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BENEFITS OF CRM:

• Improves Client relationships
• More Cross-selling opportunities
• Better team coloration
• Increases efficiency
• Increases revenue and profitability
• Saves costs
• Less client attrition

WHY IS IT IMPORTANT?
CRM is a management strategy that results in increased profits for a business. At its core, CRM is a method of collecting data that helps 
businesses recognize and communicate with customers in a scalable way, ideally according to customer preference and is aligned with 

overall communication strategies..

CCSA CRM CHANNELS



SMS



WHY USE SMS
• SMS is a great tool to use in your marketing approach as this platform is an immediate message driver being delivered to your data base in a 

personal mobile friendly setting within minutes.

• SMS can be used to generate new leads, inform your current base of new developments that may affect them as well as informing them of 
special offers.

• SMS is also very cost effective compared to other forms of direct marketing when bought in bulk, however you still have the opportunity to 
customise each message per individual.

• No costly design is needed for this, simply decide what you want to say, make sure to include your opt in message to the end and send.

• SMS have high open rates, this means that the majority of the audience that receives an SMS will open it and read the contents, therefore 
having a strong message is key and will lead to a higher action rate.

• SMS does not currently have any spam filters and is therefore a great tool for prospecting for new clients as SMSes will not get sent to a spam 
folder such as with email.



SMS GUARD RAILS

A good CRM strategy should include in it a 
structured frame work for sending SMSes. 
When prospecting for new business, keep 

this to 2 SMSes per month, thus not 
constantly bugging people in the personal 

space. 

An SMS to someone’s mobile phone is 
seen as their personal space and therefore 

should be treated with respect and not 
spammed, and as this is a personal it is 
important to personalise messages as 

much as possible with name and specific 
offers. 

When sending SMSes in order to reactivate 
current clients, this should be done once a 

month to avoid falling out of favour with 
clients due to a constant bombardment of 
messages they may not want to see every 
week. Again personalisation here is key, 
using their names and providing specific 
offers may be beneficial to this audience.

Always keep messages to within 160 
characters text limit and included in this 

messaging should be an opt out.

Only send SMS if the user has opted-in to 
receiving messages from your company. 

SMS will not always be the chosen as best 
method of communication and should be 
used once a moth or less if being used in 

combination with email marketing.



SMS BEST PRACTICE

• Don’t send texts simply because you can.

• Have a good reason to use SMS instead of email.

• Get permission to send SMS messages.

• Don’t send anything but the messages they opted 
into.

• Do keep your message short.

• Personalize the message as much as possible.

• Give instructions on how to opt out.

• Limit how often you send.

• Great for prospecting due to no spam filters.



CASE STUDIES: SMS



UK PIZZA HUT
In this case study, Pizza Hut combined geo-fencing and SMS text 
marketing over a 15 month period. During this time, they set up 
geo-fence locations within a half-mile radius of each location. 
When customers who had signed up for SMS messaging were 
within a half-mile of a Pizza Hut location, they received an SMS 
promotion on their phone. Pizza Hut experienced 142% more 
efficiency in increasing incremental sales than other channels. 
Plus, their campaign was 4.4 times more effective than TV ads 
and 2.6 times more effective than online ads. Sure, they may be a 
larger company than your own (they were marketing to 340 
locations), but the same principles apply to companies that only 
have a few locations. Fun fact: UK Pizza Huts sell different foods 
than their American counterpart. You can enjoy onion rings, 
chicken bites, popcorn shrimp and lasagna alongside your pizza!

Client Name  PlanIt Media

Key takeaway: Incorporate geo-fencing in your campaign 
and watch your conversions skyrocket.



FORD
In 2011, Ford launched an SMS text marketing campaign that 
resulted in a 15.4% conversion rate. In their call-to-action, they 
prompted newspaper readers to text FORD to 63611 for more 
information about purchasing new vehicles. Upon texting their 
interest, readers were asked to respond with the car they were 
most interested in, their zip code, and a full name to be contacted 
by a local dealer. If you stopped after giving your zip code and 
didn’t proceed with your name, the system texted you three 
different times over the next month to finish the sequence. That’s 
right—remarketing over text. You have to be careful with this 
tactic though. If you text users too frequently, they’re more likely 
to unsubscribe than buy from you. This campaign was so 
successful because it made it easy for interested readers to get 
instant information from the convenience of their phone.

