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Part IV 

 

Inbound strategies and techniques 
which move your leads down the 
marketing funnel. 
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Part I 

Outbound, inbound and the 
marketing funnel! 
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    Outbound                Inbound 

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

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 
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 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 



In competitive markets, success is frequently tied 
to how well a company drives awareness efforts 
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The Marketing Funnel 
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Why Email? 
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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 



Overcoming the frequent objections 
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We need to shift your perspective! 
 

Conventional Wisdom is not always correct! 



Part II 

The most common concerns  

that MCH hears about email! 
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Myth #1 – Email does not work for us! 
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“We tried email once  
and it did not  
work for us!” 



Nothing works if you only do it once! 
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“I fed my child 
once and 

It did not work! 
  

They just became 
hungry  

again in a few 
hours.” 



Does email work? ... Yes! 
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If you are “only” willing to try email once  
then don’t bother – it will not work! 



Myth #2 - There is way too much email! 
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“The inboxes are all full 
and no one reads  
email anymore!” 



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? 



Question? 
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Have you read any promotional 
email in the last week? 

Just because 
there is a lot  
of something 

does not mean it 
does not work 



Email is the winner 

Email is the preferred  
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Myth #3 – We can only use opt-in emails. 
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Opt-in emails are the 
only ethical email 

marketing method? 



Opt-out is the law. 
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If you do these 
things you will be 
fine! 
 

 Be relevant 

 Be targeted 

 Be transparent 

 Be responsive 

 Know your data 
sources 

 



Part III 

The keys to email success! 
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The four keys to email success 

Timing 

When is the  
best time to  
market? 

Targeting 

Who should be 
included? 

Repetition 

How do we 
make 
sure we are  
remembered? 
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Format 

What is the 
best format 
or type of 
message?  



The four keys to email success 
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remembered? 
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Format 

What is the 
best format 
or type of 
message?  



Targeting   

Robust data exists to help 
you properly target 
  

 Over 5,000,000 teachers 
 

 250 different job functions 
 

 4,000,000 emails available  
 

 300,000 district administrators 
 

 Numerous types of data 
segmentation are available 
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Sources 
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MCH’s Education Database 



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? 
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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! ** 



Findings from SYTA study 

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 

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

Usually 
your 
best 
bet 
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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 

Timing 

When is the  
best time to  
market? 

Targeting 

Who should be 
included? 

Repetition 

How do we 
make 
sure we are  
remembered? 
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Format 

What is the 
best format 
or type of 
message?  



Time of year - school calendars are key 
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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 
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Format 

What is the 
best format 
or type of 
message?  



Repetition – Drive Engagement 

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

Old School 

Thinking 

To here 

New  

Thinking 
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The four keys to email success 
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Format 

What is the 
best format 
or type of 
message?  



Format – it is an invitation 
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Email is really the 
invitation to the party! 

The party really needs to be  
held somewhere else! 

Keep the message simple and drive them to the web! 



A real world case study 
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Talking theory is great but does it work! 



The company 

41 

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. 

 



 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. 
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What we did 
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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.  



What we did 
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Few stats: 

  

I 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.  



Results so far 
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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  



 

Q&A 

The End 
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