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Have 
Questions?
Ask in the GoToWebinar Panel 
during the webinar, and we will 
answer them at the end!



Let's Recap



What do advertisers 
actually want?

RESULTS they can 
MEASURE



Credit: Borrell Associates

They want Trackable, 
Targeted Results!

Proof of delivery/trackable 
campaign metrics

33%

Targeting capabilities to 
reach my core demos

33%

12%

9%

7%
7%

A great deal/
discount



Results Promotions Deliver 

Leads

List Growth

Online/Foot Traffic

Data

Social Growth

Brand Awareness



Social

Digital Ads

Events

SMS

Print Ads OTT/CTV

TV/Radio Spots

Email Marketing

Newsletters
SEO

Geofencing/Geo 
Targeting

Special Sections

Special Programming

Branded/Sponsored 
Content

Promotions



Go To Market



"Whenever we're building proposals
with our advertisers, we're looking for

which types of solutions provide
on-going engagement and leads."

Rebecca Capparelli, VP Promotions, USA TODAY Co



Company
• Main goals in the next 6-12 months
• Which service/product is highest 

priority/most profitable

Customer
• 3-5 customer data points needed

Marketing
• Is there an email program in place
• Upcoming marketing campaigns

Metrics
• Average customer spend
• Leads needed to convert customer
• How do they define success

Customer Needs Analysis

Define the 
advertiser's goals, 

not YOUR goals

Ask the right 
questions

Focus on results, 
not products



Need more help?
Use the Seller's Guide!

CNA questions
   Promotion ideas
   Prize ideas
   Lead-Gen Questions

For over 50 advertising 
categories!



How many entries 
are good?

How many opt-ins 
will we get?

How many people 
will participate?

Setting Expectations

There is no 
perfect # 

of entries or opt-
ins

Define your 
advertiser's idea 

of success 
through the CNA

Uncover metrics 
they use to 

define success:
• Avg customer spend
• Leads needed to convert

Use metrics to 
prove success at 
the end of the 

campaign



Example CNA



Example CNA

What does the typical customer spend on your products?

Roofing

$30,000 - $60,000+

Siding

$9,000 - $20,000+

Windows

$4,500 - $20,000+

Gutters

$1,200 – 3,000+



Example CNA

How many leads are 
needed to convert a 

prospective customer to a 
sale?

10 leads to convert

What are your main goals 
in the next 6-12 months?

Which service/product is 
highest priority/most 

profitable?

• Promote summer/fall 
specials

• Hurricane-proof windows

• Roofing – warm time of the 
year

• Gutters/gutter guards for 
upcoming fall season



Promotions for Different 
Client Needs



Opt-Ins

Photo Contests | Brackets | Sweepstakes | Ballots | Quizzes



Leads

Photo Contests | Sweepstakes



Data

ALL Promotions



The Package & Prize



"The basis of the success is making sure 
that the prize aligns with what the 

business is all about"

Deb Williams, GM of Digital Sales, Federated Media



The Prize

R + V = P
Relevance Value Participation

Package and prize 
will pay for 

themselves from 
ROI

Advertiser provides 
the prize



"Train the team on proposing the 
right media mix to reach the

client's target customer, if you do that, 
then the leads you deliver will be 

quality ones."

Rebecca Capparelli, VP Promotions, USA TODAY Co



A Multi-Channel Package

Has some or all of 
your advertising 

opportunities

Custom package 
that targets their 

goals

Multi-channel 
supports promotion 

of the contest

Promotion will 
provide the ROI​



The Package

The Promotion

Should contain at least:

Core

Email

Digital

Social



The Package

Craft packages to 
use your full 

marketing reach to 
promote your 

advertiser to your 
audience 

The promotion is 
what will deliver 

results & ROI



Example Package

Include brief 
explanation & 

package benefits

Describe multi-
channel offerings

List prize, important dates, 
value of package, and 

investment total



The Sales Pitch 



Bad Pitch

I have a sweepstakes I 
think you'll be perfect 

for.

• Selling a product that fits your 
narrative

• Doesn't lead with their goals
• If they aren't familiar with 

contesting, it will sound foreign



Good Pitch

Let's focus on a 
lead generating 

campaign that’s going to deliver 
in-market hot leads, grow social 

media, engage our large 
audience, and increase brand 

awareness

• Supported by your arsenal of 
marketing tactics

• Customized solution that targets 
their goals



Bringing together our solutions is sometimes difficult for a 
sales rep, and a promotion gives them a campaign where 

they're able to immediately increase reach because it has a 
value to our audience. It also gives them an opportunity to 

translate that audience into activations.

Deb Williams, GM of Digital Sales, Federated Media



You need a way 
to grow email 

lists with people 
who want to hear 

from you

Traditional 
sign-up forms are 
boring and low-

converting

Audiences are 
inundated by 

traditional 
advertising that 

does not promote 
real interaction

Explaining the Problem

You need 
measurable ROI 
and long-term 

value



Lead Generating Campaign

Actionable Leads

In-market prospects that 
have shown explicit buying 

intent

Social Growth

Provides built-in sharing 
that drives social reach

Multi-Channel

Supported by multi-media 
marketing campaign

Custom Data

Collect audience 
preferences and buying 

intent

Long-Term Value

Build a list that drives 
sales well beyond the 

contest

Big Participation

The chance to win creates 
excitement & participation

Introducing the Solution



Example Proposal



Example Proposal

$5,000 
Roof/Window 
Sweepstakes

Email

Social Digital

Core



Example Proposal

Collect 
Qualified Leads



Example Proposal

Increase 
social media 

following



Example Proposal

Coupon included in Thank 
You email to drive more 

leads

Provides you with another touch point 
to re-engage all participants



Example Proposal

Huge benefits 
including increasing 

leads, data, and brand 
awareness 

Multi-channel 
package to encourage 

peak engagement

Prize drives engagement of 
target audience. Value & 

investment bring 
immediate ROI



Immediate Impact

Traffic, buzz, and brand 
awareness

The Value Proposition Story

Data-Driven Marketing 

Insights for smarter targeting and 
segmentation

Ongoing ROI

Hot leads & new, engaged email 
list that can be marketed to over 

and over



"When sales reps are equipped in 
understanding how to tell the value 

proposition story [of promotions] to a 
customer, they will be successful"

Deb Williams, GM of Digital Sales, Federated Media



The perfect solution for THEIR business

Promotions don’t just 
get attention—they 
turn that attention 

into leads and 
revenue

One Promotion = 
Long-Term Marketing 

Asset

Fun for consumers, 
powerful for YOU

The Bottom Line



Sales Resources

Example Pitch 
Decks

Vertical Specific 
Ideas/

Case Studies

Turnkey Pricing 
Packages

Our sample sales sheets & 
decks per media type!

Our suggested pricing for all 
promotion types!

Use our case studies and 
catalog of ideas!



Questions?



Resources



Day 3
How to Prove ROI and Score 

Repeat Business

Join us for the whole series!

Wednesday, June 11th 
12:00 PM CT



lab.secondstreet.com



Check out their strategies...



Download the Seller's Guide
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