everyone.
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MAKING THE MOST OF YOUR CONTENT THROUGH
REPURPOSING

Have you been inside a clothing store lately? If so, you likely know just how true the
following statement is: everything old is new again. And this phrase also applies to the
content you create. However, unlike with many current fashions, you don’t need to flash all
the way back to a different decade. Instead, to repurpose your content, look to that eBook
you finished a few weeks ago or the blog posts you have written over the past six months.

Here are a few of our favorite tips for getting the most out of your content - and the hours
in your days - through repurposing.

1. Use evergreen content.

Not all content is created equal and not all content is suitable for repurposing either. For
example, in 2016, trying to repurpose a blog post about the newest features in Microsoft
Dynamics CRM 4.0 into an infographic about the same topic is unlikely to have a positive
impact on your marketing efforts. That's because the information is outdated and not
relevant to a current audience. Stick to repurposing content that can be valuable and
relevant for many months, if not years, to come.

2. Look at what's most popular.

Which blog posts, eBooks, webinars and other pieces of content bring you the most leads?
Start your journey into content repurposing with those pieces. They are already a hit with
your target audience, so breathing new life into those pieces can often be an effective way
to get even more mileage and leads out of great content. Conversely, also take a look at
some of your least popular content. Repurposing an unpopular piece into a new format,
for example, could be all that's needed for it to succeed.
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3. New formats aren’t always required. 5. Look for new outlets.

While a format change is what comes to mind most often when As we mentioned above, changing the format of the content you
repurposing content, it isn't always required. This ClickDimensions want to repurpose isn't necessary in every instance. Instead,
blog post about maintaining and optimizing CRM performance is try looking for new outlets for your existing content. Webinars

a great example of repurposing without reformatting. The original could be easily posted to SlideShare or YouTube to expand your
blog post was well-received, but with information about CRM content’s reach. And here at ClickDimensions, we make our blog
4.0 and CRM 2011 included, the article had become outdated. posts go the extra mile by repurposing them in our monthly
Our popular Marketing with Microsoft CRM Idea eBook is another Marketing with Microsoft Dynamics CRM newsletter.

example. Each year, we produce a new version of this eBook
by replacing some of the more dated information with fresher
content. In cases like these, refreshing content can make more
sense than reformatting it.

4. Revise for different audiences.

Even for organizations that have a very specific customer, chances
are good that you can repurpose your content to suit different
audiences. Here at ClickDimensions, for example, since our
marketing automation solution is natively built inside Dynamics
CRM, our customers are entirely made up of organizations

that use CRM. While that’s a more specific audience than our
competitors, we still have a lot of options for repurposing our
content by customizing it for different audiences within our
customer base. Focusing on different industries is a smart
strategy, as is tailoring content for different professionals - sales
versus marketing, for example.
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CREATING MARKETING PERSONAS: 4 TOOLS FOR GETTING
STARTED

When you know who you are talking to, it's a whole lot easier to say the right things. In a
nutshell, that's the basic idea behind creating marketing personas.

Personas and segments are sometimes thought of as being interchangeable terms, but
are actually quite different. Segments are customer groups tied together by common
factors like geography, age or purchase history. Advertising is often aimed at different
market segments.

In marketing terms, a persona is a fictional person that represents your ideal buyer.
Personas are helpful when making strategic decisions about how to market to your
audience. At what size company does he work? Where does she live? How does he access
information online? What does her typical day look like? What are his biggest challenges?
These are examples of questions you should ask yourself when identifying your buyer
personas.

Personas are given actual names and are often represented within organizations by
photos or illustrations to help bring these fictional individuals to life. While the number
may vary according to your industry, creating three to five personas is ideal. This number
is large enough that you will be able to represent most of your customers, but still small
enough to be precise.

So how do you get started creating personas for your organization? Here are four tools
that can help:
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1. Web analytics and intelligence.

While you may already have an idea of what your typical customer
looks like, tools like Google Analytics and the ClickDimensions web

intelligence feature can help you discover specific details about
where your audience is coming from and what interests them.
How do they access your site? What pages do your web visitors
view when they get to your site? What are the demographics of
your audience? Where are they located?

process, their goals and more. Also, try interviewing people in
customer-facing roles within your organization to get a broader
view of your customers as a whole rather than just specific
individuals.

4. Surveys.
Surveys are another effective way to get a broader view of
your customers in order to build your buyer personas. While

interviews are a worthwhile tactic for gathering customer data,
2. Dynamics CRM.
With Dynamics CRM you have an extremely powerful slicing and

some individuals may feel more comfortable sharing via a survey
the kinds of information that would be helpful in developing
dicing platform to divide your audience into manageable groups. personas, particularly demographic data. In addition, you can
You can use the power of advanced finds, views and dynamic incentivize customers to complete surveys, which can help
marketing lists to comb through the opportunities that you have strengthen your relationship with them.
closed to determine what your best customers have in common.
Take a look at the industries of your opportunities and/or active
customer accounts to identify any trends there. By doing this, you
create personas that will help you seek out more of these same

buyers.

3. Interviews.

Going straight to the source is a great way to collect data for
personas. Have your account management or sales teams
connect you with individuals that would be comfortable with
being interviewed about their basic demographic data, their pain

points, their position at the company, their role in the buying
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6 TYPES OF VIDEO TO USE IN YOUR MARKETING

Showing is more compelling than telling. In today’s content-driven
marketing world, marketers are increasingly turning to video to
showcase their brand’s stories and engage with prospects and
customers. In fact, according to a Demand Metric report, 69
percent of sales and marketing professionals have used video
marketing, and the remaining 31 percent are planning to use it in
the future.

Whether you are like the majority of that surveyed group and are
a veteran video marketer, or you have yet to utilize this powerful
and popular channel, here are six ideas for types of videos that
you can use in your marketing initiatives:

1. Explainer videos.

Think of these as how-to or tutorial videos. You can use explainer
videos to show customers or prospects how to do something,
often in a more effective or efficient way. These videos allow
individuals to see what they are trying to accomplish in action,
rather than just reading along. A company that makes grills, for
example, could create an explainer video to teach people the best
way to clean their grills in time for all those summertime backyard
barbeques. Or a non-profit organization that focuses on pet
rescue could use video to demonstrate how to choose the best
collar and leash for your dog.

2. Webinar videos.

Research from the Content Marketing Institute shows that
marketers rank webinars among their top five most effective
tactics. If your organization currently hosts webinars or is planning
to add them to your marketing mix, make your webinar content
go the extra mile by recording the event and using the video in
your marketing efforts. At ClickDimensions, we have recorded
webinars available on our website, with the subject matter
ranging from product demos to content marketing.

3. Behind-the-scenes videos.

Also known as culture videos, behind-the-scenes videos do
exactly what their name implies - they give you a sneak peek
inside an organization. Companies use these videos to provide an
inside look at their operations and people, and allow audiences
to develop a more personal connection with an organization.
Behind-the-scenes videos can serve a wide variety of marketing
purposes, and are also an effective recruiting tool for HR teams.
Check out this great example from Vistaprint and one from
Google about their interns.

4. Testimonial videos.
People often trust their peers more than advertisements, which
is what makes case studies so impactful. Take your case studies
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to the next level with testimonial videos. When we develop a print case study here at
ClickDimensions, we also ask if the person being interviewed would be willing to go
on camera for a testimonial. Some people just aren't comfortable being on video, but
for those that are, it gives us a great way to showcase our customers’ and partners’
experiences with ClickDimensions on video and in print.

5. Interview videos.

Looking for some new blog content? An interview video may be just what you're looking
for. In an interview video, you could opt to have two or more people on camera, or go
with more of a news program style, with the interviewer off camera. This style of video
could be used for a wide variety of purposes. For example, a product manager could talk
about a new product being launched, a CEO could discuss industry trends or a marketing
director could confer the benefits of attending a company conference or event.

6. Welcome videos.

Video can be a compelling part of the customer onboarding process. A welcome video
could provide an overview of an organization as a whole, convey a company’s philosophy,
describe some of the company’s history and give people an idea of what to expect as a
customer of your organization. A hospital's labor and delivery department, for example,
could create a welcome video for expectant moms who will be giving birth there. A cruise
line could also make use of a welcome video to show first-time cruisers what to expect
once they are on board.
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HOW TO CREATE GREAT INFOGRAPHICS

Who doesn't love a good infographic? Here at ClickDimensions, we're big fans of this visual
content and how it can help simplify complex concepts or make seemingly boring data
more interesting.

When infographics first came on the marketing scene, brands could get attention

simply for having infographics in their content marketing mix. But as the popularity of
infographics increased, so too did the difficulty of getting audiences to view and share the
content. So here are a few tips for creating infographics that stand out from the crowd:

Stay focused.

When deciding on the content that will be featured in your infographic, be specific. Focus
on a subset of a general topic, rather than trying to tackle the entire broad topic. Take
marketing automation, for example. There is a ton of available information on this topic.
So when we set out to make a marketing automation infographic, we focused solely on
outlining what marketing automation is and the common features included in a marketing
automation solution.

Keep it simple.

As we mentioned in the intro of this blog post, infographics are great for simplifying
complex concepts, but their design should be simple too. Use one style for the images,
limit the number of fonts and select a simple color palette. Also, remember the power
of white space. You don't want your infographic design to look so cluttered that it feels
overwhelming.

HOOKED O
CONTENT MARKETING

‘Content marketing can promote your brand, establish your organization as a
thought leader, and generate high quality leads for your sales team, Follow
these steps to build, execute and measure your content marketing strategies.

“‘ clickdimensions.com 119

0000


http://www.facebook.com/clickdimensions/
http://www.facebook.com/clickdimensions/
http://www.twitter.com/clickdimensions/
http://www.twitter.com/clickdimensions/
http://www.linkedin.com/company/clickdimensions
http://www.twitter.com/clickdimensions/
https://www.linkedin.com/company/clickdimensions
https://plus.google.com/100281743712894557854/posts
https://plus.google.com/100281743712894557854/posts
http://www.clickdimensions.com
http://www.clickdimensions.com
http://blog.clickdimensions.com/2016/05/infographic-what-is-marketing-automation.html

Be creative.

Try using analogies in your infographics, as they can help pique interest and further help
your audience understand the concepts being presented. When we created a content
marketing infographic, rather than simply listing out the steps to build, execute and

measure content marketing strategies, we compared those steps to a fishing trip. Even
for those that aren’t avid anglers, this analogy created a theme that was more interesting,
eye-catching and easy-to-follow than if we had gone with a more straightforward
presentation of the process.

Mind the size.

Infographics can be tricky when it comes to sizing. While it might be easy to view an
infographic on your designer’s screen, once it's resized for your website, blog or social
media, readability could suffer. Counter this effect by ensuring that even the smallest font
in your infographic is readable even without someone clicking to enlarge the image. And
while scrolling is an expected part of viewing an infographic, be sure that you don't make
it so long that people lose interest halfway through.

Get your facts straight.

Last but certainly not least on our infographics tips list is accuracy. Since many
infographics focus on presenting data, it's important to ensure that your sources of
information are reliable and that the statistics are true. And don't forget to cite your
sources at the end of your infographic.
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FOUR QUALITIES OF SUCCESSFUL LANDING PAGES

Landing pages are simple, yet effective entities that help keep your marketing

plans running smoothly. The purpose of a landing page is to hold a form, survey or
subscription management page, or act as a sort of confirmation page if a visitor submits
one of these web content records. A well-designed landing page can make all the
difference between a confused or distracted potential customer and a prospect that's
happily on-track for being qualified. Here are four qualities that successful landing pages
should exhibit to hold an effective role in your marketing plan.

1. “Make it simple, but significant.” - Don Draper
Your landing page has a very specific job—it's designed to act as an extension of your

website, not a fully-loaded web page. Adding too many additional elements or features to

a landing page can be confusing or distracting to the visitor. The visitor is on this landing
page for a reason, and we don't want them to leave too soon! Make the design of your
page simple and to the point. Design your landing pages with the visitor in mind.

2. Choose for the User

A common landing page setup would present the visitor with a menu of options and

let the visitor decide how they want to proceed. However, this can easily become a
confusing or convoluted experience. Sometimes, the best option is to present the visitor
with one choice. Direct the visitor to a specific landing page based on where they are
coming from, or simplify the options on the landing page. Try to organize different
campaigns that point visitors to customized landing pages.

Your Passport fo e World of
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3. Explain What Your Organization Does

You can tell visitors to “register now” and fill out a form, but be sure to indicate what the
visitor is registering for and what they can expect when they submit the form, survey or
subscription management page. Presume that these visitors know the absolute minimum
about your organization; explain what you do, and why you're the best choice for the
visitor. Do not confuse this with explaining everything that your organization does, so be
specific and direct.

4. Ensure Everything Works

This is a reminder to test your landing page with the visitor in mind. View and test your
landing page in different browsers, on different devices and even on different networks.
Make sure that all of your links direct the visitor accordingly. Keep the following questions
in mind when testing your landing page:

Does the auto response email send once the visitor fills out the landing page?
+ Do other actions run correctly after the visitor submits their information?

+ Does it look accurate?

+ Does the data come into CRM correctly?

+ Arethe landing pages and web content records correct and uniform in every
browser?

In short, try to anticipate the visitor experience as best as you can. These tips are sure to
give your visitors a great browsing experience and keep their interest!
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Chapter 6
Social Media

For businesses, a social media presence used to be more of a novelty than a necessity.
With a desire to be where their customers are, brands have stepped up their social media
game in recent years. Here is a collection of articles that can help your organization do the
same.

HOW TO DETERMINE THE RIGHT SOCIAL NETWORKS FOR
YOUR BUSINESS

Social media delivers a wide variety of benefits to businesses. It can increase brand
awareness and exposure, drive traffic and help you be a part of valuable conversations
with your customers and prospects.

On the flip side of that coin, social media can cause a lot of frustration for businesses
and marketers. How will you respond to negative comments or reviews? Who will be
responsible for posting? How often will you post? And - first things first - which social
media platforms should you even be on?
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When there were fewer social networks, that last question was
significantly easier to answer. Many companies established a
presence on all of the big social platforms and called it a day on
that decision. But as new social channels began to proliferate,

so too did the question of how businesses could be in all social
places at one time and - more importantly - should they even try
to be. Here are a few things to consider as you determine which
social networks are right for your business:

Function

Before setting up shop on a given social network, take time to
consider what people do there. In other words, are they sharing
recipes or resumes? LinkedIn's business and job-seeking focus
make it perfect for a staffing firm, while a food manufacturer
might have more success connecting with customers on Pinterest.
Also consider the visual nature of each platform. While visuals are
becoming increasingly important across all social channels, if your
product or service lends itself well to photo or video, a platform
like Instagram or YouTube would be a great place to devote some
of your social energy. However, don't be afraid to think outside
the box on how you could showcase your brand visually. FedEx
and GE are two companies where great visuals aren’t necessarily
the first thing that come to mind, yet they consistently share
captivating photos and videos on Instagram.

Fit

The size of a social network doesn’t matter as much as fit. When
you compare Snapchat's 100 million daily active users with
Facebook’s more than 1 billion active daily users, it may seem like
a no-brainer where you need to devote your efforts. But if the
demographics and expectations of Snapchat users suit your brand
better, you're better off being there. Also keep in mind that more
users often means more competition for attention, so you just
might find better opportunities to make solid connections with
your audience and stand out on smaller or more niche platforms.

Pay for Play

Twitter and Instagram’s recent announcements that they are
launching algorithmic timelines has many users up in arms, as
was the case when Facebook first made the same change. On
Facebook, brands have realized over time that an algorithm-based
news feed makes it difficult to reach potential and even current
followers organically. To compensate for this lack of reach,

many companies invest in Facebook advertising in some form or
fashion. Be sure to factor this “pay for play” aspect of some social
networks into your overall social strategy. If you don't have the
budget to engage in social advertising, or simply don't choose to,
that could help determine the platforms you choose to be on and
how much time you spend on each.
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Newer Doesn’t Mean Better

The more popular social media becomes in our personal and
professional lives, the more we will continue to see new social
platforms develop. While some of these new additions to the
social media landscape will be a perfect fit for your brand, others
won't bring much value. As marketers, we always want to remain
on the cutting edge and use the newest methods to communicate
with our audiences, but newer isn't necessarily better in the social
media world. Give yourself the freedom to experiment with new
social channels, but remember that the social networks that have
been around for years have stayed around and popular for good
reason.

