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Housekeeping

Questions?
Phone lines are muted
e Submit via Chat Box

Webinar Recording & Slides

* Emailed after webinar

Webinar Survey

» We need your feedback

Upcoming SharpSpring Webinar:
Power Up your MarTech with Zapier

June 7, 2017

11 am. -12:00 p.m. EDT
3-8:30 am. PDT
4-4:30 p.m. BST

Product Manager
~ SharpSpring
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* Who is SharpSpring?

* What is Marketing Automation®?
Agenda « Enthusem Integration

« Growing the Funnel

« Special Offer
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Powerful. Affordable.
Marketing Automation.

Who is SharpSpring?




'/ SharpSpring

Marketing Automation Built for
Businesses Like Yours

o & @ ©

Launched in 2014

1,200+ Marketing Agencies and
6,000+ Businesses

Same Features as Top Competitors —
at a Fraction of the Cost

Month-to-Month Billing: No Annual
Contract
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Powerful. Affordable. What IS
Marketing Automation.
Marketing Automation®?




What is Marketing Automation®

Marketing technology that empowers
marketers to drive revenue, close more
sales and optimize your ROI.
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The Three Key Benefits

Drive more leads Convert leads to sales Optimize ROI
More than just more. Close business by sending exactly Double down on what works and
Drive relevant leads that convert. the right message at exactly the axe what doesn’t. Comprehensive
right time using powerful, reports make it easy.

behavioral-based communication.

‘. SharpSpring



{4 SharpSpring

Powerful. Affordable.

Marketing Aucd g SharpSpring & Enthusem
Integration




Bridge the Gap Between Direct & Digital Marketing

1. Deliver personalized direct mail with Enthusem
2.  When recipient views online message, send event to SharpSpring

3. Automate naotifications, drip campaigns, lead management and more
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Bridge the Gap Between Direct & Digital Marketing

enthusem

ENTHUSEM &
© A F Ja =
Dashboard send Mailer Tools « Rep Admin « .
Access Code Mail Date
230
Integrations / SharpSpring
Pickup Status

The SharpSpring integration enables sending of mailers based on a mailer template in response to a trigger from SharpSpring, and updating SharpS

and contacts when pickups occur within Enthusem. Out :

SharpSpring APl Keys
ACCOUNR I, | sossresesaaimrorrisasarvassassasee

The SharpSpring Account id,

SocretKay  rreesreesseessiesen S—

The SharpSpring Secret Key.

Validate Credentials

You can find your settings within SharpSpring, in the "Settings->SharpSpring API->AP| Settings” area,
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Powerful. Affordable.
Marketing Automation.

Growing the Funnel




Everyone Wants a Wider Funnel

Let’s see how the features of marketing automation make it happen...
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VisitorID  Next Gen
Emails

Google
AdWords

Reporting
Analytics

Traditional Marketing

© o

e e Drlvlng Leads ------------------------- -B-I(-)é gé.sus- -
Email

Campaign
Tracking

Dynamic
Landing Pages

DRIVING —

Next Generation Email
Campaigns

Google AdWords
Integration

Blogging and RSS
Email Integration

Campaign
Tracking
Dynamic Landing Pages

& Forms

VisitorlD (Anonymous
Site Visitor
Identification)

Reporting/Analytics
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— Dynamic Landing Pages —

Welcome back Steve, e Welcome back Mary, §

et us help you plan your Let us help you plan your

next vacation next vacation.
- =T
-

Explore the beauty of Alaska.

& -

BOOK MY TRIP
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Dynamic Emails

To: Staveg@company com

bioct: Special deals for you, Steve

Welcome back Steve,
Let us help you plan your
next vacation.

