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Prepared for:



Email Nurturing Campaign – launched in early 2019
➤ Regular, ongoing cadence to our entire database
➤ Newsletter and educational in nature
➤ Leverages investments in previous email generation and Pardot’s marketing automation platform

March 2019 
Touch 2A and 2B

February 2019 
Touch 1A and 1B

Our emails are getting opened and read!
RESULTS-AT-A-GLANCE

47.2% open rate (on a goal of 15%)
14.8% CTR (on a goal of 1.5%)



Email Nurturing Campaign – launched in early 2019 (cont.)

May 2019 
Touch 4A and 4B

April 2019 
Touch 3A and 3B



Recommendations

➤Know your purpose.  Is it to generate leads?  Or nurture?  Maintain awareness?  Knowing your 
purpose and objectives will help you more appropriately shape content.

➤Start small and build.  It’s ok not to have a full year of email content ready to go.  Just build month-by-
month and quarter-by-quarter and by the end of the year, you’ll have a full campaign.

➤Always follow-up.  Our campaign is built to have a first-touch, and then a follow-up touch to anyone 
who engages in the first-touch.  This separates ‘the curious’ from the ‘truly interested’.

➤Experiment with different formats.  It’s hard to know what subject lines, content lengths, asset 
types, etc. are going to get the best performance, so test different things out as much as you can for a while.

➤Take time to assess performance and results.  It’s easy to ‘just keep going’, but there are 
real learnings that can dramatically raise your performance if you take the time to see what your data is 
showing you.  Stop execution to buy yourself time to do this if you have to.   At LeSaint, we do this quarterly –
determine your right cadence!



PITT OHIO 
Social Media 



Social Media – The Channels 

• Facebook – 3837
• Launched in 2011
• Engagement Rate – 6%

• Linked In – 3081
• Launched in 2011
• Engagement Rate – 5%

• Twitter – 4510
• Launched in 2011
• Engagement Rate – 1%

• Instagram – 295
• Launched August 2019
• Engagement Rate – too soon for an average



Social Media – Represent!  

• Brand – What is your company about?, who you are?

• Culture – What your company’s beliefs are?, what do you stand for?

• Business – What is it your company does?, what products or services 
do you provide?



Social Media – Audience 

• Customer 

• Employees

• Potential Customers

• Potential Employees 

• Each social media channel can speak to these audiences in different 
ways  

• Facebook 



Social Media – Best Practices 

• Strategy – Develop what do you want to accomplish by being on 
social media.  

• Structure – Make time for it

• Implementation – Develop your messages and then execute 



Social Media – Measure Results 

• Creates another touchpoint of engagement – conversation  

• 76% of new visitors to website come from Social Media

• Employees – Source of pride for employees and helps to spread 
your brand but also your culture (which is hard to articulate)

• Current Customers – Opportunity to post and share experiences 
with your business

• Potential Customers – Linked In and Facebook – resulted in 
business opportunities – through ads and organic

• Potential Employees – Referrals and Facebook Ads 



Social Media – What We Learned –Where We’re Going  

• Make time – increasing from 1 a day to 2 day 
• Messaging – different channels yield different results, speak to that audience
• Facebook – Company, Community, Images of trucks and people on the job
• Linked In – Company news, Posts highlighting execs
• Twitter – Posts about events media mentions, Posts niche to a specific audience
• Instagram – Not enough data yet, people posts and photo submissions

• Capitalize on trends – what is the buzz and how can you use it
• Be Risky – this is the channel where you can afford to take risks with your 

creativity.  
• Advertising More – Heat Track yielded good results.  
• Very visual medium 
• Instagram?? 
















