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Questions

2 Assigned to

Attendee

What time will the class start at?

Any Questions?

Attendee

Can you please re-share the hand
out with the questions?

2R Assigned to

Attendee

Ask in the Questions section the o itve e
webinar, and we will answer
them at the end! s T 8

Kathy White %

{'j Raise your hand Evelyn Myers o

Austin Dy






Print Ads

Geofencing/Geo
Targeting

OTT/CTV Social

Special Sections
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Email Marketing



Results Promotions Deliver

Leads
List Growth

Online/Foot Traffic

Data

Social Growth
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Brand Awareness
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Has some or all of Multi-channel
your advertising ,r"'?supports promotion”\\
opportunities J of the contest |
[ { \},
l\
N Custom package . .
> that targFe)ts thiir Promotion wil

provide the ROI
goals



44

Immediate Impact

Traffic, buzz, and brand

awareness

@ Ongoing ROI Data-Driven Marketing
Hot leads & new, engaged email Insights for smarter targeting and
list that can be marketed to over segmentation

and over ‘Q‘.
[ —\
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Introducing the Solution
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Lead Generating Campaign

Actionable Leads Multi-Channel Long-Term Value

In-market prospects that Supported by multi-media Build a list that drives
have shown explicit buying marketing campaign sales well beyond the
intent contest

Social Growth Custom Data Big Participation

Provides built-in sharing Collect audience The chance to win creates
that drives social reach preferences and buying excitement & participation
intent









Ensuring Success: Following
Along & Following Up




| sold the campaign.
Now I'll set a calendar reminder to
follow up when the promotion is
over

------------------------------------------------------------------
* L4
* *

. -
.....
---------------------------------------------------------------
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b Q .

Establishes .

U A Provides proof Allows for
Y .-7 of success .7 pivoting
partner 7 7

/ /

{ i { i

\ : \ ‘

\ \

N\ \
~~) Shows you are ~~y  Fosters
invested in excitement of
their success campaign
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"We meet weekly to go through every live promotion and
see: how is it pacing? Are they getting quality activations?
Are there any opportunities to expand reach or tweak

the program for optimization? And our renewal rates are
higher because of that."

Rebecca Capparelli, VP Promotions, USA TODAY Co




Following Along
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. . .- .
- * * .

Summary of all
Important stats at-
a-glance

Use the Shareable
Dashboard feature

* . .
L2 'Y L d 'Y
--------------------------------------------------------------------------------------------------------------------

-----------------------------------------------------------
. .
* .

. Check Dashboard stats:
* First Day E
* First Week
* Attheend

* .
G .
-----------------------------------------------------------
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‘= Get your instant roof quote! ‘= What signs of damage does your home currently
have? (Check all that apply)

Siding issues

*
*

*

How is the promotion
pacing?

Roof older than 15 years

Gutters need replaced - 132

st EEEEEEEEEEEEEREEnnEy,
sassssssssssmmmmnEmnEn’®

*
*

87.1% Interior ceiling stain - 57

Didn't Click M Clicked Missing shingles . 10

3
Y NN NSNS NN SN NN NN EEEEEEEEEESEEEEEEEEEEEEEEEEEEEEEEEEEEEEEsEssmemmmmns®

@S EEEE NN NN NN NN NSNS E NN NN NN NN ENENS NN ENENEENEEEEEEEREENE,,
* *

o N Leak in roof I 22
- .

e
.

100% Answered 100% Answered

Share measurements of

success the client values
e Leads
* Opt-Ins
e Audience Data

= How soon do you plan on repairing or replacing If we could help you get your roof covered by
your roof? insurance, would you be interested in a free
estimate?

gSEEEEE NN NN NN NN NN NN NN NN EEEEEEEE,

Not planning onit M Sometime next year M This year
B As soon as possible M In the next 6 months

.
“Ysnsssssssssssssssnnmsnmnmnnmnnnnnnns®

+*
*

‘0
*

Yes M No

*
*

.
Y s EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEsEsEmsmemmmmnst® 100% Answered 100% Answered

SN NN NN NN AN A AN N AN NN ANNEAANE N AN ANNENANNNANENEEEEEEEEEEEEEEEEEg,
* *

. . +~  Yes!l would like to know about more from n

Remember, there is no oy Rt o e
perfect # of entries or
opt-ins

-
NN NN NN NN NN NN NN SN NN NN NN NN NN NN NN EEEEEEEEEEEEEEEEEEEEEEEEEES

-

Follow Foley Roofing & Exteriors on Facebook

50 New Opt Ins

g EEEEEEEEEEEEEEEEEENg
“sapssssssnsssnnmnnnuns?®

*

90.7%

.

