Email Marketing: Example 2

Objective: Position ADM as a company that AFP tradeshow attendees MUST talk to (Maximize
awareness for the biggest tradeshow of the year).

Target audience: Financial Professionals/Attendees of the 2018 AFP Conference in Chicago

Process: The conference attendee contact info was not included with the pre-show attendee lists, so |
obtained quotes from several data companies to see how accurately they were able to match contact
information with the conference attendees. After negotiating a favorable price for quality data, we
removed our competitors from the list so they would not receive our marketing material (despite being

a show attendee).

Developed a series of emails with the goal of maximizing awareness and traffic for ADM and our booth

during the 2018 AFP conference.
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The first pre-show was sent seven days ahead of the

show and contained ADM'’s conference attendees who American Deposit Management CO
would be manning our booth, in addition to an eye-
catching image of our main product/service The biggest financial conference of the year is

right around the corner... will we see you?

(Marketplace Banking) and a brief overview of our
products and services. This helped notify the audience
of who would be attending the show and what ADM
does as a company.

The second pre-show email was sent three days ahead
of the show and was developed with the specific goal
of driving traffic to our booth, so attendees could take
home our information and talk with the higher ups
from our company. When attending tradeshows, we
put our print collateral in custom logo bank bags (as
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we are a financial service company) along with other ER i TS o v A
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goodies as a way to ensure they take our print
collateral. Thus, we decided to market the bank bags
as “Conference Survival Kits”. We made the second
email as a “Key” telling attendees where everything
important was at the conference (food, bathrooms,
coffee/bars, speakers/sessions, conference survival
kits, etc). We A/B tested subject lines to ensure

ours was receptive enough for people to open. The American Deposit Management C°
result was additional traffic driven to our booth,
and over 500 “conference survival kit” bank bags It's a big conference hall...

given out to attendees Here's a key with important information

Everything You Need To Know

The third email was sent the Tuesday after the /IFP 2018 "Where are the drinks?”
show concluded and was written as a post-show CHICAGO | NOVEMBER 4-7 “Where's the coffee?”
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the conference survival kits. Three different ideas SR “I'm looking for the speaker sessions"

were concepted, one built around Damon John (a
speaker at the conference), another built around
Peyton Manning (another speaker at the
conference), and a third that was unrelated to any

"Do you know where | can find a
restroom?”

“I've heard about this conference
survival kit..."

|
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Results: The three email blasts translated into 853 leads ranked into 6 categories for the sales team.

Key/Color Codes | Meaning

White Opened email

Light Blus Openad multiple emails

Darker Blue Opened all emails

Yellow Opened and clicked "Learn More" within emails

Orange Opened multiple emails and clicked multiple links within emails

mo;;ened all emails and clicked at every opportunity
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TELL ME MORE

Simplify your life and join ADM's Marketplace
Banking™ to automatically maximize yield with
full FDIC Insurance.

‘With rates up to 2.85%, call or click below
to get in touch with us today.

Glick 16 Gel in Touch With Us.
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AUTOMATICALLY,GIVE'N
(THE BESTIDEPOSIT'RATES,
Simplify your life and join ADM's Marketplace
Banking™ to automatically maximize yield with
full FDIC Insurance.
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With rates up to 2.85%%, click below to get in

touch with us today.

Click to Get in Touch With Us
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A FIRM THAT ACTIVELY MANAGES YOUR RATE?

Simplify your life and join ADM's Marketplace
Banking™ to automatically maximize yield with
full FDIC Insurance.

With rates up to 2.85%*, call or click below
to get in touch with us today.

Click to Gel in Touch With Us