Client Name  PlanIt Media

Key takeaway: Blend the old with the new. Ford took a more 
traditional form of advertising (print ad in a newspaper) to 

promote their new mobile marketing campaign.



EMAIL



WHY USE EMAIL
• Email is a great tool to use in your marketing approach as this platform allows for longer more detailed messages to be delivered to a specific audience. 

Email is also allows you to connect directly with customers on the move as many people have their emails on their mobile phones that they access on a daily 
basis.

• Email can be used to inform your current base of new developments that may affect them as well as informing them of special offers. 

• Email is not highly recommended for prospecting. Buying an email list for the purposes of prospecting and not having the correct sign ins for this type of 
messaging could lead to a large number of people deleting the email or marking it as spam and therefore careful consideration needs to be made on what 
messaging is used for prospecting because if too many people mark you email as spam, email servers might flag you future emails as spam thus emails will 
go straight to a prospect or even a current client’s spam folder and never be seen by the intended recipients.

• Email is also a very cost effective way of marketing certain content to a specific user base as emails can be sent in bulk, however personalisation here is still 
key, and addressing emails to prospects by name will make the message more personal and will lead to better results.

• Design of emails is highly recommended to have a more visual appealing message, this bring credibility to your message. Emails that are not structured tend 
to have a negative effect of consumers. Clear call to action points should be laid out within the email with UTM tracking included for easy online attribution 
in Google Analytics.

• Email lists can be segmented to allow for separate messages and offers to go to a specific audience set. Emails can also be used to follow up with users that 
have started an application process but not completed it.



EMAIL GUARD RAILS

A good CRM strategy should include in it a structured frame 
work for sending Emails. 

Use unique headlines with interesting content to entice 
receivers to read through the content and ultimately click on 

your call to action.

Avoid bombarding users with multiple emails, consider sending 
1 email every 3 to 4 weeks to new prospects and removing 

unopened email addresses after 3 months. 

When reactivating current clients consider 1 email every 1 to 
2 month to keep your brand top of mind. 

When sending emails to existing customers consider exclusive 
offers to make your products more appealing to the customer.

Second thoughts should be given to purchasing email 
addresses, the reason for this is that if multiple people mark 

your emails as spam, email servers will start to automatically 
flag your emails as spam and send them straight to the spam 
inbox where a potential customer may never see them again.

If a bought email list is going to be used consider sending this 
from a completely separate email server with a different email 
address and IP address to avoid having your hard worked email 

base mails go straight to spam.

Avoid sending emails and SMSes often in combination on a 
continual bases as this can lead to users feeling bombarded and 

ultimately marking your emails as spam or unsubscribing. 
Emails being marked as spam often is not good and could lead 
to all future emails being classified as spam by mail servers and 
thus leading to messages not reaching your targeted audience.



EMAIL BEST PRACTICE

• Stop buying email lists.

• Audience preferred frequency.

• Optimize your calls-to-action (CTAs).

• Offer something valuable.

• Provide exclusive offers to your loyal customers.

• Unique subject lines with interesting email content.

• Include “unsubscribe” or “manage subscription” options in emails.

• Design and structure emails into an easy reading format with 
smaller amount of text and use images.

• Segmenting audiences for specific relevant messages has higher 
ROI, don’t just bulk send everything to everyone.

• Follow up emails is a great way of driving people back into the 
registration process if they have started but not completed a 
purchase.



CASE STUDIES: EMAIL



DELL
Dell was geared up to show its consumers the best of both worlds via a 
cutting-edge device. The tech powerhouse was prepping to launch its 
Dell XPS 12 Convertible Ultrabook: a laptop with a hinge design that 
allows it to transform into a tablet.

While a static image couldn't visually demonstrate the XPS 12's 
capabilities, the team thought something more animated could do the 
trick. Dell opted to utilize a GIF of the product to illustrate the XPS 12 
morphing from a laptop to a tablet.

