Data and email marketing techniques
for the
student travel market
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Today’s agenda

Outbound and inbound
PartI and
The marketing funnel

Part 11 Myth Busters

The four keys to email success
Part 111 A real world case study

Inbound strategies and techniques
Part IV which move your leads down the
marketing funnel.
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Outbound, inbound and the
marketing funnel!



Outbound

Proactively generated
outreach marketing
programs that help
find the prospects that
a company is looking
for!

Inbound

Self-directed research
actions that prospects
engage in to help them
find the products they
are looking for and the
process of nurturing
these going forward!
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Inbound is essential to success

= Kasie Smith will expand on all the ways to
cultivate the leads as they come in and
improve ways to rise to the top in SEO.

= In complex (high dollar sales) the
marketing funnel and lead nurturing
processes are very important and
intertwined.

Student travel is not an impulse buy!
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The Marketing Funnel
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In competitive markets, success is frequently tied
to how well a company drives awareness efforts
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The Marketing Funnel
THE
r MARKETING FUNNEL
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THE
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Why Email?

1. Fast to produce

2. Simple messages are frequently more
effective

3. Inexpensive to send if your audience is
targeted

4. Easy to repeat and sustain over time.

5. Quick feedback - hours and days (not
weeks)

6. Ability to easily test, test, test
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Overcoming the frequent objections

We need to shift your perspective!
Conventional Wisdom is not always correct!
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Part 11
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The most common concerns
that MCH hears about email!



Myth #1 - Email does not work for us!

J@r

"We tried email once
and it did not
work for us!”
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Nothing works if you only do it once!

“I fed my child
once and
It did not work!

They just became
hungry
again in a few
hours.”

SYTA MCHZ:2

Strategic Data
14



Does email work? ... Yes!

Where there Is
NO commitment,
there I1Is No

el e S
Scottie Somers

If you are “only” willing to try email once
then don’t bother - it will not work!
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Myth #2 - There is way too much email!

“"The inboxes are all full
and no one reads
email anymore!”
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Agreed - There is too much email...
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But there are also to many TV channels too!
Does that mean no one watches TV anymore?
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Just because
there is a lot
of something
does not mean it
does not work

Have you read any promotional
email in the last week?
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Email is the winner

Where do you prefer to receive information
regarding educational products?

100%

80%
70.9%

60% -

40% -

20% -

0% -

Email at school Email at home Mail at school Mail at home

Source: MCH Strategic Data and School Market Research Institute, Inc. (SMRI)
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Myth #3 — We can only use opt-in emails.

Single Opt-In
4 @/>7 - . L

\15.,
Opt-in emails are the »./\ ‘\

only ethical email - .
marketing method? Double Opt-in

osyta  MCHZE:2

Strategic Data
egic 20



Opt-out is the law.

If you do these
things you will be
fine!

= Be relevant

= Be targeted

= Be transparent
= Be responsive

= Know your data
sources
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Part 111

The keys to email success!



The four keys to email success

Targeting Timing  Repetition

Bt
! BEPETIION
BEPE-

Who should be When is the How do we What is the
included? best time to make best format
market? sure we are or type of
remembered? message?
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The four keys to email success

Targeting

/
/
l ’

Who should be
included?
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Targeting

Robust data exists to help
you properly target

= Qver 5,000,000 teachers

= 250 different job functions

= 4,000,000 emails available

= 300,000 district administrators

= Numerous types of data
segmentation are available

Strategic Data
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Sources

U SYTA

he Voice of Student & Youth Travel®

Student & Youth Travel Digest

A COMPREHENSIVE SURVEY OF THE
STUDENT TRAVEL MARKET

PART 1: SOCIAL IMPACT OF STUDENT TRAVEL
ON STUDENTS AND TEACHERS

MCH’s Education Database

MCH-..‘
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So, how do we target?

Does 98,500 Public Schools, 6,600 Catholic and
33,000 Private with 5,000,000 teachers makes your
head spin?

Show me the money!