Welcome back Mary, |

Let us help you plan your

next vacatior

- P— 2
F
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Traditional Marketing

wa .\./I.S.It.o.r.“.D. .a ,'\lé;(i .G.e.n ................... DrIVIng Leads ......................... .B.lt.)é.; gﬁlsls‘ -
q;’ mal

Emails

Google 9
AdWords

Reporting
....... A??l.y.ti.c.s. k. Nurturing
Behavioral

Based Lead
Tracking

Lead

e

o 9
......... osing

e

Campaign
Tracking

Dynamic
Landing Pages

Dynamic, Drip
Campaigns

e Dynamic List

Building

— NURTURING —

o{: Behavioral Based Lead
Q « Tracking (Life of the Lead)

_l Dynamic List Building
G- ¢ /Segmentation

S

n nn Lead Scoring

o Dynamic, Behavior-Based Email
H?E Drip Campaigns for Nurturing
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—— Behavioral Based Lead Tracking —
(Life of the Lead)

Rob Thomas - .
g WS eMarketing =
Delin] 15

Added 12 montte ayo

.., view Lite ol thelend 300 Memberships 264 _ ‘ ‘ ‘
Timeline b % E % Y % M M ﬁ % h

@ R400 24 B QA0 == === @ =Q '
©—0--0—0-—0—0—O0—0—0 = = o:o@_—_o_:o:l

-0 00— 0~ () ~0—O-——O— O —O— o
9/16

°

Email was opened O 7 woeks

The email Dynamic Landing Pages: Agency Partner Emasl was opened.
Initially yent September 16, 2016 11:01 AM EDT,
Initially opened September 16, 2016 5:12 PM EDT,
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Z £t Tags

—— Dynamic List Building —

= Chicago - 12/16 - Invite 2 Unopened 1 /zaiing

Last changed by Ofivia Williams 2016 10-31 12:57:27 (View rovision history..)

Lists e
Lists are groat ways to koep In contact
with your customers.

Dynamic or Static

Should your fist build over time? And
should the rules be applied to all current
leads?

LUnt Name

Chicago - 12/16 - Invite 2 Unopen

A short description of your list. |~ 500 characters)

Dynamic List {Contacts are autoenatically added as they meet the criterla)

Build only once

o Wi select your and fiters, comsidar what will trigger someo’
1o the list in the future,

Group Options

of the following conditions are met RULE GROUP 1

-~

Addthe Trigger ¢ : Whenacontact | fills out the form
at any time

@ Triggers

¥ Filters

1. When acontact is not a member of the list Chicago 12-16 Registered
| ~and

2 Whena contact has been sent the emall City Event- Chicago - Invite 1 - Sent to All
-and-

3 When acontact has not opened the email City Event- Chicago - Invite 1 - Sent to All
and

4. When a contact has not visited the page h //sharpspril /e

o/
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Lead Scoring

4, Lead Score Rules

Lexd Scores are built nightly on all new or recently updated jeads.

Lead Score Ranges

Specify the lead score ranges you would
Tike to highlight, This is useful when you
can only get to a limited set of leads 2
day.

Completeness
Rules to measure a lead's information
leg address, phone, emall).

Mark leads

> 30
O

<
228,021
ES

Add 1point
Add 1 point
Add 1 point
Add 1 point
Add 1 point
Add 1 pont

Add 1 point

8,565 &

if a First and/or Last |

$  faCompany Name |

I a Title ks provided

If a Street is provided.

1fa City is provided

¢ ifaState Is provided.

1f 2 Zip Code is provided

1f 3 Website is provided

Total Leads: 238 553

Mark leads importance with the following ranges.

Total Leads: 238,553

> 30 > 125
RE— Vs N
<7/ <
228,021 8,565 4 1,967 &
5 8
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Traditional Marketing
actona e — CLOSING —

..................... Wi CRM/CRM Integration -
Visitor D Next Gen Driving Leads Blog &RSS T pop ¢
9 Email

o

EuEllb Campaign
Google 9 Tracking n .
AdWords L E nMI| Lead Scoring
/R_\ep;)r:!ng Landing Pages
..... Bhnay'csl Nurturing — RERRETREETErIITPRrrppppppy ﬁ{: Social Integration (Life of the
ehaviora : :
Based Lead D()_/:namlcf Drip « Lead)
Tracking SRS
Lead 9 Dynamic List Sales Management/Notification

Scoring 9 Closi Building
...................... N ]
Shoppin osing . : Smart Emails and
CpFi( 9 Social Integration Trackable Medi
ar Sales rackaple viedia
CRM/CRM e 9 Management
Integration ROI Analytics
& Reporting