Finally, keep in mind that choosing social networks for your
business doesn't have to be an all or nothing decision. Your
company can have a presence on Facebook, Twitter, Instagram,
Google+ and Pinterest, and you don't have to devote equal energy

and effort to each. ﬂ

Also, don't forget to follow ClickDimensions on LinkedIn, Twitter,

Facebook and Google+!
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HOW TO INCREASE YOUR SOCIAL MEDIA FOLLOWING

Quality or quantity - which is better? While the answer to that question often depends
on the situation, it's frequently a case of both. Social media is one such area, particularly
when it comes to follower counts. It's true that you want high-quality followers that
engage with your brand, but you also want a large enough quantity of followers that you
can maximize the reach and impact of your messaging. So, here are some of our top tips
for growing your social media following:

1. Go where your audience is.

Have you ever wanted to tweet at a company only to find that they don't have a Twitter
account? It's frustrating, right? For that reason, your organization should have a presence
on all of the top social networks, but prioritize your efforts based on where your audience
spends their time. So if LinkedIn suits your audience more than Twitter, dedicate more
time to your efforts on LinkedIn. Also, in addition to the larger social networks, don't
forget to consider smaller or more niche networks that might be a good fit with your
business and your audience.

2. Make sure people can find you.

Before someone can follow your organization’s social media accounts, they have to know
that they exist. You can promote your company’s social presence on your website and
blog, in employee email signatures, in advertisements, in email blasts and more. If you
are a ClickDimensions customer, you can easily add a social links block to your emails so
your subscribers can quickly click through directly to your social media accounts. Cross-
promotion of accounts can also be an effective way of boosting your follower count,
particularly if one of your accounts has a sizable following. For example, if your company
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has a significant following on Facebook and you just launched
an Instagram account, you can promote your new Instagram
presence on your Facebook page to help boost your Instagram
following.

3. Consistently share quality content.

You want to be sure that you post frequently enough that visitors
to your pages always encounter fresh content, not the most
recent post dating back weeks or even months. These posts
should also be useful and engaging. While there is room on social
for salesy posts, the amount of educational and helpful posts
should outweigh those that are product-focused. Word spreads
and people share, so if you give your followers something of
value, you are sure to gain more of them.

4. Interact with others.

Put the “social” in “social media” on every social network where
your organization has a presence. Respond to comments,
participate in discussions, and retweet and share posts from
others, rather than simply putting your own content out there.
This shows that your company is a fully engaged member of a
given social platform, and can help drive followers. Following
influencers in your industry can also lead to these individuals
following you and sharing your content with their sizable
networks.

5. Use hashtags.

Using hashtags can be an effective way for brands to increase
their reach, follow trends and create conversations on social. Keep
in mind, however, that hashtags aren't best used on every social
network. Hashtags are most effective and almost expected on
Twitter and Instagram. While you can use hashtags on Facebook
and they are linkable to the broader conversation, hashtags
aren't as commonly used on Facebook and it can be difficult to
see the full conversation associated with a hashtag due to privacy
settings. LinkedIn does not allow for linkable hashtags, so they
won't help boost your follower count there.
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4 SIMPLE TIPS FOR SOCIAL MEDIA SUCCESS

Today, brand awareness and audience
engagement go hand in hand with an
organization’s social media presence.

And with the popularity of social media
increasing and the number of platforms
expanding, every indication is that social
media is here to stay for marketers and in a
big way.

Creating and maintaining successful social
media profiles for your company involves
many complexities and details, but let's
bring it back to the basics. These four tips
are tried-and-true essentials for increasing
your social media success - two of which
can connect with your email marketing
efforts too!

1. Put your audience first.

If you want readers to share and interact
with your social media content, there has
to be something in it for them. Whether
you want someone to stop and think or
have a good laugh, always put the needs

and interests of your audience first in
order to create successful social content.
Create compelling, and brief, copy and
include visuals to attract attention and
engagement. Also, where appropriate,
make sure to take advantage of hashtags
so your audience can find your posts

as part of a broader social media
conversation.

2. Manage negativity.

Angry customers on social media can ruin
a brand’s image quickly. How you react

to those public comments can make all
the difference. When you receive negative
feedback on your social profiles, make
sure you act fast to resolve the issue.
Don't delete the comment (unless it is
inappropriate), but instead, keep your
cool and respond with an apology and a
solution. Other followers will respect the
tone and timeliness of your response, and
you can use these moments to build your
brand image.

3. Incorporate social sharing.

Taking advantage of ClickDimensions’
email social sharing tools can help increase
interest in your brand on social media.
Social sharing buttons allow your readers
to easily and quickly share the emails

they receive from your company on their
social media profiles including Facebook,
Twitter, LinkedIn and Google+. This can help
introduce your content and promotions to
new prospects and increase your brand'’s
awareness on social media and beyond.
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4. Build your following with social links.

When you send out bulk email messages, be sure to include links to your organization’s
social media profile pages. With ClickDimensions’ built-in social links, you can easily
connect your email recipients to your company’s Facebook, Twitter, Google+, LinkedIn,
blog, Instagram, Pinterest and YouTube profiles. When recipients click these links, they will

be directed to the URLs you input, which can turn your email subscribers into social media
followers too.

Check us out on social media!

00200000

Check out more of these exciting features and announc ements on our Help Site!

Request a Demo or call +1 (888) 214-4228

Click here to unsubscribe or to ¢hange your Subscription Preferences.
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#SOCIALMEDIA: 5 HASHTAG BEST PRACTICES

Social media can be a great place to connect with your audiences, especially once you
have found the best platforms for your business. However, with algorithm updates
on certain platforms and the sheer volume of posts on others, it can sometimes be
challenging to effectively and consistently reach that audience.

Enter the hashtag. This symbol helps brands increase their reach on social, follow trends
and create conversations. With such important roles in social media, hashtags should be
used strategically and carefully. Here are five best practices:

1. Consider the platform.

It's important to treat platforms as the unique individuals they are, as hashtags function
and are accepted differently by users on different platforms. For example, on Twitter, the
birthplace of the hashtag, hashtags are a part of most posts from brands. By contrast, on
LinkedIn, hashtags are not linked, making them ineffective and rarely used.

2. Quantity.

File this under #annoying: social posts that have a seemingly endless list of hashtags
tacked on to the end of the post. Research shows that the number of hashtags greatly
impacts engagement. Most often, engagement decreases as the number of hashtags
increases. One or two hashtags per post is the engagement sweet spot on Twitter

and Facebook. On Twitter, using more than two hashtags causes a 17 percent drop

in engagement with a post. The notable exception to this “less is more” approach to
hashtags is Instagram. Interactions are highest with Instagram posts that have 11 or
more hashtags.
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3. Limit the length.

#longhashtagsarehardtoreadandconfusing. Did you catch that the first time you read it? If
not, you're not alone. While you want to add some detail to your hashtags to make them
more targeted - at ClickDimensions, we often use #emailmarketing instead of simply
#marketing or #MSDynCRM rather than #CRM, for example - but overly long hashtags are
hard to read and confusing. While individuals might use long hashtags on their personal
accounts to add humor to posts, brands are better off steering clear in order to meet their
business objectives on social.

4. Use unique hashtags with care.

The internet is filled with stories of hashtag fails from brands of all sizes. To avoid being
the subject of the next tragic hashtag tale, use custom hashtags carefully. Be sure

to search for your potential hashtag on social platforms or a hashtag search engine

like HashAtlt.com to see if it's being used already and, if so, how. Also, to increase
engagement, make sure that the hashtag is easy to remember and easy to spell.

5. Quality control.

Checking and re-checking your work is important in all marketing efforts, including

using hashtags in your social posts. Be sure that everything is spelled correctly, and

that there are no spaces within the hashtag. When using multiple words in a hashtag,

use capitalization to eliminate confusion and potentially embarrassing alternative
interpretations. It's also always a good idea to run hashtag ideas by multiple other people,
in case they catch a meaning that you might not.
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5 STEPS FOR GETTING STARTED WITH BUSINESS BLOGGING

We are big fans of blogging at ClickDimensions. After all, what's
not to love? Blogging allows us to share our marketing knowledge
with others, improves our SEO, and gives us great content for
social media and our monthly newsletter.

If your company is ready to take the plunge into blogging, but you
aren't sure how to get started, let these five steps be your guide:

1. Outline your objectives.

Ask yourself this: what do you want to get out of your blog?
Whether it's lead generation, connecting with customers or
establishing your company as an industry thought leader - or
some combination of all of these or other reasons - defining your
mission upfront will help you stay the course and make blogging-
related decisions with those goals in mind.

2. Decide who will write.

At ClickDimensions, blog writing is a responsibility shared by a few
different teams. Our marketing success managers each write one
post per month, our marketing team contributes weekly posts
and even our CEO gets in on the blogging action. This works well
for us because it helps distribute the workload and allows us to
offer our readers insights and knowledge from throughout the
organization. Take a look around your company and make a list

of departments or individuals that can contribute content that will
help you meet your blog objectives.

3. Determine frequency.

Blogging can often seem overwhelming because of frequency
alone, but setting realistic expectations and goals is key. After
assembling your blog writing dream team, take some time to
think about how often you can realistically expect each person
or department on that team to contribute content based on
workloads. Also, be sure to consider your audience’s perspective
on frequency - would daily be too often, but weekly not often
enough? And remember that you can always start out on the less
frequent side of things and then blog more often as you get into
the swing of things.

4. Brainstorm content.

“What are we going to write about?” That's likely a question that
you've asked yourself at least a thousand times. It's also often the
question that prevents many businesses from blogging in the first
place, thinking that they simply won't have enough material to
cover. Take the time to brainstorm article ideas, and ask the blog
writers you've identified or other key players in your company

to join you in that process. Common questions received by your
sales or customer service teams are often a good place to look for
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blog topic inspiration, as are trends impacting your industry. Once you have a list of topics,
use a spreadsheet to create an editorial calendar so you can see how long your initial
topics will last once your blog launches and so you can assign deadlines to others.

5. Plan to publicize.

It goes without saying that creating awareness of your company’s blog is key to its success.
But how do you create that awareness? Loyal customers are often the most loyal readers,
so tap into your existing database with an email that announces the blog to customers
and encourages them to subscribe. Once you have subscribers, you will also want to set
up an RSS to email connector, so you can send blog updates via email to your subscribers

at a frequency of their choosing. Social media is also a great place to get the word out
about your blog and share your blog posts. And plan to publicize your blog internally as
a resource that sales, customer service and other teams can use to educate and connect
with customers and prospects.

Once you have these steps completed, or even while you're working on some of them, you
will also need to pick a platform (WordPress and Typepad are two popular options) and a
URL (blog.yourdomain.com and yourdomain.com/blog are the most common choices, and
your IT team can weigh in on the pros and cons of each).
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HOW TO GROW YOUR BLOG AUDIENCE

“If a tree falls in a forest...” You know the
rest of that age-old question, but we're
putting a marketing spin on it: if an article
gets posted on a blog and no one is there
to read it, does it make an impact?

We think the answer is something along
the lines of “no” or “not really,” which is
why we are bringing you these helpful tips
for growing your blog audience:

1. Write quality content.

While it may seem like a no-brainer, this
point is so important that we would be
remiss if we didn't include it on the list.
There are more than two million blog posts
published every day, and while you aren’t
directly competing for attention with all of
those posts, there is still stiff competition
for readers. Appeal to these readers -

and get more of them - by creating great
content that answers their questions,
offers valuable insights, and is thought-
provoking and engaging.

2. Be consistent.

Consistency doesn’'t mean that you have to
post something new on your blog every day,
but you should aim to publish a new post
at least once a week. This will not only help
your existing readers know when to expect
content, it can help attract new subscribers
as well. If someone is browsing on your
website, for example, and comes across
your blog, consistent publishing means that
they see fresh blog content and are more
likely to subscribe or come back to view
more posts.

3. Promote your content.

Here at ClickDimensions, we have had great
success with growing our blog audience by
promoting our content as much as possible.
Every post is shared on our LinkedIn,
Twitter, Google+ and Facebook accounts,
and we also use a number of our blog posts
in our monthly newsletter. In addition,

from sales to support, ClickDimensions
employees often share posts with our

customers and prospects to help answer
specific questions, which helps expose our
content to new audiences and encourages
new blog subscribers.

4. Engage guest bloggers.

Guest bloggers are a great way to save
time, diversify the perspectives on your
blog and boost your subscriber numbers.
Encourage guest bloggers to share their
posts on their social media accounts or
even link to it on their own blog, if they
have one, to drive new traffic to your blog.

5. Make it easy to subscribe.

While it may be tempting to ask new
subscribers to provide details about
themselves, all you should really ask for is
their email address. Make sure your email
sign-up box is prominently displayed on
your blog, and you could also place these
boxes strategically on your website or use
it as a call to action on your company's
Facebook page.

“ clickdimensions.com

134

0000


http://www.facebook.com/clickdimensions/
http://www.facebook.com/clickdimensions/
http://www.twitter.com/clickdimensions/
http://www.twitter.com/clickdimensions/
https://www.linkedin.com/company/clickdimensions
http://www.twitter.com/clickdimensions/
https://www.linkedin.com/company/clickdimensions
https://plus.google.com/100281743712894557854/posts
https://plus.google.com/100281743712894557854/posts
http://www.clickdimensions.com
http://www.clickdimensions.com

3 TIPS FOR ENGAGING GUEST BLOGGERS

From SEO benefits to helping establish thought leadership to providing monthly
newsletter content, blogging brings a lot to the table for organizations of all types and
sizes. However, for all the benefits of blogging, there are challenges too - and a lack of
time is often at the top of that list of challenges.

At ClickDimensions, we split the blogging workload among several departments and
individuals, including our marketing team, marketing success managers, product support
and our CEO. We will also occasionally feature posts by guest bloggers outside of our
organization.

Guest blogging is not only a great way to save some time on writing posts, it's an excellent
strategy for bringing new perspectives and knowledge to your readers. It can also help
you build or solidify relationships with the customers, partners or industry experts

that are your guest bloggers. To help ensure you have the best possible guest blogging
experience - because like blogging in general, it too can have its challenges - we've
compiled our three top tips for guest blogging best practices.

1. Find the right contributors.

When you hear the words “guest blogger,” a few people might come to mind that you
could approach. Maybe it's the loyal customer that posts insightful comments on your
blog or the vendor whose own blog you admire. If such individuals don't automatically
come to mind, ask around either on your own team or elsewhere in your organization.
Perhaps a member of your sales team saw someone from a partner company give a great
presentation at a conference that would make a good blog post, or one of your customer
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service representatives recently spoke to a customer with a great
story to share. Looking at your LinkedIn connections or searching
hashtags that are relevant to your industry on Twitter can also
give you great ideas for people to contact as guest bloggers. As
you create your list of potential guest bloggers, keep in mind that
the opportunity should be beneficial for both parties. Sure, you're
getting fresh content and your guest blogger is being exposed

to your audience, but ask yourself if that exposure is valuable to
them too.

2. Have established guidelines.

If your organization already has blog editorial guidelines for
internal use, you can send these to potential guest bloggers, but
creating a specific guest blogging policy is also a good idea. So
your potential authors know what you're looking for in a post, be
sure to include information like:

* The type of content you're looking for. For example, you
may prefer guest posts to be more educational than
product focused.

*  Word count or the typical range of post lengths on your
blog.

* Anyrequirements related to images.

+ Astatement on whether you will accept content republished

from other sites or only original content.

How links can or can't be used.

+ Bio guidelines for the author, such as length and the
information or links that can be included.

3. Manage expectations.

A guest blogging policy document will go a long way towards
managing expectations when it comes to the blog content itself,
but don't forget to address timelines and review processes as
well. Once you have someone ready and willing to write a post for
you, come to an agreement on a draft due date based on their
schedule and your blog editorial calendar. Based on that due date,
give them a timeframe for review and a publish date. If something
changes to alter this schedule, be sure to communicate that to
your contributor so everyone can be on the same page, and so
your guest blogger can partner with you on promoting their post
on their social media profiles.
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4 THINGS TO KNOW ABOUT INFLUENCER MARKETING

Which would you trust more: a recommendation of a new restaurant from your best
friend or an ad for the same restaurant? If you're like most people, your best friend’s
endorsement definitely carries more weight. And that's the basic idea behind influencer
marketing.

As social media has become a part of our daily lives, people have started looking more
towards other individuals to inform their purchasing decisions rather than brands and
traditional advertising. At the same time, social media has increased the reach and impact
of bloggers, tastemakers and thought leaders. Influencer marketing is driven by these
conditions, using key leaders to spread a brand’s message to their audience rather than
the company marketing directly to consumers.