1) Appropriate school
grade range

2) Wealth of school

3) Specific job functions
that are most relevant

4) Targeted geography

** Start small and expand
out on what works! **
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Findings from SYTA study

» PREFERRED SUBJECTS FOR CURRICULUM-RELATED TRAVEL

Music History Art & Culture Science Natural History
: 72% 7 50% : 44% ; 349% 33%
: ‘ N : Y B B

Biology Business Geography Ecology Language & Literature
S 17% = 17% ™ £ 17% % S 16% & 1%

» AGE BREAKDOWN

17%
13% 14% | 15% 14%
2 0L 9%
3% 3% 7% 204, o 0 G
29 19 1% 19 0% 0% 0%, e
11 12 13 14 15 16 17 I8 ¢

#
N 10 19 20 21 2 23 24 27

90% of trip activity occurs from
6th grade through 11th grade
and primarily in 5 specific areas of teaching focus
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MCH Data and Services

MCH Database of Teachers

Starting with 5 Million Teachers and
Administrators in the database with 4 million+
emails

Selecting out
1) Schools with the presence of either a
6,7,8,9,10 and 11th grade

2) Job functions described.

Reduces the database down to approximately
1 Million Teachers.
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Findings from SYTA Study

» BARRIERS TO TRAVEL ACCORDING TO TEACHERS WHO DO NOT ORGANIZE STUDENT TRAVEL

i T 3
(86% )§ T &F &1

Administrative Risk Testing times
rules or management dictate pc..-.)d.s
Financial resources Emitaticis when students
can [rJ\’CI

» SOURCES OF FUNDING

While parents still remain the main source of student travel Parents
funding, 1 in 4 trips is covered through fundraising. This Fund raising

underlines the importance of having fundraising mechanisms i _
: _ Own savings
in place. Schools themselves fund 6% of student trips. Overall, 73 2
: School funds
fundraising, school funds and grants represent a crucial
= ; - 2 SRl s Grants
support apparatus for families on low incomes and provide an
opportunity for all students to participate in the travel experience. Other

G
k

m ::h anism
to raise funds

fe

v B &

®

Students need to

spcnd more time in

the classroom due

[O TCSE 5COres

Financial concerns dwarf all other obstacles
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There are really three K-12 markets.

$16,000 40.0% | 2
$14,000 - / 35 0% %
o | Z
) $12.000 — 30.0% | 3
2 | $10,000 - 250% | &
= | $8,000 20.0% | 2
= | $6,000 15.0% | &
S | $4,000 L 10.0% | 2
$2.000 - 5.0% =

$0 9.0%

9/ 8 7 6 5 |4 3 2 1 \0
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MCH Data and services

MCH previously selected Teachers

Starting with 1 Million Teachers
Selecting out

1) Schools located in communities that are in the
top 50% average income brackets.

Reduces the database down to approximately
400,000 Teachers
(300,000 with email addresses available).
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The four keys to email success

When is the
best time to
market?
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Time of year - school calendars are key