*

*

Didn't Click M Clicked

*

Didn't Opt In I New M Already Opted In



What if things aren't going
well?
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Best Practice: Weekly Meeting
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People

6.5K

E]
=
W
3

*

.0 O 00 O 0 0 ;

New People Entries Noms

1.2K 14K

£ Organization Name 2 People (0)

961
557

Séd

Report to track

0

Votes

354

New
:People 0] Z Entries

226

112

174

1,286

557

544

410

347

----------------------------------------------------------------------------------------
*

Use the Promotions Performance

0
-----------------------------------------------------------------------------------------

New Opt Ins

3.2K

% Votes

Leads

1.2K

.
~ New - .
z < Leads

Opt... ® .

474

302

444

129

163

447

58

o 1
o i

232 &

28

193

50

--------------------------------------------
" e
** .

Schedule internal
weekly meetings
to review &
optimize all live
promotions

00000
--------------------------------------------
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Flip your
levers!

LN o*
Y .
--------------------------------------

Pivoting
Unsold .
promotional spots Promote SIS EEITRELE
on-air

Run another print
ad

Send another

invite email Social media posts

Add promotion to

A ush
your newsletter A



llllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll
[ ]

lllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll

---------------------------------------------------------
>

1 driveris 26%
EMA'L total entries came from days

invite emails were sent
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What not to
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The Follow-Up
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Sharing the Dashboard :
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@FOLE Foley Roofing & Exteriors
ROOFING & EXTERIORS  Synday 6/10/2026 at 11:00pm — Friday 6/19/2026 at 10:59pm
% 3,777 Entries 2. 809 People
B Like Foley Roofing & Exteriors on Facebook for an extra chance to win! 145 clicked

Customizable logo, color, and

) Yes, I'd like to receive promotions and offers from Foley Roofing &

Exteriors! 85 new optins d a ta

@  VYes, I'd like to receive a free estimate! 142 new opt ins

Entries
Are you considering any home improvements in the future? o Shows engagement
u  People
B ot esencing 567 o # ofindividuals who engaged
501 responses I -12moruns: 13 * Opt-ins
mern « Lead-Gen Questions
« Demographics
o Greatif client is focused on certain age
ranges etc.
e Postal Codes

o Top areas that engaged

= Areyou a homeowner?

W ves: 753
Il nNo: 44

797 responses



----I Your contest has received entries... e W SHARE DASHBOARD I----
----I Monday 7/31/23 at 12:01lam  Tuesday 8/29/23 at 11:59pm I

4,377

3,830

3,282

2,735

1,641

1,094

547

0

07/31/2023 08/06/2023 08/13/2023 08/20/2023 08/26/2023
====I R R =====
----I Taking a deeper look at what we know about everyone in your audience, you can see... I----
----I Peop|e Total New: 2,574
----I 4 4 6 9 Total Existing: 1,891 I----
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Sharing the Dashboard

@ Foley Roofing & Exteriors

1orRs  Synday 6/10/2026 at 11:00pm — Friday 6/19/2026 at 10:59pm

4EEER

% 3,777 Entries 2. 809 Pe0p|e To: Matt Hummert
B Like Foley Roofing & Exteriors on Facebook for an extra chance to win! 145 clicked Hella,
Hummert Media Inc is running the following promotion, Foley Roofing 8t Exteriors, and wa o share the results with you.
Yes, I'd like to receive promotions and offers from Foley Roofing & Click the link below to view your personal dashboard.
(] - | 85 new opt ins
Exteriors! View the Foley Roofing & Exteriors dashboard
@  VYes, I'd like to receive a free estimate! 142 new opt ins

Are you considering any home improvements in the future?

. Just researching: 567
B 6-12months: 135
801 responses

3-6 months: 59

Il -2 months: 40

= Areyou a homeowner?

W ves: 753
Il nNo: 44

797 responses
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Sharing Hot Leads
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----------------------------------------------------------
* s
. *
o* ®

Turn on Notify & Share for
client opt-ins

* Delivers hot leads

* Checkin to see if the current
notification schedule works

* Allows you to take a pulse

e Let'sthem know it’s
adjustable

e Ask if they’d like a follow-up
email at the end of the
promotion

. .
.....
----
------------------------------------------------------

Notify & Share a

o Who should receive notifications?

Email Addresses ADD

° What information will you share with recipients?