Sales Email Automations
for Post-contact Nurturing

B KL

Lead
Scoring Smart Email

End-to-end ROI/Reporting
and Analytics

ol

Shopping Cart Integration
/Abandonment - B2C

iy

o
0
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—— (Contact Insights

Rob Thomas
Rob Thomas
o000
Mtiamsoom WSl eMarketing
Overview o of the Lead ¢ Se— 264 o@ﬁ@
Lead Score
i L~ B Added 12 months ago
Destomer e © Deseription
& Rob Thomas
No Description Provided.
@ mo
B DruMartin Saect Oppport
Mark leads importance with the following ranges. Total Leads: 238,553
@ Rod homas@ws-emarketing com > 30 > 125
£ L5
 ~441454 263110 \/ e
- R Mg ‘2'.28,021 8,565 & 1,967 &
DI weens e
B Fax Not Provided
October 11,2016
Company Information n Referred Kevin Triggle from Ojo Sotution
B W eMarveting
lam Inctustey Not Provided
3 Reminders ﬂ
. Office Phone Not Provided

© Extension Not Provided
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+ Pipeline Report ©
Piatoe: Sabed P

$35%0

[

$15737

35475

70100042301

214 Opps Closing in the Time Frame
Ourlrgs Nov 1, 2016 - Nov 30,2016
Eopuciud Vot Pt 195 Ot ¢ 8305241

Tttt « SN

Sales Pipeline  —

[ Toom ]

e -

2ot i

57,600

Tetn e

Totw Yohwe

$121850

Tt Waee

$750.705

Tt Voo

3211700

Yot Ve

$5.675

Enputtad Vika

$4,410

Lapreted Vabe

$50,327

Experted vabe

$89,605

Experted Vale

$43280

Eopechoct Vaken

28000

IND OV SOROULLD

20m

INDDEMO COMPLETE

18 oo

FINAL TVALLATION

21 open

AGREMENT
NECULITEDAND
unt

Bopm

TCURENT TALEY $15.100

+ S0ADOTONAL SALLS
)

o~

izvml::;msmo $378,343

LYK CUBRENT CONVERSION

Z1A X ADOM WAL
comvRsIon

243 % TOTAL PROJECTED
CONVERSION

$211,700

Tots Ve

$14,700

Ttal Vatue

$130,380

ot Ve

$146,741

Total Vilie

$54.100

Total Varie
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Campaign Insights

Contacts & Leads

o

137
My

g Bk

1313

"

229

™

Campaign Insights

s

=
Sep

& Optioos. =

X T T o/l

29,158 $2.15)35 45750 17212 $1,988,445 $62,714 %,

" EEE) T
=

heod
Oa

B Unamigned
514 Other
I Direct Traffe
N Goagle Search
B Martech
B Capterra Marketing Autemation
B UinkedIn_Competitor Guide
W 5 indeterminate Source
B Captorrs Emall Marketing

Campaign Breakdown
Leads =
2968 ot (5,268 urassigned)
Campaign Totals
oy =
2059 B Campagn Lo
00 B Unassigned Leads.
T Opes
" L Sy
. Lot
0 ey
"
961
» =
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Traditional Marketing

---\/-I-SI-t-OIu’luD----l;lé)-(t--G-e-n ------------------ DrIVIngLeads -------------------------- -Blut)-g--g(-R-é-S -----
Emails

9 Campaign  Email
Tracking

Google g

AdWords _ Dynamis
e Landing Pages
Analytics .

..... Bh|
chavioral . .

Based Lead Dé/:namlcj Drip

Tracking ampaigns

Lead 9 Dynamic List

Scoring g . Building
......... Closmg

Shopping Social Integration
Cart

Sales
CRM/CRM 9 Management

Integration ROI Analytics
Lead & Reporting
Scoring Smart Email

DRIVING
NURTURING
CLOSING
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Why do
businesses
choose
SharpSpring?

®

O

Easiest to work
with and use

Month-to-month billing

© 0

No annual contract Flexible, powerful platform

Unlimited support

Intuitive interface
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Premium Platform at Affordable Price

$40,000
$35,000
$30,000
$25,000
$20,000
$15,000
$10,000

$5,000
$0 - ] [

HubSpot Act-On Pardot ¢ SharpSpring

®m Up Front Annual Fees

SharpSpring offers similar functionality at a fraction of the price

Source: company websites as of January 2016 and intemal pricing program per license through agency partners. (‘j Sharps pr| ng
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Powerful. Affordable.
Marketing Automation.

Questions?
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