While influencer marketing is still a relative newcomer to the marketing arsenal, it's
gaining ground as an essential element in marketing plans. Recent research from
eMarketer shows that 67 percent of marketing and communications professionals
worldwide reported using influencers for content promotion, and 59 percent stated they
used influencer marketing for content creation and product launches. If you aren't among
those numbers, here are four things you should know about this promising channel:

1. It's impactful.

Word of mouth recommendations, as with our restaurant example above, have always
been a powerful driver of sales. So it should come as little surprise that influencer
marketing would have a similar impact. In a recent study by Augure, 75 percent of
marketing professionals consider influencer marketing effective in lead generation, and
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76 percent viewed it as an effective tactic for customer loyalty.
And a McKinsey study found that influencer marketing generates
more than twice the sales of paid advertising.

2. It overcomes ad fatigue.

From billboards to buses and banner ads to the back of public
bathroom doors, advertisements are everywhere. Estimates
place average daily ad exposures anywhere from 200 to 5,000,
but the actual number doesn’t matter as much as the fact that
people are growing tired of ads and are increasingly tuning them
out. Influencer marketing and other forms of native advertising
combat this ad fatigue by placing brands within organic content,
creating a more enjoyable and attention-grabbing ad experience
for consumers, and a more effective promotion for advertisers.

3. It requires the right influencers.

Much like using targeted channels for traditional advertisements,
influencer marketing requires finding the right influencers.
Context is key. While a fashion blogger might have a million
followers on Instagram, if your product isn't related to fashion or
your audience isn't big on Instagram, that influencer isn't the best
fit for your company and your customers or prospects. Once you
find the right contextual fit with an influencer - a mom blogger
who agrees to feature your new line of organic kids snacks, for

move their audience to action should also play a big part in your
decision to partner with that individual.

4. It doesn’t cost a fortune.

You don't have to have a celebrity-sized budget to engage in
influencer marketing. In fact, a recent survey from The Keller Fay
Group shows that, even if you did have the funds to spend on a
celebrity endorsement, your budget might just be better spent on
influencers - with 82 percent of survey respondents saying that
they were highly likely to follow an influencer's recommendation.
Currently, influencer marketing still provides a great value to
marketers looking to embark on such campaigns. While many
influencers do charge fees, others may agree to write reviews

or promote your business on social media in exchange for free
products or services from your company. But as we have seen
with other new advertising opportunities that emerge, often as
their popularity increases, so too does their price.

example - their social following and reach as well as their ability to
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Chapter /
sSurveys

Everyone has an opinion, and surveys are a great way to capture them from your
customers and prospects. The articles in this section provide insights on various types of
surveys, how you can view results in CRM and more.

CREATING EFFECTIVE MARKETING SURVEYS

Surveys are an excellent way to get honest feedback about your brand, products, services,
consumer satisfaction and more. Surveys are also great at helping you learn more about
your customers. However, designing marketing surveys that provide valid results can be

a daunting task. Here are some best practices to keep in mind when designing your next
marketing survey:

1. Think ahead

Have a clear idea of how you want to use the data you obtain from your survey. This is the
first step because it will help shape the structure of your survey questions. For example,

if you want to create charts or infographics from your results, you will want to make sure
that each picklist option corresponds with a numerical value.

Please give us your feedback!

I. How would you rate the conference?

=3 8 4. 8 8. 8.8 8 8.1

2. Which breakout session was your favorite?

o Session A with Karen Jordan
Session B with Samuel Gilbert

Session C with Keith Garza

3. Which speaker(s) would you like to hear again?
] Karen Jordan
Samuel Gilbert

Keith Garza
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2. Avoid leading and confusing respondents

When writing your questions, take care to ensure that you are

not skewing your data. Avoid questions that lead to a specific
response, such as questions starting with “Isn’t it true that...".
Steer clear of confusing language and industry buzzwords. Keep
in mind that people will often stop taking a survey when they

do not understand a question. Test your surveys internally with
multiple people from different departments to make sure that the
questions are clear to everyone.

3. Keep it brief

Make your surveys short; they should not take longer than 5-10
minutes to complete. Use skip logic to narrow down the time it
takes someone to complete your survey. Let the customer know
how long it should take to complete, the topic and use of the
survey in order to set expectations upfront.

4. Pay attention to the order of questions

Always put demographic questions at the beginning, and make
them required so that you are not missing out on important
demographic data. Start with more general questions, and then
get more specific. Never ask the hard questions first.

5. Edit, edit, edit

Have others review your survey. See if there are any unnecessary
questions that can be cut. Check for spelling, punctuation and
verb agreement. Make sure the writing style is cohesive with the
rest of your company’s content and your brand’s voice.

6. Mind your timing

The timing of sending out marketing surveys is key. Just like
email marketing, marketing surveys sent out Tuesday-Thursday
during normal business hours are more likely to get responses.
Be sure to communicate a deadline for when the survey should
be submitted. To improve response rates, also try resending the
survey with a reminder before the deadline.

When creating surveys, don't get overwhelmed. The data you will
receive at the end will be well worth the effort!
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BEYOND CUSTOMER SATISFACTION: 5 WAYS TO USE
SURVEYS TO ENGAGE CUSTOMERS

Opinions - everyone has them and businesses often love asking their customers for
them. This ask most often comes in the form of a customer satisfaction survey, which is
an important tool for organizations looking to understand how they are measuring up in
the minds of their customers. But surveying customers shouldn’t stop there.

Here are five ways you can use surveys to tap into valuable customer insights while
engaging that audience at the same time:

1. Get content ideas.

If you engage in content marketing, you know how difficult it can be to consistently come
up with topics that interest your audiences. So why not go straight to the source? Ask
your customers what topics they would like to read about on your blog or in eBooks, or if
there's a webinar topic that would be of interest. The results may provide ideas that you
had never considered before and can fuel your content calendar for months to come.

2. Create a competition.

If your company has several products or services in its lineup, try creating a competition
where customers vote for their favorite. This quick survey would be a fun way to boost
customer engagement and can also serve as great content for social media. Similarly, if
you are planning to launch a new product or service, you could ask customers to vote on
specific features to be included or, if appropriate, even ask them to help you name the
newcomer.
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3. Segment lists.

While it's likely you already have a great deal of information about your customers within
your CRM system, surveys can help you fill in missing details. Try adding a survey link in
your next customer newsletter or email blast that asks recipients to complete a short
survey that will help your organization better tailor communications to their interests.
Questions could be demographic in nature, which could also be used to strengthen your
marketing personas, or could be used to find out other information such as product or
service preferences.

4. Grade your website.

Regardless of your industry, customers often visit an organization’s website for a variety
of reasons, from making a purchase on an e-commerce site to downloading content to
getting contact information for one of your company’s office locations. With so many
reasons to visit your website, customers are likely to have opinions on how easy it is to
access the information they need and the overall user-friendliness of your site. Ask them

to complete a short survey in order to find out how you can improve future website visits.

5. Follow up more frequently.

Customer satisfaction surveys are often conducted on an infrequent basis, and quite

a few customer transactions and interactions can take place between one customer
satisfaction survey and the next. Use short surveys to follow up with your customers
more often. For example, in confirmation emails after purchases or donations, you could
include a link to a one- or two-question survey that asks about their experience during
that particular transaction.
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GETTING REAL-TIME CUSTOMER SURVEY FEEDBACK
(ALERTS) FROM CRM

At ClickDimensions, we have two key surveys we use to gauge customer feedback.
The first is our support satisfaction survey that is sent after each and every technical
support case. The second is our onboarding survey that is sent when a new customer
has completed our onboarding process and training. Each of these surveys has rating
guestions, and we can see the average scores for these questions in a CRM dashboard
we have created (see below).

Dashboard: ClickDimensions - Support Performance ~

Average Rating

Onboarding survey ratings

On a scale of 1-10, with 10 being the best, how would y...
If you required support from ClickDimensions during the...
How would you rate your installation experience?

How would you rate the overall registration and install...

Queastion

How would you rate the ease of registering for ClickDim...

How likely are you te recommend ClickDimensions to a co...

Average Rating

Support Satisfaction Ratings

Timeliness: Please rate the timeliness of the response to your..,

Cwerall Satisfaction: Thinking of the entire support experienc...

Juestion
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While it is great to be able to see this information, we were looking for something more
proactive. So, we created a workflow that fires when new survey answer records are
created. The workflow alerts (via email) members of our leadership team any time a rating
question has a perfect score of 10 or a score of six or below. Below is a look at a survey
answer record.

H save [’ SAVE & CLOSE + NEW [& DEACTIVATE W DELETE &5 ASSIGN ) SHARE

SURVEY ANSWER ;| INFORMATION

How would you rate the effectiveness of the person who led

General

Question * How would you rate the effectiveness of the person who led the training today?

Posted Survey ClickDimensions Academy Survey - Molly Anonymous Visitor

Survey Question Academy - Rate Presenter Account

Case = Contact Katerina G
Owner * & # ClickDimensions (System Account) Lead

Created On B 1212016 9:51 AM Rating 10

Valoe 10

Here is a look at the workflow we created to notify us of the tens and the sixes or lower...

¥ Is rating & or below?

If Survey Answer:Rating <= [8], thern:
#5end e-mail: Create New Message View properties

¥ Is rating a 107

If Survey Answer:Rating equals [10], then:

The workflow sends an email alert to key people in the organization. Now, when we get a
great (10) or not so great (six or lower) rating on a survey question, we know immediately
and can take the appropriate action.
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MEASURE CUSTOMER SATISFACTION WITH SURVEYS AND A SURVEY KPI DASHBOARD

At ClickDimensions, we really care about the happiness of our
customers. We care so much that we survey our customers
regularly and expose the results of these surveys on a dashboard
for all employees to see. We survey on three levels. Here they are
from top to bottom:

* Overall satisfaction with ClickDimensions: We use the
Net Promoter Score methodology to measure this by asking
how likely a customer is to recommend us.

* Satisfaction with our onboarding process: We survey
customers after the onboarding process to get their fresh
reactions to how they felt we did.

» Satisfaction with individual support and training
interactions: We send a survey at the completion of each
case and training engagement.

In each of our surveys, we ask the customer to rate us on various
dimensions using a scale of one to 10. Because we are using

the ClickDimensions survey tool, all data is captured inside CRM
entities so we can build views, charts and dashboards with it.
Bringing all this information together, we have built a dashboard
that shows us overall customer satisfaction at a glance.

Dashboard: Survey KPIs =

Rating by Question Survey Type

Overall Support Satisfaction

Rating by Question
Onboarding, SUpport and MSM Surveys Nt Promoter Ratings

10 10
]

Onboarding: post-Training s...- | N °

MSM Experience Survey . 3

Ava (Rating
omn B o w
Survey

Avg (Rating)

H
6
4]
2]
]

Overall Sat... o 5 1 15 20 25 How lkely ar..
Question Count:All (Survey) Question

average Rating

Support Satisfaction Ratings

Timeliness: Please rate the timeliness of the response to your

Accuracy: Please rate the accuracy of the resolution(s) you re...

Question

E)

The data behind this survey is fed by several surveys. Below is our
post-training onboarding survey where customers can tell us how
we did in each phase of the on boarding process. Starting with the
first page of the survey:

Welcome  Tnstall Succeed

Tram

C,:#

Thanks for taking a few minutes to provide us with your feedback. It's very important
to us that our customers have a great experience with ClickDimensions, and the

answers to the following questions will help us know where we need to focus our
efforts to improve.

“‘ clickdimensions.com

0000


http://www.facebook.com/clickdimensions/
http://www.facebook.com/clickdimensions/
http://www.twitter.com/clickdimensions/
http://www.twitter.com/clickdimensions/
http://www.linkedin.com/company/clickdimensions
http://www.twitter.com/clickdimensions/
https://www.linkedin.com/company/clickdimensions
https://plus.google.com/100281743712894557854/posts
https://plus.google.com/100281743712894557854/posts
http://www.clickdimensions.com
http://www.clickdimensions.com
http://en.wikipedia.org/wiki/Net_Promoter

It is very helpful to look at our dashboard and see how we are
doing in support, training, onboarding and overall satisfaction.
The chart in the dashboard (below) shows that we're getting good

To the final page:

Welcome  Tnstall Tram  Succeed

€ = = 3 reviews on the knowledge, responsiveness and timeliness of our
Marketing Success Managers (trainers). Our dashboard has similar

graphs for tech support, Net Promoter and overall satisfaction.

The entire ClickDimensions Experience

How likely are you to recommend ClickDimensions to a colleague? So, with Microsoft CRM and ClickDimensions, there is no reason to

Oiriririri ik ik wonder what your customers think of you.

Comments: Please use this area to add any additional comments you would like

to share.
You are awesome!

o

‘% ClickDimensions

On a scale of 1-10, how would you rate the punctuality and... — | g

Select Field -

Question : On a scale of 1-10, how would you rate the
¢ 1 2 3 E punctuality and timeliness of your assigned Marketing
Success Manager?

Aorg (Rating) : 8
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SEE WHICH CUSTOMERS HAVE TAKEN ADVANTAGE OF YOUR TRAINING

At ClickDimensions, all of our customers
and partners have unlimited access to

our training classes, ClickDimensions
Academy. We deliver all of this training
via GoToWebinar, which means we can
take advantage of our GoToWebinar

integration.

We also like to periodically check in to see
if our customers are taking advantage of
our training. This helps us to know how
engaged they are with our company and
product, as well as if we should extend a

new invitation to them to join our training.

We also like to see who at a company has
participated in training.

Who has participated in training at a
customer company?

ClickDimensions’ GoToWebinar integration
creates Event Participation records in CRM

when someone registers for an event like
our training. They're automatically linked
to the contact (see right).

Microsoft Dynamics CRM | =

B save ki’ SAVE & CLOSE e
EVENT PARTICIPATION : INFORMATION
General
First Name Dante
Last Name Porter
Email Address dante porter @ clickdimensions.com

Registration Date 222015 359 FM
Registration Staws Missed
Approval Status Approved

Barcodes Statuses

Attendance

Join Time
Leave Time

Questions Asked by At

Registration fields

Address =
Zip/Postal Code =
City -
State/Province =
Stamus Active

Event Participations

DEACTIVATE m

Owner *
Lead

Contact
Unsubscribed

Industry

Event

In Session Duration (mi

Phone
Organization

Job Title

DELETE &5 ASSIGN

v Dante  «

; # ClickDimensions (System Account}

Dante Porter

No

ClickDimensions Academy | CD201 Web Analytics and Web «

Click Dimensions

-
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After the webinar, the Event Participation record is updated to
show whether the individual attended or not, and for how long:
IReglsmnnStatus Auended I

Approval Status Approved

Barcodes Statuses =

Unsubscribed No

Industry

Attendance

Toin Time G26/2015 4:03 PM Event

Leave Time 6/26/2015 4:20 PM I In Session Duration (mi 17 minutes I

Questions Asked by Att =

This is great if you are looking at individual contacts and want
to see their training or attendance, but we like to also look at
things from the account level in CRM. Unfortunately, CRM has

a limitation where custom entities, like the Event Participation
record, do not “roll up” to the account Level. So to overcome
this, we have a workflow that creates a new connection record
whenever someone has attended one of our Academy trainings:

Awaiable fo Run
7 As an on.cemand process

I As w o process ™ Record is oreated

‘When the Event

Participation's status =

Attended, this workflow is
fired

™ Record status charges

™ Recoed is assigned

S [ Ricond fesds dhange View
™ Recoed is deleted

= I Registration Status = Aftended and Contac containg dats aed bas paresd socount

I ivent Participationeg siration Status equals [Allended] AND [fvert FarticpetioniContact contans dta AND [Contact (ContactiParent Cuntomer conipins datall
ther:

&  Create a Connection recond 1o show that the Contact ha received braining (connected to Account])

ClickDimensions Academy | CD201 Web An:

We show the connections on the account form so we can see at a
glance who has been trained:

Bavgres MW Qrigmareieg, fosbuy % Trmining

Omibsriarding Contarts and Trainees
S Tt [Corrd.. Paspet Coptamer (0o Buindil Prose - E-mall (Conneet..

T reee)  ComectienNamea

Trairee Kathnye L KA

1- Loty 0 seecen M oA Pt b

We also want to see this information in aggregate, so we can
quickly identify customers who could benefit from some more
training. We created another workflow rule that increments

a score in a custom field on the account that we call “Relative
Training Level.”

When a"Trainee” Connection is
ereated for an Account, the Account’s
training score is Incremented by 10

paints.

= W Connecten Rode [To) equals Traines
If Cornectionfoie (Toj egpus [Trairee], tren
& Add 10 points fo Account's Training Soore
Update: Correcisd From [Aocound] Wew properties
#  Lnd the workfiow
Stop workfiow wih statas of Sacceeded
Crnerwine
& Cancel the wedkiiow
St wirehiw ath it oF Chedied
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With all of this done, we can now work with views and charts to make it easy to see who

is being trained and who isn't. This view of active customers shows the top 50 Training

Scores. It's easy to see that some customers have done lots of training.