chool Opaning D pring chool (1 D
Wook of | Wask of | Wook of | Wook of | Wack of | Weakof | Wook of | Wack of | Woak of | Woakof | Wockof | Wask of | Wook of | Wook of | Waak of | Wook of | Wock of | Weok of | Wookof | Weok of | Woakof | Woak of | Woak of | Wask of | Woak of | Woak of | Wack of | Weakof | Total by
State July29 | AugS | Augl2 | Augl9 | Aug26 | Scpt2 | Sept9 | Febl | Feb10 | Feb17 | Fab24 | March3 March 10 | March 17| March 24 [March31 | Apal7 | Apni14 | Apeil21 | Aprti28 | May5S | May12 | May19 | May26 | June2 | June9 | Juna16 | Juna23 | State
Alabama 0% 05% 04% : 0.0% 0.0% 0.0% 0.0% 319% 0% 0.0% 0% 0.0% 0.0% : 83% 3% 00% 00% 535
Alaska 0.0% 0.0% 66% 5% 0.9% 0.0% 0.0% 0.0% 1% 0.0% 0% 00% 81% 218% 00% 0.0% 0.0% 1791
Arizona 9.99 18% 03% 0.0% 0.0% 00% 1.9% 0% 15% 0.0% 0% 0.0% L% 9 11% 26% 00% 00% 1297
Ackansas 0% 5% 05% 00% 0.0% 0.0% 0.0% 0.0% 0.0% 0.2% 0.0% 0.0% 0.0% 1.2% X 3 6 00% 00% 0.0% 2258
Calfornia 13% 74% : 0.9% 00% 80% St 17% 00% 0.0% 0.0% 2.5% 32 B0% 17% | 12699
Colorado 14% S0 69 9 0.0% 00% 16% 1.7% 03% 0.0% 0.1% 14% 69 55% 0.0% 00% 2,086
Connecticut 0% 0.0% 00% 20% 6 g 0.0% 0% 4.4% 12% 8 0.0% 0% 0.0% 0.0% % 20% 0.0% 1442
District of Columbia 0.0% 0.0% 0.0% 99% 0.0% 0.0% 0.0% 0.0% 00% 0.0% 00% 0.0% 0.0% 0.0% 0.0% 18% 00% 00% m
Delware % 0.0% 0.0% 66% R 0.0% 0.0% 0.0% 00% 13 0.0% as% 0.0% 0.0% 00% 26% 0 0% 0.0% s
Florida 0.0% 55% 65% 9 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.5% 0.0% 0.0% 0.0% 0.0% 36% 32 02% 0.0% 0.0% 5,086
Georga 9.0% I - 3 15% 15% 11% 0.0% 0.0% 56% S9% 0% 0.0% 8.6% 3 5.2% 14% 0.0% 00% 0.0% 307
Hywai 00% el 00% 0.0% 0.0% 0.0% 0.0% 0% 0.0% 0% 0.0% 0.0% % 0.0% 0.0% 00% 0 0.0% 0.0% 00% 00% 424
idsho 00% 0.0% 23% 69 R 0.0% 00% 5.0% 0% 0.0% 0.0% 0% 0.0% 1.2% 3% 00% 0.0% 4
Hinois 03% 0.7% 9 0 9 04% 0.0% 0.0% 13% [ 0.0% 0.0% 03% 15% 25 2 02% 0.1% 2510
Indiana 0 0.0% 0.0% 0.0% 0.0% 21% 0.0% 0.0% 0.0% 1.2% 9 9 L A4% 0.0% 05% 1576
lowa 0.0% 0.2% 55 65% 0.4% 0.0% 0.0% 0.0% 0.0% 05% 0.0% 00% 0.0% 18% 0 6 9.8% 00% 0.0% 00% 782
Kansas 0.4% 03% Y 9 45% 45% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0% 16% . 6 B.0% 2.9% 0.0% 00% 00% 1622
Kentucky 44% 25 0% 0% 0.0% 0.0% 0 0.5% 0.0% 0% 54% 2.9 & 0 00% 00% 00% 1757
Louisany 0.0% 386" 29% 0% 0.0% 0.0% 00% 0.0% 00% S 0.0% 00% 0.0% 19% 0.7% 0.0% 0.0% 0.0% 1791
Maine 00% 0.0% 09% S5% L% 0.0% 0.0% 0.0% [ 9 00% 0.0% 0.0% 0.0% 0.0% 0.6% ERYX 15% 2429
Maryland 0% 0.0% 0.0% g 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% % 15% z 5 0.0% 20
Massachusetts 00% 0.0% 0.0% 21% 0.9% 0.0% 0.0% 0% 5 0% 0.0% 0.0% 0.0% 1.0% 13% 9 748
Michigan 5% 05% 05% 00% 02% IR 0.1% 0% 2 17 99% 03% 00% 0.0% 03% 06% 49% 52 27% 0.4% 4103
Minnesota 0% 0.0% 01% 30% 0% ; 03% 0% 6.5% 1.0% 05% 0.0% 0% 0.0% 24% ] B g % 00% 01% 23
00% & 54% 40% 0% 0.0% 0.0% 0.0% 0% X 0.6% 1.0% 0.0% 0.0% 0.0% 0.5% ‘ 0 1.4% 00% 0.0% 0.0% 2850