RESULTS

Compared to quarterly campaign benchmarks, Dell's first GIF-centered
email effort produced the following lifts:

• 6% increase in open rate

• 42% increase in click rate

• 103% increase in conversion rate

• 109% increase in revenue

Client Name  PlanIt Media



HAMMOCK
Hammock is a B2B company focused on creating marketing content 
and media for its customers, and collaborates with clients to develop 
content strategies. The company's approach to content is "not talking 
about yourself, but finding ways to authentically help your customers 
and your clients to serve their customers," John Lavey, President and 
Chief Operating Officer, Hammock, said.

The question the team had to ask themselves is one they ask clients 
every day: Is our email content authentically helping our customers? 

To help subscribers to solve problems while starting discussions, the 
team turned their traditional, content-heavy email newsletter into 
what they refer to as an "un-newsletter." This provides subscribers 
with just one helpful marketing idea, alongside suggestions of how to 
best utilize that idea. 

The team simplified email content and design, and customized the 
email preheader text in order to meet their goal of a more helpful, less 
crowded newsletter. To bring focus to these changes, they decided to 
rename it "The Idea Email." 

Client Name  PlanIt Media

Hammock has increased open rates by 48%.



EXECUTIVE 
SUMMARY

ADDITIONAL TIPS ON OPEN RATE SUCCESS:
- number of words and characters

- the words used and sentence structure

- the sending email address

- what the "From" line says

- timeliness or urgency to the recipients situation

- what the email will reward the recipient if it is opened

- the ability to avoid spam filters

- how many recipients assume the message is spam from 
the subject line

- how geographic specific the subject line is (such as city, 
street etc)

- how segment specific the subject line is

• Segmenting lists allows for more 
specialized content for the recipient and 
better ROI

• Follow up emails for people who've 
abandoned their carts is an incredible 
effective marketing method

• Follow up articles that focus on giving 
promotions are a very effecting form of 
email marketing

• Personalizing an email can lead to higher 
conversion rates



SOCIAL MEDIA MODERATION



WHY DO SOCIAL MEDIA MODERATION

• The digital world has brought with it a few challenges for businesses. The ease at which customers can interact with businesses and also make their feeling 
towards products/service heard on a public forum. This means that business need to react quicker to customers in order to avoid customers becoming 
annoyed with the business and keep a track record as a company that cares.

• Social Media moderations helps companies identify problems in the business flow or with products and services fast.

• Moderation also helps companies maintain a good relationship with customers, if someone has an issue and voices this concern on social media, a company 
that can respond fast and are able to solve the customers issue are likely to keep the customer, those that are slow to respond and don’t solve the 
customer’s issue generally fall out of favour with the business and are likely to avoid that business in the future.

• Being active as a moderator on social media means that you can turn questions into customers by being quick to respond and helpful.



SOCIAL MEDIA MODERATION BEST PRACTICE

• Respond within 2 hours of a complaint or question 
being posted.

• Avoid aggravating a person.

• Have a plan for responses, company tone, and what is 
allowed to be said on social media.

• Know when to ban a person or remove comments 
(don’t just ban someone as this could escalate into a 
huge problem but don’t tolerate bad language).

• Always be courteous and helpful.

• Try and move negative responses to private message 
by asking users to DM you their full issue.



DIGITAL MEDIA



SearchTwitterFacebook

D I G I T A L  M E D I A

BENEFITS OF DIGITAL MEDIA:

• Lower cost compared with some 
traditional media placements.

• Opportunity for tracking direct 
response.

• Ability to target communications to 
people based on demographics and 
interests.

WHY IS IT IMPORTANT?
Digital Media has become an important way for businesses to connect with clients and customers to connect with businesses. With the 
US predicting that Digital Ad Spend will for the first time ever exceed traditional media ad spend in 2019 with Digital set to account for 

54% of all ad spend.

3 LARGEST DIGITAL CHANNELS



DIGITAL MEDIA BEST PRACTICES

• Know what your objectives are upfront. Build a strategy to achieve the objectives.

• Be active on Social Media, depending on how much content you have and the budget you have.

• Post on Facebook at least 1x per week and everyday on Twitter, however this is not always needed, if you have limited content you can post less often, 
however a paid strategy will be needed for your posts to be delivered to their desire audience.

• Google Search is one of the best ways of driving traffic and conversion. Google Search looks and actively delivering ads to people based on specific keywords 
they search within a decision funnel. Having the relevant ads triggered at the correct stage of the decision funnel can maximise conversion.