Top 50 Trairing Soones »

300

50

g

5

Sum [Foedatove Traireng/Losd
el
&5

i
=3

‘.ﬂ I‘
N L=l

:cad::ck.‘-:ck.‘-:c!c-
B R

And here's how we find out who hasn't gotten trained. An advanced find for customers

whose relative training score is less than or equal to 20. These folks should be invited to

our ClickDimensions Academy!

ADVAMCED FIND

= H save as
Cl=Rl=T
E=£ @ Edit Columns

Query Eaved Resufts Mew
E_} Edit Properties

Show View

= Group AND
= Group OR
Clear Download Fetch
=k Details ML
Query Debug

Look for: = Accounts

Relationship Type Equals Customer - Active
Status Equals Active

Relative Training Level Is Less Than or Equal To 20

= Use Saved View:
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PRESENT A SURVEY AFTER A WEB FORM HAS BEEN COMPLETED

When you go to the ClickDimensions website and click the button
to sign up for our monthly marketing newsletter, you are taken to
a short newsletter sign up form that was built using our drag-and-
drop form designer.

Click the newsletter button and you will land on the form
displayed below.

Newsletter Opt In

The ClickDimensions newsletter is delivered only once a month, normally on the first Tuesday of the month. Topics
range from best practices in email marketing, marketing automation and social CRM to ClickDimension's company
and product announcements. Each edition of the newsletter has a clearty marked unsubscribe link which is

respected. Please also n Twitter and 'like

Email *

First Name

Last Name

When you sign up for the newsletter, you will immediately receive
a copy of our most recent newsletter. Previously, when you
clicked the Submit button on the form, you saw a message telling
you that the newsletter was on the way, and thanking you for
signing up. However, we realized that, with our survey capability,

it would be easy to create a one question survey that the visitor
would see when they sign up for the newsletter. The question
would ask the visitor if they would like to receive any past issues
of the newsletter and would trigger a workflow to immediately
send those past issues once the survey question was submitted.

We simply created a one question survey.

Which past ClickDimensions newsletters would you like to be emailed
upon completion?

February

March

April

May

June

July

And then embedded it into the confirmation message of the
newsletter sign up form.

@A E-0-"% 90§ Ln SRR SN S
B J Ude EEEEE MMEECS SR EE A
A~ - ~| 14px + Paragraph St.. =| Zoom =

nk you for submitting your information. A copy of our most recent newsletter has been emailed to you
added to our newsletter distribution list (you may unsubscribe at any time).

If you wish to receive past copies of our newsletter please select them below.

Which past ClickDimensions newsletters would you like to be emailed to you
upon completion?
["] February
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Now when someone signs up for the newsletter, they are And, of course, all this is documented in Microsoft CRM and
presented with the survey question where the form was linked to the visitor's lead or contact record. Now that's marketing
previously displayed. automation!

Newsletter Opt In

The ClickDimensions newsletter is delivered only once a month, normally on the first Tuesday of the month. Topics
range from best practices in email marketing, marketing automation and social CRM to ClickDimension's company
and product announcements. Each edition of the newsletter has a clearly marked unsubscribe link which is

respected. Please also and

Thank you for submitting your information. A copy of our most recent newsletter has been emailed to
you and you have been added to our newsletter distribution kst (you may unsubscribe at any time).

If you wish to receive past copies of our newsletter please select them below.

‘Which past ClickDimensions newsletters would you like to be emailed to you upon
completion?

_|February

“IMarch

“lapril

vl May

¥ June

¥ 3uly

And, for any past newsletters the visitor requested, a Microsoft
CRM workflow immediately sends the emails.

+ ¥ Contact - Check for the newsletter question

Survey Question equals [Newsletters] AND [Survey A Contact contains data), then:

1f Survey A
"~ February
If Survey Answer:Value contains [Februany, then:
% Send February newsletter
Create: Send ClickDimensions Email View properties
"~ March
If Survey Answer:Value contains [March], then:
/' & Send March newsletter

Create: Send ClickDi i Email: ClickD March Update: Social Profiles in CRM, a cool Linkedin trick and a new tean
member View properties
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Chapter 8
SMS Marketing

SMS messaging is a great marketing tool for getting in front of an increasingly mobile
audience. Here are a few articles that will perhaps inspire you to integrate SMS into your
next marketing campaign.

ADD VALUE TO YOUR COMPANY USING SMS MARKETING
IN 8 EASY STEPS

For SMS to be a worthwhile marketing tool, you need your SMS messages to be as
effective as possible. With SMS messaging, success depends largely upon timing and
content. Check out these quick tips to get the most out of your SMS marketing efforts.

1. Clean it Up
Start by cleaning up your database. Get rid of any old numbers or numbers for people you
have not been able to reach after a few attempts.
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2. Double-Check Recipients

Be conscious of who your messages are going to. Try not to send
multiple messages to a single person in one week. Also, do not
send the same message to a single contact more than once.

3. Let Them Opt-Out
Provide recipients with an opt-out option that is easy to use.

4. Personalize the Text
Use their names or personal details to make the message seem
less like a widespread sales message.

5. Timing is Everything

Avoid sending messages to recipients during unavailable hours
for their time zone. It is a good idea to break up your sends via
time zone to avoid sending texts out in the middle of the night.

6. Keep Your Messages Short and Sweet

You want your recipients to understand the point of the message
and feel happy when they read it. Keep it under 160 characters.
Avoid using all capital letters; it can come across as though you
are yelling. Also, proofreading can make you or break you. Be sure
to check for spelling and grammar errors before sending.

7. Call to Action

Make sure to include a call to action in the text. They need to
know what you want them to do next, whether it's asking them to
come in to the store for a big sale, opt-in to an email marketing list
or fill out a web form.

8. Review

Measure the effectiveness of your message. How many responses
did you get? How many opt-outs? What time of day got the best
response? Take note of important findings so that you can make
improvements on your next send!
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SEND A TEXT MESSAGE AUTOMATICALLY

Using Dynamics CRM and the
ClickDimensions SMS messaging feature,
you can remind customers of upcoming

appointments or promotions by sending P e re—

them a quick text message. A

Process Name * Reminder SM5 Entity T |
In this example, we will be reminding a Activate As Process [=] Category orkfiow |
client of an appointment on the day prior e i e e e

. . ™ Asan on-demand process Scope |Organizatior E‘

to the appointment date. We will use a _ )

[T Asachild process Start when [¥ Record is created
workflow to send a text message one day [~ Record status charges

[~ Recordis assigned

[~ Record fields change

[~ Record is deleted

before the appointment is scheduled to
start. To begin, create a workflow (Settings
> Processes > Workflows > New), and

choose the entity you want to trigger the Badd step - | Semnsert - X

workflow to being. In our example, we'll ™ [Wait unti 1 day before

Wait until Appointment:Start Time equals [ 1 Day Before Appointment:Start Time], then:

select the appointment entity because we _ )
Select this row and click Add Step.

want the workflow to begin running as @ | Create the Text Message and set properties

soon as we create an appointment record. Create: | Text Message [+] [ setProperties
& Send the Text Message

Change record status to: |Create the Text Message EEE |Workﬂow EE

Here is what the finished workflow will look
like:
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We want the record to run whenever any user creates an
Appointment record, so we set Scope to Organization and Start
When to Record is Created.

Then insert a Wait Condition step to wait until the time you want
the workflow to send the text message. In this example, that is
when the Appointment Start Time is one day away.

B [ save and Close (@ Help

Form Assistant ¥

Dynamic Values -

Dynamic Vaiues =

1) Clear

~ Appointment Start Time Equals

Appointment-{1 Day Before...

Select

Menth |Day lour Minute
[ 1 : 10 0 :

[Before [=]

Look for:
Appointment -

| Actual End

Actual Start
Created On

End Time
Modified On
Original Start Date

Process: Reminder SMS
Create Text Message

4 General

Subject * Reminder of Appointrment From

To* {Required Attendees{Appcintment)} Owner

Campaign =

Message * Just a reminder of your appointment with ClickDimensions at {Start Time{Appointment)} tomomow.
Regarding

Status Reason Draft E Status Message I—
Bulk Text Message & Friority [Normal |
Start Date = [3] DueDate ]

4 Additional Fields

soreme ]
|

Add a Create Record step to create a text message. Click the Set
the Properties button and fill out the required fields and any
additional fields you would like to fill.

The final step is required to tell ClickDimensions to send the text
message. Add a Change Status step, and select Create The Text
Message (i.e. what you named that step) and Workflow.

Make sure you have phone numbers in the mobile phone fields
for everyone and that the settings are all correct. And that's it,
you're done! Your text messages will be sent out automatically!
You can of course send these messages via a workflow based off
of another entity if you'd like.
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Chapter 9
Sales Process &
Performance

It is hard to talk about marketing without touching on sales! In this section, we have added
some items for the salespeople and sales managers out there.

KPIS, FORECASTING AND DASHBOARD IDEAS FOR SALES
MANAGERS USING MICROSOFT CRM

If you are a sales manager using Microsoft CRM, you can set up dashboards to quickly
view key performance indicators (KPIs) at a glance. This article will cover the general

idea of how we have set up our dashboards to manage our software-as-a-service (SaaS)
revenue stream. Since our sales metrics come mainly from CRM opportunity records, we
will start by reviewing the fields we capture on our opportunity records. The screen shot
below shows an example opportunity record.
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NPPORTUNITY : INFORMATION ~
$7,500.00

ACME Corp - Std/Annual
Potential Customer * Rating Pipeline Owner *
Status™* Open Est. Revenue Est. Close Date
General

Topic* ACME Corp - Std/Annual

Potential Customer * & ACME Corp Source Campaign ™ Bing Ad
Forecast Information

Revenue User Provided Opportunity Type ™ MNew Business
Est. Revenue $10,000.00 Probability (%) 73

Est. Close Date 12(15/2015 Weighted Revenue $7.,500.00
Actual Revenue - Annualized Revenue -

Currency * US Dollar

The key fields we are capturing on the opportunity record are:

Estimated revenue
This is the conservative revenue amount for the opportunity.

Estimated close date

Since our sales team is compensated on monthly revenue, we always use the last day of
the month in which we are projecting the opportunity to close. And, if we're not really sure
the deal will close in the current month, we refer to our rule of conservative forecasting:
“when in doubt, push it out.”
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Probability

The percent chance we believe the opportunity has to close. For simplicity, we use
standard values of 25%, 50%, 75% and 100% in lieu of using sales stages. Sales stages are
right for some businesses, but the combination of close date and probability is just right
for us.

Opportunity type

Since we are a SaaS business, we want to separate our revenue into new customer deals
and renewals from customers that have been on board for more than 12 months. This
is because, after the initial 12 months, customers are transitioned from a new business
salesperson to a relationship manager.

Weighted revenue
This is a custom field containing the estimated revenue multiplied by the probability. We

use a CRM workflow to automatically calculate weighted revenue.

Actual revenue

This is entered by our finance director when he closes an opportunity record. We make
opportunity closing a process for the finance team so we can ensure that the amounts are
correct for our dashboards and commission tracking.

Annualized revenue
We won't address annualized revenue in this article, but it allows us to look at the value of
opportunities when you have a mix between annual, quarterly and monthly contracts.
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Now let's talk about pipeline. By pipeline, we are referring to the total and weighted
opportunity revenue amounts by sales rep, month and opportunity type (new business
vs. renewal business). This is critically important! Here we are referring to opportunities
in the open state. As you can see below, we have our dashboard set up to look at this
by opportunity type. You must be able to see that you are adding new future deals into
your pipeline as you close deals. Tracking your pipeline on a weekly basis will let you
know whether you are replenishing the pipeline as you close deals. This can give you
tremendous insight into which of your marketing initiatives are working and when you
need to turn up the marketing spend.

Dashboard: ClickDimensions - Forecast (Pipeline) ~

Weighted Revenue Total Estimated Revenue Total

OpenOpportunities OpenOpportunities

Mew Business Mew Business

Opportunity Type
Opportunity Type

Renewal Renewal

Sum (Weighted Revenue) (S} Sum (Est. Revenue) (S)

What is shown above is simply a chart of weighted revenue next to a chart of estimated
revenue with both charts being grouped by our opportunity type field. Along the

same lines, we can add the same charts, but grouped by sales rep and month, to our
dashboard.
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Weighted Revenue by Owner «

Shantel Schumacher

Brad Burks
Meghan Burner
Katie Soderberg
Tony Cannizzo

Kim McEwen

Sum Weighted Revenue) [5)

Since we forecast by month, we have a dashboard that shows what we have closed to
date and what else we expect to close for the current month. Notice that you can look at
the dashboard below and see the totals on the left and also see the amounts by rep on
the right (the part that is cut off). With this one view, a sales manager can know where
things stand and can see where each rep is contributing. Couple this with the overall view
of the pipeline, and you will have a great snapshot of your revenue streams any time you
need it.
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Dashboard: ClickDimensions - Forecast (Revenue Summary) ~
Weighted Revenue by Status Weighted Revenue by
Opportunities Closing This Month Opportunities Closing Thi
Lisa

Shantel Schun
- . Brag

= [t
- = Katie Sode
Taory Ca
Kim M

Sum [Weighted Revenus) (S
Actual Revenue by Status Weighted Revenue by
Won Opportunities - This Manth Won Opportunities - This
lesse Granl
Lisa Pat
Shantel Schuma
1 5 Mick Wave
=
= Won g Brad B
b = Meghan Bu
Katie Soderb
Tony Cann
Kim McE
Sum [Actual Revenue) (5]
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BUILDING DASHBOARDS TO SIMPLIFY THE PROCESS OF CAPTURING METRICS

At ClickDimensions, we monitor a number
of metrics that we like to record over time.
During our weekly sales forecast call,

we look at the number of customers we
added, partners we signed, demos we did
and more. With CRM, it is easy to build
dashboards that calculate these metrics.
Once you've built these dashboards, you
can simply run them every time you want
to capture the metrics. The metrics we
capture on a weekly basis are:

+ Current month’s weighted revenue
(overall and by salesperson)

+ Total weighted and overall pipeline
by salesperson

+ Total weighted and overall pipeline
by month

* Number of demos each salesperson
has done in the current month
(“"demo” is a custom activity for each
product demonstration we do)

*  Number of current customers,
partners and prospective partners

+ Breakdown of partners by
salesperson

To easily find the numbers, we built a
couple of dashboards that pull it together.
Below is a chart in our dashboard which
quickly sums the number of partners by
salesperson. For each metric we track, we
can easily pull it from a different chartin a
dashboard.

Accounts by Owner

Resellers

Shantel Schumacher 2z
Mick Waverek
Brad Burks
Meghan Burner
Katie Soderberg

Teny Cannizzo

0 10 20 30
Countall

Because you can easily create a chart of
anything you can count, sum or average
in Microsoft CRM, you can combine these
charts into dashboards and then record
the metrics on a predetermined frequency
so that you will be able to look back and
see how metrics like your customer count
or overall pipeline grew over time. By
making it very easy to pull your metrics
each week, you reduce the barrier to
collecting this data, and you can begin to
see meaningful trends.
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USING CRM WORKFLOW TO CALCULATE WEIGHTED REVENUE ON OPPORTUNITY RECORDS

Why doesn’t Microsoft CRM have a weighted revenue field for opportunities? Heck, |
don’t know. It is hard to imagine many sales teams that don't use some sort of revenue
weighting based on probability. But that is beside the point. Let's see how to make this
happen with CRM workflow.

First, start by adding a custom field to your CRM opportunity records. Call it Weighted
Revenue and make it a currency field. See below.

Schema
Display Mame * eighted Revenue Requirement Level * Mo Constrain
Mame * |-:-:Ii_-.'.-':i-;lht-':-:ll-':.-':nl.l-': Searchable Yes
Field Security " Enable ™ Disable
suditing * ® Epable  Disable
ﬁ'.\. This field will not be audited until you enable auditing on the entity.
Description

For information about how to interact with entities and fields programmatically, see the Microsoft Dynamics CEM SDE

Type

Type * Currency -
Precision * Currency Precision

Minimum Value * -1,000,000,000.0000
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Add your new field to your opportunity record form(s).

L:_I Opportunity
ACME Corp - Std/Annual

Potential Customer  [5F ACME Corp Rating Pipeline Owner

Status Open Est. Revenue $10,000.00 Est. Close D
General
Topic ™ CME Corp - Std/Annual
Potential Customer™® [} ACME Corp | Source Campaign ™® |# Bing Ad
Forecast Information
Revenue . System Calculated ® User Provided Opportunity Type " Renewal & Ne
Est. Revenue | % 10,000,00 Probability () 75
Est. Close Date 11,/30/2012 @ Weighted Revenue I S 7.500.00
Actual Revenue I g Annualized Revenue I g

Currency * &4 115 nnllar

Now comes the fun part of building the workflow to automatically calculate the weighted
revenue value. Weighted revenue will be equal to estimated revenue times probability.
But, since the probability field is actually not a percentage, but an integer from 1-100, we
will need to divide by 100 after we multiply estimated revenue times probability.