Email First Name X Last Name X Postal Code X

Gender X Birthdate X State X

Add field Q

° What should the notification frequency be?

Hourly

o Would you like to send a post-campaign summary message?

O Yes
® No

L 4

YgEEEn
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lzl S Audience

Email Stats Reach/
Frequency

2 o
Ad Social Media
Impressions Impressions



Post-Campaign Recaps that
Sell the Next Deal







We create reporting decks for our campaigns and give advertisers a one-
page best practice guide on what to do next.

Are you importing emails into your database? Are you engaging with your
social following? Are you contacting leads as soon as they come in and
offering bounce back offers?

So we try to stay really, really close because our clients deserve the kind of
results that promotions can deliver, and our sellers sell more because they
see the results they get.

Rebecca Capparelli, VP Promotions, USA TODAY Co
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Post Campaign Follow-U

W EEEy

@ SLEY Foley Roofing & Exteriors

) F
ROOFING & EXTERIORS  Synday 6/10/2026 at 11:00pm — Friday 6/19/2026 at 10:59pm

. i 142 leads delivered
% 3,777 Entries 2. 809 People

B Like Foley Roofing & Exteriors on Facebook for an extra chance to win! 145 clicked H OW m a ny tu r n Ed i nto Sa I es ?

) Yes, I'd like to receive promotions and offers from Foley Roofing &

. 85 new opt ins
Exteriors!

@  VYes, I'd like to receive a free estimate! 142 new opt ins What did they do With the data

Are you considering any home improvements in the future? gat h e red ?

. Just researching: 567
B 6-12months: 135
3-6 months: 59

Il -2 months: 40

Did they begin an email campaign
for their new opt-ins?

= Areyou a homeowner?

NE— e Do they have any new needs this
Il nNo: 44
campaign uncovered?




Sharing All Metrics
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CAMPAIGN RECAP

WEEKLY NEWSLETTERS SOCIAL MEDIA

INVITE EMAILS IMPRESSION CAMPAIGN




Now keep the party going
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What improvements are you considering?

(] Metal Roof
(] Shingle Roof
(] Siding

[J Windows Which service/product is
E/Gutters highest priority/most

] Other profitable?
(] None

Roofing — warm time of the
year

Gutters/gutter guards for
upcoming fall season

Keep the Party Going

4pEEEER

You learned:

From the contest: 70%
of your audience are
considering gutter
Improvements

From the CNA: Your
client is going to be
focusing on gutter sales
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; Keep the Party Going
lIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII.
Presanted by
E @FOLE\" /
ROOFING & EXTERIORS { ‘
WinaNEWROOF! Successful lead-gen HOW MUCH DO
N
e I IATER MITIRATION
- roofing leads WATER MITIGATION?
Firme Hama iy ’ SPONSORED BY:
- - o
—— "'"'"! GED GEP GED GED GED GED GED GED coorie & Exresions

Meetal Rood
Shingle Rool

Pivot to water mitigation How often should you clean your gutters?
quiz for gutter leads

Onoe @ year Twice a year Every 5 years Bver
PRI E et Tl Py Flomat LW [Tt [l

- n
S ol L

\ W
tHi




Book the next campaign

during the follow-up




Post Campaign

Best Practices
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Weekly meetings to discuss revenue
opportunities

Monthly, company-wide calls to
share successes & case studies

Share your Success!
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Promotions Weekly Scorecard & Revenue Opportunities

i
im

The results are in! Here are the PHI Voting Participation winners: oPmreuﬂ ’ E I

ect

1st Place - Leanne Schiller
2nd Place - Steven Page @ usaToDAY
3rd Place - Allie Abrams

More exciting news is coming soon!

Case Study of the Week

This Week's Highlight: Client Success from Fall Project Home Improved

We're excited to showcase the success of a client from the Fall Project Home Improved, which led them
to renew for the Spring Project Home Improved! As we gear up for the upcoming spring campaign,
leverage these case studies to demonstrate the value and drive opportunities with your clients.

Fall Project Home Improved Results:

+ Client Leads Generated: 32
« Total Entries: 5,038

+ Unigue Participants: 1,097

» New Email Subscribers: 649

These results highlight the strong engagement and lead generation potential of Project Home
Improved. Use this success story to inspire conversations and secure participation for the spring
program!