0% 16% : 05% 13% 0.0% 0% 0.0% 0.0% 0.0% 26% 6 6 0.0% 0.0% 0% 16% 0.0% 1% 20% [ 5.9 5.2% 1.7% 09% 00% 0.0% 1238
0% 0.0% 0.0% B 6 0.0% 0.0% 00% 0.0% 00% 0.2% 18% 0.0% 5% 49% 0.0% 14% 0.6% 0.0% 0.0% 0.5% 2 2.8 0.0% 0.0% 897
0% 0.1% 9 04% 03% 0.0% 0% 0.0% 0.0% 0.0% 95% 9.0% 5% 0.0% 0.0% 0% 15% 0.0% 0% 1.1% 9 73% 0.0% 03% 00% 0.0% 557
Nevad: 0% 0.0% 0 9 0.0% 0.0% 0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% m 0% 3 81% 0.0% 0.0% 0.0% 0% 0 0 00% 00% 3007
New Hampshire 0.0% 0.0% 0.0% 35% 0.0% 0.0% 0.0% 6.4% . J 0.0% 6.6% 5.5 29 25% 0.7% 00% 0.0% 02% : 09 TA4% 3268
New Jersey 0.0% 21% 02% 02% 12% 18.29 0.0% 0.6% 69% 02% 22% 0.4% 00% 0.0% 0.0% 03% 1.2% 0.5% 4% d 979
New Mexico 4% 53% y 0% 0.0% 0.0% 0.0% 0.0% 0.6% 0.0% 26 z 0.0% oot 5.7% 0.7% 3 15% 04% 0.0% 0.0% 6227
New York 0% 5% 00% 0% 05% 9 519 0% 09% 0.0% 44% 0.0% 0% 0.0% 0.1% 03% 03% 0.3% 11% 05% R 47
North Carclina 00% 215% 0% 77% X 05% 0.0% 0.0% 00% 0.0% 0.0% 09%. & 8.0% 0.0% 0.0% 0.0% 24% 15% 2% 00% 1,158
Nerth Dakota 00% 0.0% 06% 9.9 9 0.0% 0.0% 00% 0.0% 0.0% 0.0% 0.0% 0.4% 0.0% (0 0.0% 5% 0.5¢ 63% 0.0% 0.0% 09% 708
Ohio 0.0% 0.0% 84% 9 £ 5% 03% 0.0% 0.0% 0.1% 02% 14% 0.0% 0% 0.0% 0.1% 9 2% 02% 01% 4483
Oklshoma 06% 9.59 30 11% 1.2% 0.0% 0.0% 0.0% 0.6% 0.0% 00% 0.0% 0.0% 0% ERSY 2089 5 6.0% 1.4% 0.0% 02% 0.0% 2035
Oregon 0% 0.0% 0.0% 24% 45% 8.2% 0.0% 0.0% 0.0% 0.0% 00% 0.0% 0.0% 00% 0.0% 0.0% 05% 26% 68% 03% 1545
Pennsylvaria % 0.0% 0% 0 0.0% 0.0% 0.0% 0.0% 0.6% L 0.0% st 0.0% 0.2% 1% 7% : 8.5 0.0% 4646
Rhode kland 0.0% 0.0% 0.0% Q0% 9 0.0% 0.0% 359 - 0.0% 0.0% 3 18% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 408
South Carclina 00% 0% 00% 0.0% 06% 0.0% 0.0% 0.0% 09% 0.0% 95% St 63% 0% 0.0% 0.0% 00% 9 0.0% 00% 0.0% 1643
South Dakota 00% 0.0% 27% 9 29% 0.0% 0.0% 0.0% 0.0% 00% 0.0% 1% 0.0% 00% 0.0% 3 2 56% 0.0% 16% 0.0% 0.0% 631
Tenressee 0 66 3% 02% 0.0% 0.0% 0% 0.0% 0.0% 0.0% . 17% BO% 1.5% 0.0% 00% 0.5% 5! 1.9% 00% 0% 00% 2286
Texas 7% 01% 02% 20% S 04% 0.0% 0.0% 0.0% 0.1% 02% 1.0% B 82% 0.0% 0.0% 02% 0.0% 0.0% 0.0% 0.0% 0% 05% 8 68 21% 0% 0.0% 9,050
Uah 0.0% 0.0% 9 6 74% 0.0% 0.0% 0.0% 0.9% 0.0% 0.0% 61% 0.0% 9.3% 75% 0.0% 0% 0.0% 0.0% 15 0.0% 0.0% 0.0% 981
Vermont 0% 0.0% 00% 0.0% R 6% 0.0% 0.0% 0.0% 57% 0.0% 00% 0.0% 0.0% 18% : 0% 0.0% 0.0% 0.0% 9% 25% B 50% 2575
Virgnia 0% 0% S58% - 0.0% 0% 0.0% 0.0% 0.0% 0.0% 0.2% 04% 15% 4% 6.5% [T 6.6% 0% 0.0% 0% 6.9% 00% 412
Washington 0% 0.0% 0.0% 09% 0 0.4% 0.0% 04% % 0.1% 0.0% 00% 9% 3 76% 0.7% 0% 0.0% 0.0% 00% 1.1% 6.5 0.0% 2554
West Virginia 00% i 52 0% 0.0% 0.0% 00% 0.0% 0.0% 00% 0.0% 0.8% 47% 14% 18% 92% ¥. 1.0% 00% 0.0% 21% . 2% 00% 00% 2,802
Wisconsin 0.0% B7% 03% 2% 03% R 0.0% 0.0% 0.0% 0.0% 0.0% 0.1% 5.0% 5% 0.1% 6.2% 72% 12 0.0% 0% 03% 01% 06% 0.7% 0 5 02% 00% 8%
Wiyoming 0% 0.0% 0.0% 9 0 8.1% 0.0% 00% 0.0% 0.0% 0% 0.0% m 6.5% N 209 34% 97% 0.0% 0.0% 0.0% 03% 5.6 2L 28% 0% 0.0% an
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Time of day and day of week