Our workflow will be based on the opportunity record estimated revenue or probability

fields being updated.
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General Administration | Motes |

* Hide Process Properties

Process Mame * Icalculate Weighted Revenue

Activate As Process

Available to Run

[¥ As an on-demand Process

[ Asa child process

Entity

Category

|Oppﬂrtur1it_l.-'

oW

§i
vy LITET

Options for Automatic Processes

Scope
Start when:

Organization
[+ Record is created
™ Record status changes

™ Record is assigned

[v Record fields change

Select

Then we will have three steps in the workflow:

1. Set weighted revenue equal to estimated revenue

2. Multiply weighted revenue by probability

3. Multiply weighted revenue by .01 (this is the same as dividing by 100)

3 Add Step = j*ﬁ Insert )( Delete this step.

® Set weighted revenue equal to estimated revenue

Update: Opportunity - Set Properties

* Multiply weighted revenue by probability

Update; QOpportunity - Set Properties

® Multiply weighted revenue by 01

Update: Opportunity - Set Properties
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Step 1 looks like this:

Process: Calculate Weighted Revenue

Update Opportunity

neral

Form Assistant

ic

ential Customer

recast Information

EILIE ™ system Calculated  User Provided
Fevenue |

Close Date [@

ual Revenue I

Source Campaign

Cpportunity Type
Probability (3]
Weighted Revenue

Annualized Revenue

Currency

™ Renewal  Mew Busine

Dynamic Values

Dynamic Values

I {Est. Revenue|{Opportunity)}

Operator:
Set to

Look for:
Opportunity

Est. Revenue

| & #

Est. Bevenue(Cpporfunity)
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Now step 2:

Form Assistant

Dynamic Values

Source Campaign = Dynamic Values
Operator:
"N.* Multiply by
Opportunity Type " Renewal © Mew Business Look for:
Opportunity
Probability %)
_ Probability
Weighted Revenue Multiply by
{Probability(Opportunity)}
Annualized Revenue I x| & B
Currency = Probability{Opportunity) 1
Finally, step 3:
Operator:
’ Multiply by
Opportunity Type " Renewal  MNew Business / Look for:
—_ - Opportunity
Probability 55}
4 Probability
ﬂ Weighted Revenue Multiply by ”~
10.01}
. Annualized Revenue I x> | & W
Currency
ﬁ ault value:
0.01
Total Amount I

Admittedly, that is more work than you
should have to do just to get weighted
revenue on an opportunity record. But,
you only have to do it once and then it will
automatically calculate this value going
forward. Keep in mind that, since workflow
does not fire until a record is saved, you
will not see the value update until a few
seconds after you save the record and
refresh the screen. It is possible to do this
on the form with script, but this is the 'no
coding’ option.
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Chapter 10
Data & Research

Data and research are essentials for modern marketers. Here are a few ideas for
collecting and calculating various kinds of data.

AUTOMATE YOUR DATA WORK WITH AMAZON'S
MECHANICAL TURK

As marketers, we are often faced with a list of data that needs to be improved. In this
example, we will take a list of organization names, find their URLs and determine their
locations. But my list is long, and | have better things to do, so | am going to go to
Amazon’s Mechanical Turk for help.

Amazon's Mechanical Turk is a website located at www.mturk.com where you can design

a job that various people can do for you. For example, my job is to have people search
on a company name (and optionally an individual's name) to find the company URL and
location. In Amazon’s terms, | am a “requester” of work, and the people that will do my
tasks (called “HITs” - human intelligence tasks) are “workers.” The workers can be stay-at-
home moms/dads, students or anyone else with a computer, internet and a desire to earn

amazonmechanical turk
e S
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a few dollars. Anyone can sign up and become a worker, but Amazon allows you to only
expose your work to people that they deem certified. Let's get started.

We'll begin by creating a HIT template. This is effectively a web form where a worker will
read the description of your task, see the input information you provide him or her, and
enter the output information you expect them to find. In my case, my form/template will
describe the task, list a person’s name and a company name, and ask for the company

URL, country and, if the company is in the USA, its state. We begin by describing the HITs.

Then we use our HTML skills to design the web form the workers will use. Amazon has
starting templates for you and plenty of help resources to guide you in setting this up.

Describe your HIT

Titha
Given a parson’s name and an organization name find the URL, country and state (if United States)

Dcvibs the task b woroens. B 83 specific & possible. 8.5, “Briwer § Sufvey 850Ul Movied”, imSesd of “shar Suniy”™, 50 worken indw Wil b5 saped

Description
Given a person’s name and an organization name find the URL, country and state (f United States)

Sivln el datad] ABout this 1848 This grels wofne § Bl meoes infemation baboes iy dbsion 18 e you HIT

Heywords
data collection, addresses, histings

Prowide iywords that will belp workens sesech for your HITs

Once my form is designed, | can download a .csv file that will accept my input data. | am
going to supply an individual and an organization name for each HIT. As the HITs are
completed, | will receive a URL, country and state (if USA) for every HIT | upload.
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Find the URL, country and state (if USA) this companylerganization

Perorm a Google search on the company name oplionally using the indnidual name to ensure you are finding the right company
Determine the corract URL for the company and enter il below beginning with the protocol (i.e. include the hittp:i)

Golo the URL and locate the companylergnization’s main malling address (usually on the “Contact Us™ page)

Enter the LRL of the main home page below

Enter the country and state (if LISA) below

Include any comments you feel necassary

Indhdudal Name: ${indiviudalName}

Company/Organization Name: ${0rganizationMame}

URL:

Country:

State (if USA)

| populate the .csv file, upload it to Amazon and publish the job. As workers begin to accept
and complete our HITs we can check the progress of the job in the “manage” section of the
Amazon interface. This shows me the average hourly rate | am paying as well as the number
of HITs that have been completed. | can inspect and review the HITs to make sure the
quality is good. | have elected to use “certified” workers, so I'm paying $0.20/per HIT to make
sure | get the best quality. You can bid whatever amount you want, so | could perhaps bid
lower and get the work done. However, | started at $0.10/HIT and had no takers for several

hours, so | decided to increase the rate.

| have used Mechanical Turk to do many mundane data jobs, and | find the quality to be
decent. For something like locating the URL and location of companies, it is good and cheap.

A B
IndiviudalMName OrganizationMName
Hitl_IndiviudalName_data Hitl_OrganizationName_data
Hit2_IndiviudalName_data Hit2_OrganizationName_data
Hit3_IndiviudalName_data Hit3_OrganizationName_data

Nk W k| e
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WHAT IS A GOOD LEAD WORTH TO YOU?
THE LEAD VALUE CALCULATION

Here we will present a very simple way to think about the value of a new good lead. As
marketers, we often have to make decisions about marketing investment. When a CEO
asks us whether the $10,000 we plan to spend on a trade show will pay for itself, it helps
to have a good idea of what each expected lead is ultimately worth to us.

Start by thinking about your universe of prospects as a funnel. At the top of the funnel
is the total number of prospective clients for your product or service. Below that is the
number of prospects you know about (i.e. the number that exists in your CRM system).
Below that, the total number you have converted to customers.

Dividing the number of prospects you have converted to customers (250) by the number
of prospects you know about (1,000) gives you the probability (25%) that you will close
any new prospect you find out about. After all, if you know about 1,000 prospects and
have closed 250 of them, you are closing one out of four of your leads. At this point, you
may realize that you haven't really tried to close all the prospects in your CRM. In this
case, make an estimated guess as to the number you have tried to close and then go and
attempt to close the others. You get the point.

The next metric to factor is the average profit (not revenue) per prospect. Your financial
person can give you an idea of that by providing basic margin and customer data. For
example, if you closed 100 customers last year and made $100,000 profit, then you made
$1,000 profit per customer. Taking the 25% probability of closing a new lead and the
$1,000 profitability per customer, you can determine that your maximum spend per
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good lead should be $250. But keep in mind that is the maximum
spend, which leaves you with no profit. Depending on how
aggressively you want to either grow the top or bottom line, you
can determine how close you should spend to the maximum.
Companies that are focused on revenue (top line) may be
comfortable spending up to $250 per qualified lead. Those that
are focused on profitability will be much more conservative.

Now, if you've been paying attention, you may have realized that
we didn't mention the total number of estimated prospects. This
is the 25,000 number in our example. While this doesn't play

into the lead value calculation, it does serve to give us an idea of
the potential for our revenue. If our example company has only
closed 250 of the 25,000 total prospects and our probability of
close is 25%, then we're justified to do some serious marketing to
identify and sell to those other 24,000 prospects.

< Total estimated prospects

< Prospects we know about

< Prospects we've converted to customers

Number of targets in market 25,000
Number of targets in your CRM 1,000
Number of customers 250

Probability of closing new targets you discover  25%

Initial deal profit 41,000

Maximum new customer acquisition cost

<5250

ClickDimensions has
allowed us to collect

all the data for our
marketing activities onto a
single solution, and build
our marketing intelligence
based on that data.

JASPINDER SINGH,
BUSINESS APPLICATION MANAGER
IMG
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Chapter 11
Microsoft CRM Features

Many books have been written on this topic, but here we will share a few of our favorite
tips and tricks for using Microsoft Dynamics CRM.

CRM WORKFLOWS: WAIT VERSUS TIMEOUT

When creating a workflow you may find that you need to insert a delay between one step
and another. There are two main ways to accomplish this: a wait condition or a process
timeout. It is important to understand the difference between the two so that your
workflow can fulfill its intended purpose.

Simply put, a wait condition is action- or state-dependent while a process timeout is date
or time-dependent. Below | outline an example scenario for each.

Wait Condition

A wait condition tells the workflow to wait until some specific action has occurred, such as
a field changing or updating to a specific value. This is useful for situations in which you
need to wait for something to be done, rather than wait a specific amount of time. Wait
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conditions are great for building workflows that are coordinated
with manual processes carried out by users. You can add a wait
condition to a workflow by selecting Add Step > Wait Condition.
Imagine that you want to create a “Registration Communication”
workflow to automate communications with a contact regarding
the status of their registration for a service. You have already
created a form that, when submitted, marks a flag field on

the contact that will trigger the “Registration Communication”
workflow. You want the workflow to send an email to the contact
letting them know that their registration request is pending
review, and to send an acceptance email once this approval has
been manually granted by a user who changes a Registration
Approval field to Approved.

You need a wait condition to accommodate this manual approval
portion of the process, as shown here:

[=Add Step - | Zwalnsert + 2 Delete this step

& Send "Pending Approval” Email,

Create:  Send ClickDimensions En =

= Wait for manual User approval,

Wait until Contact:Registration Approval equals [Yes], then:
& Send “Registration Approved” Email,

Create:  Send ClickDimensions En «

When set up like this, the workflow will begin by sending the
Pending Approval email to the contact, wait for the user to change
the contact's Registration Approval field to Yes and, once this is
done, send the Registration Approved email to the Contact.

Process Timeout

A process timeout tells the workflow to wait for a specific amount
of time or until a specific date. The former is essential for building
workflows that should space out the execution of certain steps
while remaining fully automated, while the latter is needed when a
given step has to execute on a certain day or time. You can include
a process timeout in a workflow by selecting Add Step > Wait
Condition, and then adjusting the values as shown here:

n E‘:I Save and Close
(|

itj Clear

[ | w Process Timeout Equals

[Es] [¢

l Select

Imagine that you are creating a Registration Confirmation
workflow that, as above, runs when a flag field on a contact
record is updated by a form submission. You want this workflow
to send a confirmation email asking the contact to review the
information they have submitted. In the email you tell them that
they have 48 hours to review the information and respond with
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any adjustments, after which time the registration information will
be locked in. This process does not require any manual review, so
a process timeout is appropriate here.

The workflow would send the confirmation email to the contact
as soon as the flag field was updated, wait for two days, and
then send the contact an email letting them know that their
information has been finalized.

The process timeout step looks like this:

n [ Save and Close i Help =
- Form Assistant >
|49 Clear
| Dynamic Values E‘
v Process Timeout Egquals 2 Days Duration
| Dynamic Values -
Select
Month  Day Hour Minute
o B2 o Elo
Duration [=]

And the workflow looks like this:

[ Add Step = | Sr<lnsert - 3% Delete this step,

@ Send “Confirmation” Email.

Create:  Send ClickDimensions En v

- Wait two days.

Timegut until 2 Days then
& Send "Registration Finalized” email.

Create:  Send ClickDimensions En »

Another option that you have here is to wait until a specific date
rather than a set amount of time. For example, if a registrant
should be able to update their information up through but not
after March 20, 2015 you would set the Process Timeout to equal
3/21/2015 12:00 AM.

n El Save and Close

1
IS Clear
| | w  Process Timeout Equals 3/21/2015 1200 AM

| Select

Which, once saved, will look like this in your workflow:

|[= add Step - | j'ﬁlnsertv 2 Delete this step,

& Send "Confirmation™ Email,

Create:  Send ClickDimensions En v Set Properties

* Wait two days.

Timeout until 3/21/2015 1200 AWM then

@ Send "Registration Finalized™ email,

Create:  Send ClickDimensions En

Set Properties

These are pretty simple examples, but you could use these

same principles to create some pretty complex workflows that
accommodate for manual processes, variable process start times,
scheduled deadlines and start times, and more.
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CRM WORKFLOWS: PARALLEL WAIT BRANCHES

Imagine that your sales users are required to fill in an Estimated Close Date field on every
opportunity that they create in CRM, and you want to automatically create a reminder task
for the sales user one week before the estimated close date. However, to avoid confusing
your sales users with irrelevant tasks, you need to make sure that the reminder task is not
created if the opportunity is won or lost more than one week before the estimated close
date.

The key here is that we want the workflow to wait for either of two conditions to be met,
execute the steps following the condition that is met and then not execute the steps
following the other unmet condition.

The first idea that many users have when faced with this situation is to create a single
wait condition that contains a process timeout and a check condition set as an OR group.
This is sound logic, however, CRM does not allow a process timeout to exist alongside any
other condition; the desired OR group is impossible to create.

Thankfully, the parallel wait branch gives you the tools to construct a workflow that
follows that same OR logic without remaining within the properties of a single wait
condition. To set a parallel wait branch, all you need to do is add a normal wait condition
to your workflow, select that wait condition and then choose the Parallel Wait Branch
option from the Add Step menu. The parallel wait branch will appear on the same level as
the original wait branch.
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Here is what it looks like in CRM:

E3AddStep ~ | Zealnsert X Delete this step.

« Type a step description here,

Wait until Opportunity:Status equals [Lost] OR Opportunity:Status equals [Won), then:
Select this row and click Add Step.

Timeout until 7 Days Before Opportunity:Est. Close Date then
Select this row and click Add Step.

As you can see, one wait branch is set to wait until the opportunity’s status equals
Lost or Won and the other is set with a process timeout that waits until seven days
before the opportunity’s estimated close date. Now, all that we need to do is set the
actions that we would like to occur for each wait condition. | have set it to stop the
workflow if the opportunity is lost or won, and to create the reminder task one week
before the opportunity’s estimated close date:

- b kR seesacime B O sawae  [5] Comenttonresttme wandiow | 53 Show Dependensen  Jyboien - e -
rg‘. Process: Oppanunty Resmder - Wt Untl Time or Athon Werking on wolutsen fedsun Somgton
2 information
i G Cenaeal | Aosnndnban | hsin -
T \nbcomation Pt Procen Fregertin
A A Hatery
; Prectid Mme mm.mwun_ iy Cmzatuny
S MroceH S Aoty b Precens ) Chngiy [
Foesiatha s Raum Oty e Automats Proseues
Bt workPipe  the baskgreund irecemmended o Cegancatien =]

L] &1 an en-pemand geooenl

] 24 0 exidel pracess

Stat wmere b Raond it cested

] Raang sarius inasgrt.
Wil Job Rrteribion [C] Resand i arssgnas

] autamaticaty sevte comgtabed wartfiow ot A0 1w did 19@r [ Recaran =

[ Resond i aeisted

[ ddd Sirp = | TSt = 3 Detate i iep
= R 8 i GHTDN hene
MY A Sttty SLat Ui it 12 621) I Cppactunly Shatish dguiil 14 5, i
& M Oppertungy it won o b0 Mop tha westlios
Stmp weelflow Wt itatus ot [Susceedes .| | Setirapertes |
Tisercod il T Gy Bfar Orppacbumeip £ Cloe Dt B
# M Opportuniy n nad won o lsal by ene werk Brlon W Dibmated Ciase Dafe. create 8 nemandar Task §or Bhe cwwming Lher,

e [1an -] (it |
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Here are the properties for the Create Task step. You can see that | have set the Due Date
field to equal the opportunity’s estimated close date, the Start Date field to the day the
task is created (seven days before the opportunity’'s estimated close date), and the Owner
field to equal the opportunity’s owning user. | have also used the opportunity itself in the
Description and Regarding fields:

‘7_ Process: Opportunity Reminder - Wait Until Time or Action
— Create Task
Subject ™ Opportunty Reminder - One Week Remaining! Foem Avntant -4
Due Date it Chose DaterOpportundyll [er——— z
Created Gn =1 ] Oyamic Vadu o
Sewt Date 7 Dy Betore Est. Chone DaterOpportuniyll Operator: =
€A Description Look for
Thit is 3 remincer Taskc would be coted one weet from today. Opportunty >
X o 3
Dot vatuse:
Regarding [OpportuntytOppontuntyil
Dustion 30 minutes B
4 Additional Fields
Atusl [ng [Bw  Adusl St B
Categony Cwnet {Cwming UseniOpportuniyl
Puicent Complete Pricity Mormal ]
Suo-Category Cunency
v

And that's it! Once this workflow is activated, it will run for every opportunity that is
created and either end with no action or create a reminder task one week before the

opportunity’s estimated close date.

