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Welcome!

Liz Huff
Sr. Director of Customer Success 

Upland Second Street
lhuff@uplandsoftware.com

Julie Foley
Sr. Customer Success Manager 

Upland Second Street
jfoley@uplandsoftware.com

Kristen Wehe
Customer Success 

Manager/Content Creator 
Upland Second Street

kwehe@uplandsoftware.com



Do you have 
questions?
Ask in the GoToWebinar
Panel during the webinar, 
and we will answer them at 
the end!



3 Steps to 
Follow

• Reporting
• What reporting is available 

and how to show success

• Following Along
• How to talk to your customer 

during the campaign

• Following Up
• Ask for success they’ve seen 

and to continue partnership



Reporting



Importance of Reporting

• Necessary during AND at the 
end of the promotion
• Trains your customers in what 

they should be 
tracking/valuing
• Provides proof of success
• ROI
• Leads
• Audience interactions

• Proof of success leads to 
booking another deal



The Dashboard

• Summary of all important 
stats at-a-glance

• They are SHARABLE







Explain Stat Importance

• Don’t just focus on 
entries/votes
• LEADS are important
• You can have lower entries but 

great, actionable leads

• Share what you KNOW the 
client values
• Leads
• Opt-Ins
• Audience Data



Included in the Sharable Dashboard

• Customizable logo and color

• Customizable data
• Entries – Shows engagement
• People – The # of individuals who 

engaged
• Opt-ins
• Custom Form Questions - Lead-gen 

questions
• Demographics – Great if client is 

focused on certain age ranges etc.
• Postal Codes – Top areas that 

engaged



Included in the Sharable Dashboard

• Notification Email
• Schedule to send on specific 

date or as soon as promotion 
ends

• Who should you send it to?
• The Client
• Sales Rep
• Sales Manager



Share All Campaign Stats

• Share more than just the 
promotion stats

• You ran a multi-media 
campaign
• Email stats
• Ad impressions
• Spots
• Social media impressions



Following Along



Importance of Following Along

• Establishes you as a partner

• Shows you are invested in 
their success

• Fosters excitement of 
campaign

• Allows for pivoting



Notify & Share

• Make sure Notify & Share is 
enabled for client opt-ins
• Delivers hot leads

• Check in to see if the current 
notification schedule works
• Allows you to take a pulse
• Let's them know it’s adjustable
• Ask if they’d like a follow-up 

email at the end of the 
promotion



Pivoting
What if things aren’t going to plan?

• Remember!
• You can’t change the rules or the 

prize

• Instead, increase exposure!
• Send another invite email 

(excluding participants)
• Add the promotion to your 

newsletter
• Morning/weekly newsletter
• Newsletter of a different audience

• Look at unsold inventory – add 
promotional spots



Pivoting
What if things aren’t going to plan?

• Increase exposure
• Promote it on-air
• Add it to print
• App push
• Social media posts
• SMS campaign



Following Up



The Main Goal

• Provide a full synopsis of the 
success of the promotion
• Focus on the advertisers’ goals



For Example

Client: Financial Advisor
• You determined what success 

means to them
• Leads
• Audience Engagement
• Education
• Target Audience 50 years+

• Show how new business came from 
the leads gathered
• 120 leads gathered from promotion
• How many of those leads turned 

into customers?



Ask, Ask, Ask

• What success did they 
see that you can’t 
measure?
• Consultations, estimates, 

reservations booked
• Tickets sold
• Products sold
• Resumes received



Uncover New Opportunities

Following up and proving success will lead to

Planning the next promotional 
campaign



Keep the Party Going!

• Use data collected from the 
promotion to help plan the next 
one

Example:
• You ran a quiz about water 

mitigation for your roofing client

• Found the audience doesn’t know 
much about gutters
• Next promotion, run a free gutter 

installation giveaway!



Keep the Party Going!

Example:
• You ran a quiz about oral 

health for your dentist client
• Found the audience is 

interested in clear aligners
• Next promotion, run a clear 

aligner giveaway!



The Bottom Line

• Following up allows you to 
show the full success of their 
investment

• They’ll be ready to book 
more!



Case Study
USA Today

Client: Indoor Water Park Resort
Goals:
• Lead generation

• Increase bookings to their four resort 
locations

Execution:
• Lead-gen sweepstakes
• High-value media plan leveraging XMO and 

targeted email

Results:
• 29,000+ sponsor opt-ins
• 580 resort bookings
• Advertiser booked additional $175K 

in promotions campaigns



What’s Next

• National Sweepstakes

• Bundle of 3 lead-gen 
promotions

• Upcoming Best Of
• Do they want advertising 

spots?

• High School Sports or 
Teacher of the Month January

$5,000 
Sweepstakes

April $5,000 
Sweepstakes

August

$5,000 
Sweepstakes

November

$15,000 
Sweepstakes

$5,000 
Sweepstakes



Document YOUR Successes

• Create internal case studies 
of successful promotions
• Helps your team brainstorm
• Use them to sell and prove 

concept to other advertisers



Resources



Thursday, October 5th
12:00 PM CT / 1:00 PM ET

Sign up now!

National 
Sweepstakes 
Office Hours

Thursday, October 26th
12:00 PM CT / 1:00 PM ET

30in30

Upcoming Webinars

https://lab.secondstreet.com/webinars/


lab.secondstreet.com

https://lab.secondstreet.com/


Sign up for the Lab Newsletter!

https://info.uplandsoftware.com/Upland-Second-Street-Email-Preferences.html


Questions?



Thank You!

Liz Huff
Sr. Director of Customer Success 

Upland Second Street
lhuff@uplandsoftware.com

Julie Foley
Sr. Customer Success Manager 

Upland Second Street
jfoley@uplandsoftware.com

Kristen Wehe
Customer Success 

Manager/Content Creator 
Upland Second Street

kwehe@uplandsoftware.com