CASE STUDY: FALL FROJECT HOME IMFROVED

Strong Fall Results Prompt Spring Renewal
for NJ Siding & Windows in Project Home

Improved
Solution
¥ d; New
Jarsey Siding  Windows, Inc. has _ Promoton wes aunched eatsing hghvstie
proudly served the community for Prizes, Inckuding 3 nalional Grand peize and $4,000
over 25 years, Based in Morris e iy el oo e
County, deeply st whio &
rooted in the area and values the airvey captures usiomor tmpinas. Z1P e20e sata
people it serves. e aiso collected for fusure targeting
Goals & Objectives Results
™ iss o e socis ™
roedin plifoms and websies. They siso Total Entries: 5030
e ot asd g a jpants: 1,057
- Social
o wincow ang Visia: 260

siding, and docr sanvces. Thoy aiso wanted 1o New Emal Subscribars: 540
‘gain nuw clients, increass sppoinimens for the
full and heading mto 2026.

1 @ | % LocaliQ

Save the Dat

Join Us for the November Promotions Webinar!
Our November promotions webinar will take place on Tuesday, November 18th at 4:00 PM EST.
We'll be discussing strategies to start the year strong with Q1 promotions, unveiling the 2026
Promotions Calendar, and sharing insights to help you maximize engagement and revenue.
This is an opportunity you don't want to miss—|learn how to leverage promotions for success!
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Create internal case studies of
successful promotions

’

Helps your team brainstorm

’

Use them to sell & prove concept to
other advertisers

Document Your Success!
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R Federated

New ideas_Oid Values

Making It Count:

How Federated Media Partnered With Marathon
Gas 10 Increase Awareness of Their Rewards
Program Through a Sweepstakes

The Results:

“On the radio side, they are one of the biggest players in

the Fort Wayne market. They are definitely number one -

WOWO for news and K105 for country music. They have

the numbers behind them. They're great people to work
with and have affordable price points,” Trout Moser pointed out
The company’s results supported those numbers

& @

that wo have with them.” e
of National Od and Gas. Most

Campaign Results:

Marathon Gas had hroe goals with the campagn
1. Incroase awareness of the Mavathon rowards program
2. Get more poopie 10 downioad the Maraihon App

3 Create trand oyalty

pooplo texted in pecpie oponed chcipd through o peopie chickod

10 receive the ink the emas register for the gas on the Facebook

10 register for the ad 10 rogister
promotion

peopie enterod the of them chose 10 pecple shared the

©

contest in total downioad the contest on thes e bounceback
Marathon App for  social media feed for  email after entering
50 extra chances addmonal chances the contest

0 win 10 win

There was only one winner for the sweepstakes, whech was selected by the station

Marathon Gas saw great resuits from thelr campaign with Federated Media, The
goal was 10 see five ransactions per day with the app per Marathon station, and
they averaged significantly more than that over the ldetme of the campaign, With the
help of Federated Media, Marathon Gas was able 10 increase the awareness of iis

Make It Count’ rewards program while gotiing more pecple %0 download the app and
increasing thoir brand loyalty.



Key Takeaways
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Lead with Promotions
as the core of all
campaigns

Build
Multi-Channel Package

around goals that
drive ROI

S

Train reps on telling the
value proposition story

Improve post-
campaign reporting
and follow-up









Resources
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Example Pitch
Decks

Our sample sales sheets &
decks per media type!

Our suggested prlcmg for all
promotion types!

Turnkey Pricing
Packages

Vertical Specific

ldeas/

Case Studies

-Jl'i"
*t'@-
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Use our case studies!



Q Second Street LAB Newsletter Sign Up LET'S TALK

Topics Case Studies Playbooks Webinars S Traini Search.. Q

Turn Up the Heat: Q3 Summer
Promotion Ideas

LEARN MORE

=

From College Guide to 10 Father’s Day 122 Prize Ideas for
Scholarship Success: Promotions to Engage Every Contest on Your
How One Sweepstakes Your Audience and Calendar

Drove 25% Sponsor Advertisers by Julie Foley | Second Street
Growth by Julle Foley | Second Street BRACKET | PICK'EM | PLANNING | SALES |
by Matt Hummert | Second Street SWEEPSTAKES

ADVERTISERS TO TARGET | AUDIENCE

lab.secondstreet.com




WEBINAR REPLAY II I

MONETIZE THE MOMENT e:é
Howtobuildan ¢
audience
engagement

revenue machine

Check out their strategies...

USA TODAY CO.

mFederat?d Media
New Ideas...Old Values




( second Street

Seller’s Guide

Pitch-ready solutions
for top advertisers

Sample sales sheets, category-specific
promotion examples, and more.
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-
—

Download the Seller's Guide
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Sr. Customer Customer Customer
Success Manager Success Manager Success Manager
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