• Be mindful of what type of advertising is allowed and what is not allowed on digital platforms.

• https://business.twitter.com/en/help/ads-policies/introduction-to-twitter-ads/twitter-ads-policies.html

• https://www.facebook.com/policies/ads#

• https://support.google.com/adspolicy/answer/6008942?visit_id=636886840179790243-3115317986&rd=1

• Don’t forget about owned platforms (website, Facebook page, Twitter account), the monitoring and optimisation of these platforms are a critical part of the 
digital landscape and should always be curated. Having dormant social media pages may lead customers to shop somewhere else. Maintaining a website to 
be fast and helpful will aid users in finding the information they require and help drive conversion, however websites that are poorly maintained and do not 
have the relevant information on them will lead potential customers to find answers somewhere else (your competitors).

https://business.twitter.com/en/help/ads-policies/introduction-to-twitter-ads/twitter-ads-policies.html
https://www.facebook.com/policies/ads
https://support.google.com/adspolicy/answer/6008942?visit_id=636886840179790243-3115317986&rd=1


DIGITAL MEDIA KPIs



PAID KPIs

AWARENESS

Impressions/Reach
Video Views
Image Views

These KPIs are passive and do not 
take into consideration a users 
interest in your brand or product 
and are more about a users first 
touch point with your brand.

These KPIs are highly 
recommended for McCain and 
are highly trackable.

ACTION

Sign-ups
Enquiries
Leads
Sales

These KPIs are geared toward 
user intent. How likely a user is to 
consume your brand.

These KPIs are recommended for 
McCain but can be less trackable.

CONSIDERATION

View-through rate
Clicks
Likes/Comments/Shares

These KPIs are geared more 
towards users’ engagement with 
your brand (positive and 
negative) and how willing they 
are to see more or learn more 
about your brand.

These KPIs are recommended for 
McCain and are trackable.

Determine the correct KPIs before starting a digital media strategy.



EARNED KPIs

AWARENESS

Impressions/Reach
Video Views
Image Views

These KPIs are passive and do not 
take into consideration a users 
interest in your brand or product 
and are more about a users first 
touch point with your brand.

These KPIs are recommended for 
McCain but can be less trackable.

ACTION

Sign-ups
Enquiries
Leads
Sales

These KPIs are geared toward 
user intent. How likely a user is to 
consume your brand.

These KPIs are recommended for 
McCain but can be less trackable.

CONSIDERATION

Clicks
Likes/Comments/Shares

These KPIs are geared more 
towards users’ engagement with 
your brand (positive and 
negative) and how willing they 
are to see more or learn more 
about your brand.

These KPIs are recommended for 
McCain but can be less trackable.

Determine what actions you want people to take based on your content.



OWNED KPIs

AWARENESS

Traffic to owned platforms

These KPIs look at how well your 
earned and paid media drive 
users to your owned assets.

These KPIs are highly 
recommended for McCain and 
are highly trackable.

ACTION

Sign-ups
Enquiries
Leads
Sales
Drop-off

These KPIs look at how well a 
user is moving through your 
buying funnel, from interaction to 
sale, and if the user is falling out 
the funnel at any point.

These KPIs are recommended for 
McCain but can be less trackable.

CONSIDERATION

Duration on platform
Content consumed on platform

These KPIs look at how long a 
users stays within your owned 
environment and how much 
content they consumed while 
there.

These KPIs are recommended for 
McCain and are trackable.

Choose KPIs relevant to your businesses owned digital assets.



CALCULATING CONTENT ROI

ROI Calculation:

Content (C) =
Revenue generated by x

Production cost x + Distribution cost of x

In order to understand the true ROI when it comes to content marketing, there are multiple content types and streams to consider as all content is 
not  the same. There are costs to the business in terms of distribution either internal or paid.

KINGJAMES GROUP • PLANIT MEDIA



AVERAGE ENGAGEMENT RATES

Facebook Instagram LinkedIn Twitter

0,55% 0,2%1% 0,54%

Open Rate Click-through rate Click-to-open rate

27,32% 5,05% 18,47%

Email

SOCIAL MEDIA

EMAIL MARKEING



THANK YOU