This is just one example - you can use parallel wait branches to build workflows that are
much more accommodating to a variety of actions and situations than what is possible

with a single wait branch.
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ADVANCED FIND: SOME COMMON NEEDS

Microsoft Dynamics CRM's advanced find feature is a powerful
tool for searching and sorting through the data a records in your
CRM. On a basic level, all you have to do is specify some criteria
and run the advanced find query to return all of the records that
meet those criteria. However, things can get a bit tricky when

it comes to the advanced find tool's specific requirements and
limitations, and what seem like basic tasks end up being more
complicated than expected. This blog post outlines queries and
workarounds for three such needs:

+ Creating a view that shows records in the current user’s
business unit.

* Return parent records that have multiple specific child
records of the same entity type.

* Generate a list of records that fail to meet specific criteria.

Creating a View that References the Current User

Many businesses have CRM set up so that users are in business
units with other users with whom they share records; for
example, contacts. While each user can easily see their own
records in the My Contacts view, it would be beneficial to give
them an easy way to view all contacts owned by any user in the
same business unit.

This can be accomplished by creating an advanced find that
returns all contacts with an owner who is in a business unit that
contains the user who is currently running the advanced find. This
is how this looks in advanced find:

Al Microsoft Dynamics CRM
h Advanced Find
"' Z ' j H Save As ~:2 [= Group AND
Query .Sar-.red Re:ults MHew  Sawve ';z EERCADIERE Clear {F Gtute ) oW
|| Views 27 Edit Properties @
Show View Query
Look for: | Contacts E] Use Saved View: |-[new]
Select
- in r
Select
= Business Unit
Select
> Users (Business Unit]
« LUser Equals Current User
| [=]

Now all you need to do is save this as a view and each user can
easily view every contact in their own business unit.
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Parent Records with Multiple Specific Child Records of
Matching Entity Type

Another common need that businesses have is return parent
records that have multiple different child records of the same
entity type. For example, you may need to see a list of every
contact who been sent both Email A and Email B. One common
misconception here is that you could simply search for all contacts
that have a related sent email, as shown below:

m Advanced Find
E j [ save as F,
& Edit Columns [i2 Group OR

Query | Saved Results Mew Save Clear 0
Views [ Edit Properties =L Detalls |
Show View Queny

i= Group AND

Look for: n Contacts

x|  Usesaved view: | [new]

sled

~ Sent Emails [Contact]

v Subject Equals Subject Line A
+ Subject Equals Subjectline B
Select

However, this is actually searching for contacts who have a related
sent email record where the subject is both Subject Line A and
Subject Line B. This is clearly impossible, as the Subject field
cannot contain both simultaneously. Instead, you can accomplish
this by creating an advanced find that searches for contacts

with a related sent email where subject equals Subject Line A,
then reaching back to the associated contact and searching for a
related sent email where subject equals Subject Line B. You can
continue looping back to that owning contact to specify all of your

necessary criteria.

The query looks like this in the advanced find:

Advanced Find

ﬂ ' j | I Il Save s Q [z Group AMD

H |

S| | = = Edit Columns [iZ Group OR

Query | 5aved Results Mew Save ClEar ey Dow
Views [} Edit Properties = Details |
Show View Query

Look for: | Contacts [=]  Usesaved view: | inew]
Select

= zent Emails [Contact]

« Subject Equals Subject Line A

Sefect

Eguals
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Return Records that Fail to Meet Criteria

One very common need is the ability to generate a list of records
that fail to meet certain criteria, or that do not have a certain
related record. For example, every contact who has not been sent
any emails in the last six months. Unfortunately, CRM does not
allow you to simply run an advanced find for all contacts who do
not have a sent email record any time in the last six months.

The workaround for this is to generate a static marketing list
containing all potentially relevant contacts, and then remove
every contact who has a related sent email from any time in the
last six months, thus generating a marketing list containing every
contact who has not been sent an email in the last six months.
Assuming you have already populated your static marketing list
with the full list of potentially relevant contacts, you would run the
following Remove Members query:

@ Remove Members
Use search criteria to find members to remove from the marketing list.

[i Find

f Edit Columns

Look for: | Contact B Use Saved View: | [new

| __.“Ef' Dretails ﬂ Clear | E-J Group AND ]'{ Group OR
+ Sent Emails it
+* Sent On Last ¥ Manths ]
elect

After removing every contact who meets this criteria, you will be
left with a static marketing list containing every contact who has
not been sent an email in the last six months.
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AUTOMATICALLY CREATE AND UPDATE CONTACTS BASED
ON A CUSTOM ENTITY

When speaking with prospective customers, our sales team is often asked if it is possible

to automatically create and update a contact record based on the information entered
into a custom entity record.

For example, a university may have a custom parent entity that is used to store

information about students’ parents. On certain occasions, the university will want to send

emails to these parents, and to do so they must have each parent’s information stored

in a lead, contact or account record. In this blog post, we'll outline how to set up a pair of

workflows that will automatically create and update a contact record for each parent (or

any other custom entity) record so that emails can easily be sent out to these parents via

the contact records at any time.

To automatically create a contact when a parent is created, and to keep this contact
current with any updates to the information on the parent record, you will need two
workflows: one that runs when a parent record is created and another that runs when
a parent record is updated. We'll call these the Create Contact and Update Contact
workflows, respectively. Both workflows should have parent as the primary entity and
will need a scope that is appropriate to your CRM's structure. An organizational scope
will allow the workflows to run on every parent record in your CRM, though you should
check with your CRM admin if you are unsure of what the appropriate scope is for your
organization.
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Note that while the Create Contact from Parent workflow will always work, the Update
Contact from Parent workflow will only work if the parent has a 1:1 or N:1 relationship
with contacts. With any other kind of relationship, CRM’s workflow functionality will not be
able to access the existing contact via the parent.

The Workflows

The Create Contact from Parent workflow should run when a parent record is created and
have a Create Contact step that creates a contact record and uses the workflow’s dynamic
values to pull the desired information from the parent record into the contact record.
Then, use an Update Record step to update the parent record’s Contact lookup field

with the contact that was just created; this is crucial for the second workflow to function

properly.

Here is an example of the overall Create Contact from Parent workflow:

!.:_g__ Process: Create Contact from Parent Working g
= I Information
o General | Administration  Motes
. Information - Hide Process Properties
2 Audst Histary
P Process Hame ® Create Contact fiom Parent Entity Parent
G Process Sessione Artivale A5 Process E] Category Woakflow
SPRRLIe Y e Options for Automatic Proceises
- Run this workdiow in the backgrownd [recommended) Scape Crganization rv]
s an onedemand process oy 2] Recond I creatiid
TS b gk || Recoad status changes
Workflow Job Retention [ macod is ascigred
7] Automatically delete completed werkPlow jobs (o save disk space) ] Riecard fiekds change |: o
[7] Record is deleted
[ Add Step ~ | S==lnsert= 3 Delete this step
4 Create the Contadt and pull information from the Farent.
Creste:  Contad - '_ik_h_np-;;ﬂ
& Update the Parent's "Cortact” field 1o astociate the twa records,
Update:  Parent -
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And here is an example of the properties for this workflow's Create Contact step. Note the

dynamic values pulling the email and business phone from the parent record:

EEJ Process: Create Contact from Parent
Create Contact
Form Assistant S
4 Summary
Dynamic Values [=]
CRNTA LR Nates are nat available within a workflow Company Vaki i
Full Mame * ! CL'ﬂ Diymamic Values
Job Title : i . Operaler: =
Company Name :ﬂ m Lok
E-mall {EmaiiParent)) Lead Source Parent =]
E.mail Address 2 Detautt Value [ =]
Business Phone [Phane NumberiParent]] aorkey
Hobile Phane X & 8
e ik P . Raddio Test =
m:;::; e @ No @ Mo @ Yes
Fax
Preferred Method C L F =
of Contact s = el i Detault vahie:
And, finally, an example of the update parent step:
m Process: Create Contact from Parent
' Update Parent
# General Form Assistant »
Dyniamic Values E
Hame Hotes are ot avaitable within a woridiow Eie
amic Values -
il
Phame Humber Os:w:ur E
Addiress 1: Street R
Ay Create the Cantact and pull infe[=]
Address 13 Gty Cordad E
o
Address 1: Postsl
Code X L
Contact {ContactiCreate the Contact and pullin ConfadpCreste the Contact and g8
Crwner |

Detault value:

=

=]
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The Update Contact from Parent workflow should run when a parent record’s fields
change. You specify in the workflow which specific fields on the parent record will trigger
the workflow when updated. This workflow should use an Update Record step to update

the parent’s associated contact with the current info pulled from the parent record. You

will need to be sure to use dynamic values to pull information into every important field
that may have been updated. This way, no matter which field was updated, all of the

current information is brought in.

Here is an example of the overall Update Contact from Parent workflow:

t | Process: Update Contact from Parent
2 T Information

Genersl | Adminitteation | Neled

4 Common
T Infoarnation - Hide P G "
= Audit Histony
4 Proces Secdont Process Mame * Update Contact fram Parent
ﬂ Process Sessions Artmate ds Process E

Available ta Run
Fum this workflow in the background [recommended]
7] &5 an on-demand peccess
[7] A5 a enild process
Workflow Job Retention
[¥] Bitomaticaily deiete completed workdiow jobs o save disk space]

[ add Step = | Tralnsert = 3 Delete this step.

& Type astep description hene.

Update | Contsa = | [[5et Propetes |

Entity Farent

Categany Warldlow

hptions for Automatic Processes
Scope Organizaticn

SEBM wihen: [T Record is created

|| Record status changes

|| Recard is assigned

[ —
[ Becord fields change | Salact

"] Record i4 deleted

Working on
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And here is an example of the properties for this workflow's Update Record step:

!%-— Process: Update Contact from Parent
" Update Contact
- Assistan *
4 Summary = form t
CONTACT INFORMATION Dyramic Valees -
Nites are not svsilable within & workflow Company = 3
Full Hame * ,— a | Comamic Values
o Title Owner Operator:
7 L sew [=]
Compary Hame = okt
E-mail PRy Lead Source ':l Parent El
-
E-fiil Address 2 . Address L: Sreet Address r:J
Visitor Key Add
Business Phione {Phane WNumberParent]]
Mobile Fhione bl * 8
Radio Test
ATE O URTE s Yes & Mo Ho Yes Address 1: Street AddressParent) »
pressune’ > -
Fax
Prefermed Method -] Case Titde a4
of Comaa Detail walae:
Address A dness 1: Street AddressiP
The list of related records i not anilable wher
Colfer record from a process, 30d a Create Record step Ii
h#ﬂf Record st

Once you have activated these two workflows, any time a new parent (or any custom
entity you have set this up with) is created, a contact will be created, associated to the
parent, and filled with the desired information from the parent record. As existing parent
records are updated, their contacts will automatically be updated with the current
information.

If, after setting this up, you would like to send an email to all of the parent’s contacts, all
you need to do is create a marketing list and add every contact that has an associated
parent record where email (or any other required field) contains data. You can of course
get more specific with your filtering as necessary.
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PRE-POPULATE A FORM WITH DATA FROM THE RECIPIENT'S PARENT ACCOUNT

It has long been possible to streamline the form submission General | Administration | Notes
process for your customers by pre-populating forms sent out - Mide Process Propertes
through ClickDimensions emails (if you are not familiar with recsimer Beswem et e ey Sommea
. ) ) o Activate As Process hl Categary Wkt low
this process, you can read about it here on our help site). This is Availabie to Run Options for Automatic Processes
reat, but you can only populate data from the recipient’s record e o crosnizsnen
g ’ y y p p p * L As an on-demand process Start when: (] Record is created

L] As a child process | Record status changes

So what if you are sending out a form in which you need some
Workfiow Job Retention () Record is assigned

data from the recipient's parent account as well? This can be # automatically delete completed workflow jobs (to save disk space) @ Record fiekis change

. Record is deleted

accomplished using a pair of simple workflows.

(S Add Step - | S-alnsert- % Delete this step

How do | get the parent account data onto the form? o Add data to contactfrom parent account record
In order to pre-populate the data from the parent account record, s s :
it will need to be stored somewhere on the contact record. You
may or may not need to make some custom fields depending P pe— —
upon what data you want and how you are currently using your [ 7o A8 oo comae
. ! Update Contact
contact record. Once your record is ready to house the parent )
4 General oy Form Assistant »
account data, you can add it to your contacts using the following Saiutation puionsrhone A Dymamic Vlues
First Mame * Blobile Fhone Dynamic Values -
WO rkfl OW: Middle Hame Home Phone Operator:
Last Hame Facebook — ¥
Job Title Fax Look for: .
Company Mame :ﬂ Mickname [AccountiCampany Hame (Account]]) Contact
Premium Content v Newsletter No Yes ,T‘ .

The workflow is based on the contact entity and is set to run
when the Company Name field on the contact record is updated.
Once the field is changed, the workflow will be triggered and

an Update Record step will run that will update the contact
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record by populating the fields for parent account data with

the corresponding data from the parent account (note that the
workflow can be set to run as an on-demand process to update
contacts who already have a parent account specified on their
record). Now that the data is on the contact, you can set it to pre-
populate the form like you would any normal contact data, such
as first name or email address.

How do | get the parent account data back onto the account?
When your form is submitted, the updated parent account data
will be mapped back to the contact record. In order to have this
updated data mapped to the account record, use the following
workflow:

General Administration HNotes

w Hide Process Properties

Process Name * Map data from contact back to accour Entity Contact

Activate A% Process T Categary Waorkflow

Available to Run
# Run this workflew inthe background (recommended)

Options for Automatic Processes

Scope Organization

L As an on-demand process

Start when: L) Record is created

| As a child process ] Record status changes

Workflow Job Retention | Record is assigned

" Record fields change

Record is deleted

#| Automatically delete completed warkflow jobs [to save disk space)

G5 Add Step - :«:]nsert = X Delete this step

* Chedk to see if the account fields on the contact were modified by the CD service wser

If Contact:Modified By equals [ClickDimensions Servicel, then:
& updste the parent account

Update: | Company Name [Accoun ¥ Set Properties

m |l save and Close

Process: Map data from contact back to account

e Update Account

4 Summary
ACCOUNT INFORMATION . o
Motes are not available within a waorkflow

Account Name {Mickname{Contact]}

Phane {Business Phone(Contact]}
Fax
Web Site

Parent Account

Ticker Symbaol

E-mail

This workflow is also based on the contact entity, but it is set to
run when one of the fields containing the parent account data is
updated. This workflow starts with a Check Condition step that
checks to see if the field was modified by the ClickDimensions
service user (the specific name of the user will vary from customer
to customer and will not necessarily match the name in the
screenshot). This will indicate that the fields were updated by

the form submission mapping data back to the contact. After

this, the workflow runs an Update Record step that updates the
parent account record with the updated data that is stored on the
contact record.
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MAKE FIELDS SEARCHABLE IN MICROSOFT CRM AND FIND DATA MORE EASILY

Because we know marketers are very dependent on CRM data, Here's a great example. In a version of Microsoft CRM online
here’s a tip on how to make sure you can find the data you're where no customization has occurred, | can see that the lead
looking for in CRM. Have you ever tried to search on a field in pictured to the left has the email address someonel0@example.
CRM only to find no records? But, at the same time, you know com.

what you are searching for exists? The reason you can't find what

you are looking for is that not all fields in CRM are searchable by However, when | enter that value into the lead search box and
default. To make a field searchable you need to add it as a “find press enter, | get the message that nothing is found. Why?

column” to the entity’s Quick Find view.