What is the best practice
on time of day and day of
week.

There is no universal truth
on this!

Test, Test, Test

osyta  MCH:E:2
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The four keys to email success

Repetition

PETITON

How do we
make

sure we are
remembered?
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Repetition — Drive Engagement

m J v ‘-:“‘

catalog

New
Thinking

FREDONIN

Wiere Swccews in @ Trodirian

Old School
Thinking

Companies are moving from once a year catalogs to
more “frequent” but simpler touches

(JSYTA MCHZ-2
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The four keys to email success

Format

4@‘7
v

What is the
best format
or type of
message?

OSYTA MCH:Z:2
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Format — it is an invitation

wx

=

/

D ‘ k) \ | ‘

LET’S PARTY'

"7 NN
Email is really the The party really needs to be
invitation to the party! held somewhere else!

Keep the message simple and drive them to the web!

CUSYTA MC IP‘
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A real world case study

NS

Talking theory is great“b.ut ddes i work!

Strategic Data




The company

1. Small new student travel company
with no brand recognition.

2. Experienced owner and knowledgeable
marketer.

3. Introducing a new STEM focused multi-
day travel program to FL area - est.
cost $1,500.

4. No outbound sales team.
5. No other marketing initiatives.

osvyta  MCHGS:2
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Goal of program

1) Generate and assess
interest at the teacher

level in this new travel

concept

2) Build a file of prospects
and cultivate program and
interest to this identified
group.

LISYTA
R e Strategic Data
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What we did

1. Created a survey to teachers asking for input
and interest on this idea.

2. Targeted set of relevant teachers.

3. Sent up to 4 emails to each teacher asking
for them to fill out survey.

4. Question at the end asked if they might be
interested in a trip like this?

5. Responders are still be cultivated.

ISYTA MCHZ:Z
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What we did

Few stats:

| targeted every school with grades 7-12 (Public, Catholic & Private), to
Introduce a new 2016/17 product during the 2015/16 school year.

Here are sample results of a typical deployment...based on deliverables:

Deliverable Emails: 251,171
Unique Opens: 14,815 (5.9%)
Total Opens: 16,927 (6.74%)
Unique Clicks: 412 (.16%)
Total Clicks: 451 (.18%)
Click to Open Ratio: 2.78%

NOTE: Each teacher received 3-4 emails on average — so
these results all need to be multiplied by 4.

(ISYTA MCH3-2
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Results so far

End Results:

Total teacher inquiries: 1,407
Total teachers indicating plans to enroll their students: 113
Total teachers that indicated a travel date selection before 2015/16

school year ended: 72
Projected average group size: 25

Potential revenue from this campaign
$2,700,000 to $4,500,000

(ISYTA MCHZ:%
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Q&A
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