These videos will live as content/testimonials on a micro site http://www.constantcontact.com/reachout
that would be used to engage current customers as well as to attract more prospects for trial by touting
the effectiveness of our service. This retention campaign will run for 3 months starting from January, and
selected members will star in Constant Contact's print advertising starting from May. From this moment,
this campaign will turn to Acquisition campaign, and we will try to run the ads in a place that makes sense
as advertising for the selected members as well as CC. The opportunity to celebrate our members success
gives them an opportunity to reach out to potential customers on our behalf. The member exposure/free

advertising aspect would be really compelling.

We see this as a way to partner with our close-knit women in a small business community for CC's growth.
With this campaign, we can acquire new prospects while promoting our customers' success stories and

developing their emotional connections with the CC brand.

Phase #2: Humanize conversation - "Listen to Jennifer"

Goal: Acquisition

We believe that CC can grow further by adding "human feel" to its tone of communication with its custom-
ers. "Jennifer", an imaginary small business owner who has been successful by using CC for her business,
could be the perfect spokesperson for the brand. She is someone who is in the same shoes with our
prospects, so when she communicates to them, as a peer to peers, about why e-mail marketing is impor-
tant, and how CC can make it easier than anyone, the communication will become a lot more persuasive

and convincing.

We will deliver Jennifer's educational message to the list of new prospects via direct mail pkg every other
month starting from Feb, and then, we will send a confirmation type e-mail with a further educational

information to the same list of new prospects. The spokesperson in the e-mail will still be "Jennifer".

Phase #3: Reach out within the professional community
Goal: Acquisition

We understand that making contact is valuable. So we've decided to focus on several ways to connect.
Conferences

We've made a commitment to send a team of small business specialist to conferences such as '"ABWA
National women's Leadership Conference.' These specialist will sit down with our prospects and explain
how e-mail marketing could help them connect with their customers.

Local meet-ups sponsored by Partners

Our friends can be your most trusted resources. We've partnered with Linkedin to sponsor local meet-ups
so you can social network in person for change. Constant Contact and Linkedin will connect you with
people that are specific to your business. Online attendees also get a chance to extend their resource
network by accessing a community that is specific to their business.

We will use Direct mail to invite prospects to conferences, and after

we collect e-mail addresses from participants, we will send confirmation

e-mail with a message soliciting them for 60-day free trial.
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Phase #4: Reach out within the local community

Goal: Retention + Acquisition

As a leader, we know how important you are to your community but as a neighbor we know how impor-
tant your community is to you. That's why we'll give you and your community something back every time
you give something back to your community. Just provide photo or video documentation of you investing
your time in a community organization, and we'll give you and your community a gift. When you submit
your photo or video, you will receive One month Free service, and the organization you worked for will
receive 60-day Free trail + One month free service as our gift to your community. In addition, you get a

showcase feature in our web community.

To make this campaign work, a member should provide e-mail address of the organization she invested
her time when she posts a picture or video on our web community. Once we receive the e-mail address,

we will send an educational-type e-mail we created in Campaign #2 to all referred organizations.

Phase #5: Reach out within online environment

Goal: Acquisition

We will place online advertisements on our partners' websites + any website relevant to women small

business owners. The online creative will be refreshed every two months.
Tactics

1. Search. We recommend buying key words associated with what customers could be doing online
throughout the year. For instance: April is Tax season, we could buy seasonal words that have to do with
our partner Quickbooks. As well as buy words that are associated with our other partners so as to increase
our visibility and credibility among our target. This in theory will increase qualified traffic and thus
increase our chances of trial by capitalizing on our partner's traffic by association. Response channel

online.

2. Consult with attendees at conferences. This expresses the CC value proposition of "understanding small
organizations, coaching them through every step and bringing best practices to build customer relation-
ships."* We recommend prospecting in person at conferences with high attendance or highly targeted
concentrations of our audience. We believe that reaching out to our potential customers in this way will
position top-of-mind us as experts. We would also offer these consultations as videos on
constantcontact.com/reachout/ in return for a registration. A 'Thank you for attending' email to attendees
is a marketing opportunity as well as the first step in double opt-in confirmation to market to these
prospects. Live registration, phone number and branded url are the response channels.

*Source: CC Brief, Value Proposition slide 12
3. Direct mail with email follow-up as confirmation. Our direct mail package will explain the features and
benefits to our prospects and offer our free trial. An email will be sent to support this effort as a reminder.

BRC phone number and branded url are the response channels.

4. Print will also explain the features and benefits to our prospects and
offer our free trial. Print will also serve as an awareness generator for CC.
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Tactics

5. Viral component. Circulate user generated testimonial videos that strengthen our proposition as well as
drive traffic. We could set up companion ads with forms that submit user info where appropriate. The CTA

will push sign up or trial offer.

6. Partner with our current customers. Our current customers are our most engaged, best qualified and
least expensive brand ambassadors. This community is actively engaged in the online dialogue and
because of this, we could use our regular e-mail newsletter to our existing customers as an acquisition
tool. We will seek areas to encourage knowledge sharing by adding a "share this valuable info with your
peers/friends button. If new prospects find the shared newsletter from one of our customers valuable for

them, they could opt-in for CC's newsletter to keep hearing from CC.

Retention Overview: Top-line

Overall the CC user community is a very engaged group and we would like to continue the current efforts.
The retention section specifically pertains to the areas that we promise in our "Reach out" effort. These
ideas may be in essence what CC is doing already, however we propose testing them within the context

of our "Reach out" design/tone recommendations.

1. Encourage user generated content from our members. We give a loose format with requirements on
content and length and let people do whatever they do. It will catch fire. The most successful WOM (see

articles at bottom)

2. Regularly seek advice and understanding from our existing customers through surveys/polls. This will

ensure that we can keep our promise to provide relevant business contacts to our premium customers.

3. Constantcontact.com/reachout/ microsite with retention content. Offer web segments as a resource.
Offer targeted networking opportunities with partners like Linkedin. Pull content from Speak up in order
to reach out.

4. Provide videos & podcast that deal with various relevant topics that we pull from whatever is happening
on our blogs. Whatever people are talking about or is hot in the industry we do a video seminar on or

provide white papers or tips.

5. Create tools that make the larger context of our user's lives better by providing online marketing tools.
One such example is a mobile text alert that corresponds with the deployment of their email campaigns.
We could provide a snapshot of their campaign results like open rate or conversion rate by phone. Along
with these rates we could provide support such as 38% open rate, remember to front load keywords in
your subject line and offer clear features and benefits in your emails. We could also have a Reach out

Campaign widget that provides a dashboard of results in real time.
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