Search Results ~ <omeone10@example.con

Topic 4 Name Company Name Status Reason Business Phone Email

LEAD ¥

Yvonne McKay -

Summary
CONTACT The reason that nothing is found is that the email field is not
searchable. To make it searchable, go to the Customizations
Topic ™® eBook . . .
¢ option on the navigation ribbon.
Name * Yvonne McKay
Job Title -
Microsoft Dynamics CRM | = Settings {8l Customizations
Business Phone -
Mobile Phone _ Business Customization Process Center
Email snmmnel[]@example.cnm Business Management m Customizations M Processes
Templates Solutions
COMPANY
Company * Practical Supply Company
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This will launch the customization screen where you can then choose the Views option

under the lead entity.

n /gy Publish All Customizations

“‘ clickdimensions.com

Lead
= Views
Solution Default Solution View: | All Active Views
i [ Invoice Product
[> ﬁ@ IP Organization ] New | X | More Actions -
i [T] Knowledge Base Re... Name Type State Customizable
4 td Lead
L . Closed Leads Public View Managed True
Lead Advanced Find View Advanced Find View Managed True
o al s
(5] Fields Lead Associated View Associated View Managed True
m L Lead BulkOperation View Associated View Managed True
=5 1:N Relationships
%‘,ﬂ N:1 Relationships Lead List Member View Associated View Managed True
55 N:N Relationships ead Lookup Vi Lookup Vi Ma T
i‘_% M up View p View naged Tue
[54 Business Rules Leads Being Followed Public View Managed True
[ wal Lead Address
b Letier Leads I Follow Public View Managed True
> L3 Mail Merge Template Leads Opened Last Week Public View Managed True
[> §P Mailbox
> ﬁ Marketing List Leads Opened This Week Public View Managed True
I &) Melissa Data Addre... o
P Lé MG Migration Leads: Influenced Deals That We Won  Public View Managed True
b Ld Note Leads: No campaign Activities Sent Public View Managed True
[ é Nurture Program
i+ 7] Opportunity Leads: Older Than & Months Public View Managed True
Opportunity Close
b 6% Opportunity My Connections Public View Managed True
> £ Opportunity Product
I> ﬁ Opportunity Relatio... My Open Leads Default Public View Managed True
[» B4 Option Mapping -
b Order Open Leads Public View Managed True
=
I+ |5 Order Close Quick Find All Leads Quick Find View Managed True I
[ @ Order Product
[» @l Organization
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Open the view whose type is Quick Find
View and select the Add Find Columns
option.

Then simply put a check mark next to the
email field so you can now search on it.
Publish your customization for it to take
effect.

h i F;‘Saveandclose T Actions ~

Topic

View: Quick Find All Leads

Name

Company Name

i@Help -

Working on selution: Default Solutien

Common Tasks

View results are displayed here.

e -

5§ View Properties
=) Edit Filter Criteria
72 Configure Sorting

¥ Add Find Columns I

[E Change Properties
¢ Remaove

< < HRin

(< <]

Display Name &
Do not allow Phone Calls

Email

Email Address 2

Email Address 3

Est. Close Date

Est, Value

Est. Value (Base)

Est. Value (deprecated)
Evaluate Fit

Add Find Columns

Select the columns to be searched on for this Find view.

Name

donotphone
emailaddress1
emailaddress2
emailaddress3
estimatedclosedate
estimatedamount
estimatedamount_base
estimatedvalue
evaluatefit

Type

Two Options
Single Line of Text
Single Line of Text
Single Line of Text
Date and Time
Currency
Currency

Floating Point Number

Two Oplions

0K

Cancel
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REMOVING MARKETING LISTS FROM SUBSCRIPTION LISTS

Have you ever needed to remove a marketing list from a subscription list, but couldn’t
find a way to do it? It could be that the necessary field is hidden from your entity form.
Adding this field back to your marketing list form makes changing your subscription list
associations quick and easy.

Think of your marketing list as a container for a group of people you want to email, and
your subscription list as a topic. Since a marketing list can only be appended to a single
subscription list, it's possible you may want to shift your group of recipients to a different
topic. For instance, if you have a subscription list for your organization’s annual national
conference, you may have five marketing lists appended to it - separate lists for Maryland,
Virginia, North Carolina, South Carolina and Georgia contacts.

Microsoft Dynamics CRM

1 LT : INFORMATION

National Conference =

Marketing List Associated View ~

= ADD MEW MARKETING LIS _=.—..".". M MAREET N lll CHART PAHE = E-I‘I'.'-":"." 4 u':'.'.."."-".l':. " u.. EXPOAT MARKETING LISTS -
-\.r Fiama Tipe Bl kst Purpos
Statie Contact
Jed ] Stabc Es:
Stabic Conksct
tabic ntax
airgia Cantacts Stabic Contart
@Q &“‘ clickdimensions.com 192 0 G @ @
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In the past, you invited everyone to the same conference and sent them emails about
that event. But this year, you're going to have two conferences - a Mid-Atlantic conference
and a southeastern conference. If you rename your National Conference subscription

list to Southeastern Conference, then you don't need to move three of your marketing
lists. Since you plan on making a Mid-Atlantic Conference subscription list as well, you will
need to break the association between your other two marketing lists and the original
subscription list. This will let you associate your Maryland and Virginia marketing lists with
your new Mid-Atlantic subscription list.

If you don't see the subscription list look up field on your marketing list entity form, read
on. If you already have this field visible on the form, skip down to step number five below.

I —
iC Qe . L]

Virginia Contacts -= Ty i T

Wirginaa Cantacts +

B Suaiie Full Mame 4 Business Phone Mame
argeted At B Contac

U5 Doflar
B AWITRNG 9:20 AM

Mavsibevs Count B0
]
Mo

Quick Campalgns
& Suzannah Howell i

" . . . 1
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Using the Delete Marketing List button from the subscription list

related records menu will not break the relationship between the
two records. It will delete your marketing list entirely, and you will
have to rebuild it from scratch. Save yourself some work and use

this six-step method instead.

Southeastern Conde..

Microsoft Dynamics CRM =

BSCRIFTION LT : INFORMATION

Southeastern Conference -

Marketing List Associated View ~

- ADD MEW MARKETING LIST (] ADD EXISTING MAREETIH # 0
Pame 2
+" Wirgirea Contacts Stabic Contact
tabc 1
Stahic Contact
Stabi Contact
tacts Static Contact

Virginia Contacts =

WVirginia Contacts

@ sutic

Quick Campaigns
& Suzannah Howell paig

1. The first step in this process will be opening the form editor

for the CRM marketing list entity. You can do this from your CRM
settings or you can access the form editor from any marketing list
record, as we are doing in this example. All you need to do is open
the record and click the ellipses menu.

2. Use the drop-down menu to select the form editor. This will
open the form editor for the marketing list entity as a whole, not
just this individual record, so your changes will be applied to every

marketing list record.

Virginia Contacts -

Wirginas Contacts

@ sutic

@ Contact

US Dollar
B 10ITR016 933 AM

Quick Campalgns
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3. Next, find the subscription list field in the field explorer menu 5. Now, when you go back to your marketing list record, a look up
on the right. Drag it onto the canvas. field will appear that displays the subscription list to which your
marketing list is related.

1 - s e
Boves = e Hae =1 - Brsesmeymon =
E B o wa Cee 3 i * e [ Pommer o g h"?_ N
Dree oo [ . L T, 5 Mg arss

DS auhicr nesipesates <k new (3 DeacTvaTE il DELETE B manNacE MeMBERS ) NBOMTAST ] CUCRDIMENSIONS (MPORT 8 ASSIGN ) SHARE

o ogase

RGRRET GG LIST ™

Virginia Contacts =
M Virginia Comasts + B
Lt Tyme® B Static Full bamer 1 Duseess Prore
Py = Shazan it el
Targeted 4™ B Contact
S o
Comney 145 Dollar
Wodfed On B Owi2rms &1 AM

Cost -
Wember Count L]
[l

1
Loched N

Last Used On

T & Susamnsh Howsll
[Ciescripbon =+

Sabrrnpien Lt Smtm f=H

e P e Oeee =1 B raeieryon T
Horco. B30 HI0C B OB s 6.If the look up vi the subscription list
o v, s T i | TN . ITyou open the I0OOK up view, you can remove the subscription list.
v Fo ]

Look Up Record

Enter pour vakrch csiteria.

ook for Setsaigton List * | El sShow onty My Records

Lok in | sebsorignen Un Lockup View T
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Once the association has been removed, you can append your existing marketing list to

another subscription list.

Microsoft Dynamics CRM = = S w  Mid-Atlantic Confer..
SUBSCRIPTION LIST : INFORMATICN
Mid-Atlantic Conference =
Marketing List Associated View ~
s ADD MEW MARKETIRG LUIST  [2] ADD EXISTING MARKET ol CHART PenE =  [B) RumimERORT ~ Q) ExcEL TEmeLaTES - B, EXPORT MARKETING LISTS
Active
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IMPORT AN EXCEL SHEET INTO CRM AS A MARKETING LIST

There may be occasions when you want
to send an email to a group of prospective
customers, but you have their data
stored in an Excel file and not in CRM.
ClickDimensions emails can only be sent
to recipients stored within your CRM, so
you will have to import this data as leads
(or contacts) then track down the records
created and create a marketing list. How
exactly is this done? The following steps
describe using native Dynamics CRM
functionality to turn an Excel list into a
CRM marketing list.

Creating a Marketing List from an

Excel File

First, you will need to properly format your
Excel file. To do this, include a header row
at the top of the Excel sheet with column
labels for all of the data you have in the
file, such as first name, last name, and
email address, then place the data for each
person in their own row so that their data
matches up with the labels in the header

row. Once the Excel sheet is good to go,
save it as a .csv file.

HS o -
HOME INSERT PAGE LAYOUT FORMULAS DATA

"D 5_; ) Calibri
)

[
¥
4
{mink

Paste

B I U~

1]
il
it
e
1"
el

Clipboard Font [P Alignme

c10 A X fe

A B C D
_|First Name
_|Courtney

1 Last Mame Email Phone
2

3 |Louella -

4 |Molly

5 |Rhys

& |Shawn

7 |Weston frie- -irieee

In your CRM environment, navigate to
Settings > Data Management > Imports,

it~ M | SETTINGS v  Data Management

Data Management

What would you like to do?
ﬂ % Duplicate Detection Setti )
i

Ings
seen e g ceecon sty oionien. (40

Duplicate Detection Rules
Creste, mocity anc pUDSSN dupiiCAte CETECToN NS,

3 ‘I] Duplicate Detection Jobs
5 coente sna moner aupseste aetseson jobs.

Bulk Record Deletion
Mansge Bulk recor-Geieton j6os.

Data Maps g Imports
Creste, import, ang Export st maps used Buring Import. Impert 68t and view the status of imports in progress

Templates for Data Import ﬁ Sample Data
B | cowesvarempnte rosa mpan. NP R——

then click Import Data.

SETTINGS v  Data Management

XouerEr D comvaunk v

o EMALALING + [ EXPORT TO ExCEL | illy IMPORT

+ My Imports ~ 2

Py [ ——— SotusResson | Soccesses. PataFasres | Emors TetProc. Cresteaon. W Q@

This will open a file select window where
you will select your .csv file,

Upload Data File

Select a data file to import into Microsoft Dynamics CRM.

Data file name:

ChUsers\Rhys\Desktoptlead list.csw Browse...
Supported file types: XML Spreadsheet 2003 (xmil), .csv, b, and zip

which will open an Import Wizard that
will guide you through the process of
successfully importing your data as leads.

Map Record Types

Map the source data files to the target Microsoft Dynamics CRM record types. If a source file cannot be mappd
record type, you can create a new record type or choose to skip importing the data.

:0 The data files have been successfully mapped to the target Microsoft Dynamics CRM record types.

Source Data Files

Microsoft Dynamics CRM Record Types
v lead list

_
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Once your new records have been created in CRM, navigate back to Settings > Data
Management > Imports. This will bring up a list of all of your record import jobs.

Open the one with the same name as your .csv file, then click Leads Fully Imported.

“ SETTINGS ~ Data Management

X DELETE - O coPyALINK | = o EMAILALNK | = # ©wroRT TO EXCEL B IMPORT DATA = H ADVANCED FIND

* My Imports ~ Seareh for records 0
v  |mport Name Sthatus Reason Sucoesses.. Partial Failures Errors Total Proc.. . Created On W i ]
; ead listosy Completed B o ] 6 5282004 436 F

This will show you a list of all of the leads created from your .csv file. Select all of the
records, then click the Add to Marketing List button and choose the marketing list to
which you want to add the records.

LIST TOOLS
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TIPS AND RESOURCES FOR MAINTAINING AND OPTIMIZING CRM PERFORMANCE

Microsoft CRM is an amazing system that makes use of an incredible combination of
software and hardware - everything from Windows Server, SQL Server, IIS, the .NET
Framework, DNS, ADFS, Outlook, Office and SharePoint. If you're not using CRM Online, it
can sometimes require a lot of skill and expertise to keep all these pieces humming along
like a well-oiled machine.

ClickDimensions makes full use of the range of CRM'’s capabilities in order to bring an
astounding level of analytical intelligence to your marketing efforts. But tracking your
website traffic and email delivery statistics means bringing a lot of data into your CRM.
Here are some resources and tips that can be helpful in optimizing CRM's performance
and maintaining your data. These tips not only apply to ClickDimensions, but to CRM in
general.

1. Optimization whitepapers from Microsoft:

These whitepapers cover a lot of territory. ClickDimensions makes use of just about
every piece of the CRM application, so every piece of CRM can be put through its paces:
the database, the servers, your internet connection and all points in between. Some

of the information in these whitepapers is geared towards developers like those at
ClickDimensions, who have incorporated optimization techniques in the code for our
solution, but there are also a lot of practical instructions for optimizing the CRM database
and infrastructure.

Some of the key optimizations you should consider include creating and maintaining
indexes (see item #4 below for some of the ClickDimensions entities whose tables you
might want to optimize), ensuring your SQL Server has sufficient RAM, and keeping
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transaction logs on a separate disk from the data. Make sure you understand the
ramifications of any change you make in SQL Server, and if you're unsure, consult an
experienced database administrator. CRM also has the ability to be deployed in multiple
server configurations, spreading server roles across multiple machines. Depending on the
size of your organization and your usage of CRM, you may get varying mileage from the
tips that Microsoft provides in these whitepapers:

* For CRM 2013: https://www.microsoft.com/en-us/download/details.aspx?id=42037

* For CRM 2015/2016: https://www.microsoft.com/en-us/download/details.
aspx?id=45905

2. If you're running SQL Server 2008 R2, Microsoft has an additional document on
some CRM performance improvements you can make in this PDF:

http://www.microsoft.com/download/en/details.aspx?DisplayLang=en&id=8438

3. Bulk record deletion:

Some entities in CRM can collect a lot of data, resulting in large tables in the SQL

Server database. If your SQL Server is not adequately optimized, users may notice slow
responses when querying these entities through views, reports or other means. If the
data is only valuable for a certain amount of time, it might make sense to periodically
remove old records to keep the size of these tables in check. (See item #4 below for a list
of ClickDimensions entities for which you might consider periodically deleting old records.
As with anything related to CRM, make sure you understand how your business users
make use of the data in CRM, and always make sure you have good, scheduled backups.)
Fortunately, CRM has an easy way to start bulk record deletion jobs that is built right into
the UL
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For CRM 2013/2015/2016:
Navigate to the Settings area and click on Data Management. Click
the Bulk Record Deletion link and then click New to launch the

Bulk Record Deletion wizard.

44 Microsoft Dynami | SETTINGS ~

0 mrerouonn zeercac Dutloc maioes you iven mcre pradhucires
Data Management

What would you like to do?
..I‘ 4 Duplicate Detection Settings
- =y | T

Sbecs Srlailt Suphcate SHlecEGn BITINGE

oy erganiation. o ] Criatis. meoddy $nd publish Sopian

.. Duplicate Detection Jobs
dasd Crmace and MOTn apicate detecTon jobs.
-

Data Man

A4 Microsoft Dynamics CRM « #

SETTINGS v

0 CRM for Outlook Ses how CRM for Outlook makes you even more productive, {

Bulk Record Deletion

View: | All Bulk Deletion System Jobs jV

Eﬂi

v System Job Name

More Actions =

Status Reason

Bulk Deletion - 7/26/2016 6:32:15 PM Succeeded
Bulk Deletion - Event Participations Succeeded
Bulk Deletion - Events Succeeded
Bulk Deletion -Contacts Failed

Bulk Deletion -Contacts Succeeded

In the Bulk Record Deletion wizard, define the records you wish
to delete based on criteria that makes sense for your business
users. The interface is very similar to CRM's Advanced Find. In the
screenshot below, I'm setting up criteria to remove “anonymous
visitor” records that were created on or before a certain date:

Define Search Criteria @ Help

Select search criteria to identify records to delete.

Look for: Anonymous Visitors |~ Use Saved View: [new] e

#1 Clear E-] Group AND ][ Group OR

v Modified On n or Befor

Select

Preyiew Records

pck | [ mext || cance
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Next, choose the date and time to start the bulk record deletion. 4. Here is a list of some of the entities in CRM that may collect

If the criteria you defined in the previous step lend themselves to a lot of data, where you might consider removing some
it, you can even schedule this as a recurring job. (It wouldn't make older records from CRM when they are no longer needed.
much sense in my example to create a recurring job, since the Create system views with filter criteria that match your business
date in my example is fixed.) You can even tell CRM to email you requirements and think carefully about what the right data
when the job is completed. Depending on the number of records retention policy should be for your company. Note that many of
you are deleting, this may take a while to run. these entities are inter-related, so deleting an Anonymous Visitor
record will delete its child Visit records and Page View records:
Select Options © Help
+ Anonymous Visitor (cdi_anonymousvisitor)
Spedfy the name of the bulk deletion system job, and scheduling and notification options.
« Visit (cdi_visit)
Name:
|Bulk Deletion - 8/2/2016 8:54:39 AM + Page View (cdi_pageview)
Bulk deletion job start time: « Email Events (cdi_emailevent)
8/2/2016 D54 AM [v]
5. To reduce the amount of data flowing into CRM:
[ Run this job after every .
& ] cays Lastly, it always makes sense to evaluate the type and amount
of data you are collecting in CRM. For example, your website
[ 5end an email to me R .- this job is finished. L . .
Also notify: statistics can drive a lot of value for your marketing efforts, but
| you may find it helpful to focus on key strategic and actionable
statistics, such as landing pages, pricing pages, etc. Consider
limiting the pages where you place the ClickDimensions tracking
script on your website to just pages that are important for your
sales and marketing efforts. If you place the tracking script on
T a webpage that has a good deal of traffic but little value to your

sales and marketing goals, you may end up with a lot of data in
CRM that is not actionable and not worth retaining.
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Chapter 12
Other Marketing Topics

The articles in this section may not fit well in the other sections of this book, but from
marketing automation to direct mail and positioning to wearable technology, they provide
some valuable insights for marketers today.

3 TIPS FOR MARKETING AUTOMATION IMPLEMENTATION

Why is breakfast the most important meal of the day? In short, because it helps ensure a
good start to your day. It's a short-term action that contributes to long-term success.

Similarly, a good start to using a marketing automation system can lead to great results
down the line. With that in mind, here are three helpful tips for successfully implementing
a marketing automation solution:

1. Choose wisely.

The first step in a successful implementation begins well before implementation
itself. While there are many factors to weigh when choosing a marketing automation
solution, the level of integration is critically important to consider. While some
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marketing automation platforms can be used without being
connected to a CRM system, integration between the two
solutions maximizes the power, effectiveness and value of

each throughout an organization. If you're a Microsoft CRM

user, there are a number of marketing automation systems

on the market today that integrate with CRM, but their level of
integration varies. The level of integration can impact the cost and
timeline for implementation, as well as the overall functionality.
ClickDimensions is the only marketing automation solution that
is natively built within Microsoft Dynamics CRM. This unparalleled
level of integration means that all of your sales and marketing
data is in one place and can be viewed in real time, no syncing
required. It also allows for quicker implementation and user
adoption, as your team already knows how to use Microsoft CRM.

2. Start small.

While features may vary according to the particular marketing
automation system you are implementing, email marketing,
campaign automation, forms and landing pages, surveys, web
tracking, event management, SMS messaging and more are all
commonly included. With so many valuable tools suddenly at
your fingertips, it may be tempting to start using all of them all at
once. However, this can easily lead those using the system to feel
overwhelmed right out of the gate. It can also often mean that
users aren't getting the most out of each feature because they
haven't taken the time to learn how to use it to its full potential.

Instead, marketers and other key stakeholders should discuss and
map out their priorities, and begin using marketing automation
features from there accordingly. We find that email marketing is
the most common place to start for ClickDimensions customers,
with many opting to connect their email campaigns to landing
pages and forms shortly thereafter.

3. Utilize resources.

Don't go it alone when implementing a marketing automation
system. The company whose solution you choose should provide
a wide variety of resources to help get you started - and keep
you going! - including training and support. Since different users
have different ways of learning and different schedules, when

in the search process, look for a marketing automation vendor
that offers a variety of training options such as live webinars,
recorded courses, help articles and blog posts. Similarly, support
should be offered in different ways to suit your company’s needs
and operating hours. Then, make sure that the users of your
marketing automation system are aware of these resources and
that they take advantage of them in order to have a smooth
implementation and ongoing usage of the solution.
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IF YOU CAN'T FIXIT, FEATURE IT! THOUGHTS ON POSITIONING

The year is 1962, and Avis Rent A Car is

in trouble. The company hadn't made

a profitin 13 years, and, although they
were technically second in the US rental
car market, with only 11 percent market
share, they were well behind market leader
Hertz. Clearly, there were business issues
that needed to be fixed to improve their
situation, but what about positioning? Even
if they did improve their product, how were
they going to convince their prospects and

customers?

Well, Avis pulled out a trick that every
marketer should have in their bag. If you
can't fix it, feature it. There are times
when, instead of making excuses, you are
better off to embrace the situation and
use it to your advantage. This is exactly
what Avis did. After hiring a new CEO that
worked hard to fix their product problem,
Avis embarked on a marketing campaign
that is now legendary. They embraced their
#2 status by proudly featuring it

Avis is only No.2.
But we don’t
want your sympathy.

Have we been crying too much? Have
we overplayed the underdog?

We didn’t think so till David Biener,
11 years old, sent us 35¢, saying,“It may
help you buy another Plymouth?”

That was an cye-opener.

So now we'd like to correct the false
impression we've made.

We don't want you to rent Avis cars
because you feel sorry for us. All we want is a chance to
prove that a No.2 can be just as good as a No. L. Or even
better. Because we have to try harder.

Maybe we ought to climinate the negative and accen-
tuate the positive.

Instead of saying “We're only No.2 in rent a cars]’ we
could say “We're the second largest in the world?”

et

- Ry o

No. 2ism.
The Avis Manifesto.

‘We are in the rent a car business,
playing second fiddle to a giant.

Above all,we've had to learn how
to stay alive.

In the struggle, we've also learned
the basic difference between the
No.I's and No.2's of the world.

The No.l attitude is: “Don’t do the wrong thing.
Don't make mistakes and you'll be O.K."

The No.2 attitude is: “Do the right thing. Look for
new ways. Try harder.”

No. Zism is the Avis doctrine. And it works.

The Avis customer rents a clean, new Plymouth, with
wipers wiping, ashtrays empty, gas tank full, from an
Avis girl with smile firmly in place.

And Avis itsell has come out of the red into the black.

Avis didn't invent No.Zism. Anyone is free to use it.

No.2's of the world, arise!

b
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in advertisements along with a new tag
line: “We try harder.” In addition to the
external campaign, Avis launched an
internal campaign involving management
visits to all Avis branches to emphasize the
importance of the “we try harder” tag line.

Avis's campaign and supporting maniacal
focus on customer service changed
everything. By 1966, Avis had a 35 percent
market share and was profitable. They
featured their #2 position proudly and
consumers identified with their underdog
status. They backed up their “we try
harder” slogan by truly trying harder. The
result was a huge success for Avis and

a rethinking of product positioning for
marketers from that day forward.

Avis is only No.2
in rent a cars.
So why go with us?

We try harder.

(When you're not the biggest,
you have to.)

We just can't afford dirty ash-
trays. Or half-empty gas tanks. Or

> worn wipers, Or unwashed cars.
“ Or low tires. Or anything less than
seat-adjusters that adjust. Heaters that heat. Defrost-
crs that defrost.

Obviously, the thing we try hardest for is just to be
nice. To start you out right with a new car, like a lively,
super-torque Ford,and a pleasant smile. To know, say,
where you get a good pastrami sandwich in Duluth.

Whv?

Because we can't afford to take you for granted.

Go with us next time.

The line at our counter is shorter.

If you find a
cigarette butt in an
Avis car, complain.

It’s for our own good.

We need your help to get ahead.
Avis is only No.2 in rent a cars. So we have to
try harder. :
Evenifits only a marked-up map in the glove
compartment or you waited longer than you
felt you should, please don't shrug it off.
s,
Our people will understand. They've been bricfed.
They know we can't afford to hand you anything less
than a new car like a lively, super-torque Ford. And it
got to be immaculate, inside and out.
Otherwise, make a noisc.
AMr. Meadow of New York did.
He searched and came up with a gum wrapper.

FEn
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5 TIPS FOR EFFECTIVE DIRECT MAIL

A whopping 72 percent of people prefer communication via email, according to Litmus.
And a Forrester survey reveals that 89 percent of marketers said that email was their
primary channel for lead generation. Despite email’s popularity among consumers and
marketers alike, it's still a great idea to diversify your communications and engage your
customers and prospects across multiple channels.

Direct mail may be one format to consider adding to your marketing mix. While it's often
thought of as an outdated tactic, as the inbox grows more crowded, the mailbox is often
less so, opening up new opportunities for direct mail. If you're considering a direct mail
campaign, here are five tips for getting the most out of it:

1. Personalize the experience.

Customization is an essential part of communications today, no matter the format.
Achieve this with your direct mail by segmenting your lists, much as you would do with
email marketing campaigns. You can choose to target one particular segment with your
direct mail piece or, if budget allows, create multiple pieces that speak to individual
audiences. If your company creates educational software for kids, for example, you
might develop variations on a piece that target your three main audiences of parents,
grandparents and educators. You can also add a recipients’' name, geographic location or
other details to your mailing for an added touch of personalization.

2. Mind the timing.
Timing can have a big impact on response rates, so make sure that you consider not only
what would be most impactful for your audience, but also what would be most effective
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based on what you're promoting in the mailer. For example, a
direct mail piece promoting a big sale should arrive several days
or a week before the sale starts, and not so far ahead of the
start date that recipients forget about it by the time the sale rolls
around. Also, think about timing in terms of the buying cycle too.
Make sure that each piece is appropriate for the recipient’s stage
in the buying cycle.

3. More is more.

People often spend more time with a direct mail piece than

with an email. Take advantage of the tendency to linger over
direct mail by providing more information in your piece. Include
all of the details someone would need to make a decision or
purchase, anticipate what questions they might have, and provide
compelling images and visuals. In addition, provide multiple

ways for someone to act on your call to action - whether that'’s
visiting your website, calling your organization, going to a physical
business location or following your business on social media.

4. Integrate the campaign.

While direct mail can perform very well on its own, integrated
campaigns can be far more effective. Let your direct mail piece be
the heart of your campaign, and then reinforce that message via
email, advertising, social media and other channels. Every channel
isn't for every person, so this approach can help drive conversions
by reaching people on their preferred channels and reinforcing
messaging from one channel to the next.

5. Measure success.

As with all marketing endeavors, measuring results should be an
essential part of any direct mail campaign. So what should you
measure? Key metrics for calculating your return on investment
for your direct mail campaign include cost per mailing, total
campaign budget, response and conversion rates, number of
buyers, average revenue per buyer and total revenue generated.
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MARRYING PRINT AND DIGITAL MARKETING

There's an increasingly common marriage in the marketing world today - the one
between print and digital marketing. While the rise of digital marketing may have some
marketers thinking that there’s no place in their marketing mix for print initiatives, the
increasing competition for attention in the digital space means that opportunities have
opened up for effective print marketing once again. In fact, according to the Direct Mail
Association, 65 percent of consumers of all ages have made a purchase as a result of
direct mail.

So, how do you bring this power couple together for marketing success? Here are our top
tips:

1. Be social.

Social media is such an effective digital tool that it only makes sense to connect it to your
print marketing efforts, and this can be done in a few different ways. You can make your
direct mail recipients aware of your social presence by including your social handles in
the marketing piece. You could also use hashtags within the piece to encourage social
engagement. For example, if the direct mail is a printed invitation to a charity event, you
could include a hashtag on the mailer that people can use on social media to share that
they are attending the event and spread awareness about it. Depending on the message
and purpose of the piece, you could also showcase content or promotions from your
social pages to help attract new followers.
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2. Drive traffic.

Beyond just listing your website's URL on printed materials, use a call to action to

drive your direct mail recipients there. Landing pages are especially helpful in these
situations because you can easily tailor the content to your recipients. Just be sure to use
a URL that's short and easy to type, so it doesn’t take a lot of effort on the part of your
recipients’ to get to your site. QR codes are another option to unify your print and digital
marketing efforts. These codes are easy to scan with a smartphone QR code reader and
can be printed on almost anything your marketing team can dream up.

3. Leverage influencers.

Influencer marketing, or using key leaders within an industry or among a demographic
to spread a brand’s message, has grown in popularity alongside social media marketing.
Print marketing can be a great way to tap into this unique channel by sending select
influencers an inventive mailer that they are invited to share on social media - and are
excited to do so. For example, a furniture company could send home design bloggers
miniature replicas of their new living room line that the bloggers could then creatively
use in blog posts and on social media.

4. Focus on content.

Content marketing is most often thought of as a digital marketing tactic, and when
people think of print marketing, they commonly think of sales messages. You can defy
both of these conventions - and produce more effective print collateral - by focusing
your pieces on more informative, rather than salesy, messaging. You could try out this
tactic through a call to action to download a white paper or view an educational video on
your website, or by printing part of a blog article and then inviting recipients to continue
reading online.
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HOW WEARABLE TECHNOLOGY IS SHAPING MARKETING

According to Business Insider, wearable
technology sales could increase from 33
million devices sold in 2014 to 148 million
devices in 2019. As that expansion occurs,
and wearables become less of a novelty, so
too does the interest from brands and the
impact on marketing. Here are three ways
wearable technology is shaping marketing
today and into the future:

1. Simplicity

With more messages and information
competing for attention than ever before,
modern marketers are accustomed

to a “less is more” approach in
communications. Wearable technology will
challenge marketers to take that minimalist
approach to the next level. With screen
sizes smaller than those encountered

even in other mobile marketing initiatives,
marketers have to ensure that their
messages can be understood and effective
at a rapid glance. Eye-catching visuals

and short, memorable messaging are
essentials for marketing via wearables.

2. Context

With nurture marketing gaining in
popularity in recent years, the concept

of context, by sending customers and
prospects the right messages at the right
time, is already in practice in the marketing
efforts of companies of all types and sizes.
Marketing initiatives for wearables, with
their ability to tap into location-based
marketing, require context as well. To be
effective, marketing messages will have

to take into account a wearer's emotions
and location. Where will someone be at
the moment they see your message, what
activities will they be involved in, and how
can you consider and appeal to what they
are feeling at that moment in time?

3. Convenience

The customer experience is nothing new,
but wearables can help improve upon the
experience your company delivers in new
ways. For brands, it won’t be enough to just
be there for customers on their wearable

devices, they will have to add value too.
For wearables, problem solving should be
the focus rather than product messaging,
and convenience is at the heart of the
customer experience. Helping individuals
avoid traffic or other delays in their day,
schedule appointments or quickly place
routine orders are all ways that brands can
help deliver convenience and improve the
customer experience.

A Business Insider survey indicates that
many consumers don't see why they
should own a smartwatch, but the same
was true for smartphones once too. While
marketing via wearables may not be right
for your brand right now, it's a channel to
watch for all marketers as the technology
and consumer adoption continues to
evolve.
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Want more inspiration?

Subscribe to the ClickDimensions “Marketing with Microsoft CRM” newsletter by visiting
www.clickdimensions.com/newsletter/ and we'll keep you up-to-date with fresh ideas!

Interested in learning more about ClickDimensions email marketing and marketing
automation for Microsoft Dynamics CRM? Watch our 7-minute demo video, take a tour of
our features or contact us to schedule a live demonstration.

And don't miss the Marketing with Microsoft Dynamics CRM Idea Conference. This online
conference features ideas, case studies and best practices for marketing with Microsoft
CRM presented by marketing leaders and CRM experts.

After learning how

to efficiently use
ClickDimensions, | was
able to increase my
sales by over 30% the
first two months.

ABBY HANSON, SALES MANAGER
SWI
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