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Efficiency is vital in business.

When the need to scale comes around, deploying system:s,
processes, and workflows can shift the very essence of how we not
only do business but how we serve our customers, too.
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Today, I'll show
you how email
automation
supports your
business processes
and email
marketing eftorts.
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Improved targeting of messages
Improved customer experience
Better quality of leads

More leads

mproved efticiency

Higher conversion

Higher customer engagement

Longer customer retention

o Shortened sales cycles
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Fttective Worktlow

A ROADMAP FOR STRONG EMAIL AUTOMATION
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An etfective
worktlow relies
on supporting
the customer
through their
experience.
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<1 NDAY MONDAY TLESDAY

louidsparx | Dreaming & Planning
Worktlows
8 e Email Welcome Series
e Visitor Guide PDF
« What to expect on a trip /tour
15
20 21 22
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uidspar Dreaming & Planning

Worktlows

e Email Welcome Series

e Visitor Guide PDF
« What to expect on a trip /tour

™ » General Experience & Trip Information

e FAQs & Recommendations
o User-generated content, webinar invites

20 21 22
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uidspar Dreaming & Planning

Worktlows

8 . .
e Email Welcome Series
o Visitor Guide PDF
« What to expect on a trip /tour
T e General Experience & Trip Information

e FAQs & Recommendations
o User-generated content, webinar invites

e Abandon Cart Ideas

20 21 29 e A reminder or invite to chat
e Did you know...series
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Booking & Experience

Workflows

e Trip-Specific Information

e [tineraries
o Testimonials & User-generated content

eCommerce

segmentation becomes
a very powerful tactic
foryou to tap into.
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Booking & Experience

Workflows

e Trip-Specific Information

e [tineraries
o Testimonials & User-generated content

e Incentives or Product/Trip Upsells

o Related upsells based on page visits
o Special discounts, deals, coupons

eCommerce

segmentation becomes
a very powerful tactic
foryou to tap into.
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Booking & Experience

Workflows

e Trip-Specific Information

e [tineraries
o Testimonials & User-generated content

e Incentives or Product/Trip Upsells

o Related upsells based on page visits
e Special discounts, deals, coupons

eCommerce

segmentation becomes
e Nurturing Customer Relationship a very powerful tactic

o Curated blog reading list to help them prepare foryou to tap into.
e "Things to do while you're here!", etc.
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Sharing

 Sending Thank Yous & Invite to Review

 Don't underestimate the power of thanking
someone for their business, and reviews are an
integral part of your marketing.
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Sharing AL iENE

» Sending Thank Yous & Invite to Review

 Don't underestimate the power of thanking
someone for their business, and reviews are an
integral part of your marketing.

e Invitation to Share UGC!

o Start engaging with your visitors on social by
inviting them to share their photos & videos!




Sharing AL iENE

» Sending Thank Yous & Invite to Review

 Don't underestimate the power of thanking
someone for their business, and reviews are an
integral part of your marketing.

e Invitation to Share UGC!

o Start engaging with your visitors on social by
inviting them to share their photos & videos!

e Client Retention with Data Available

o Use the data you have to nurture an ongoing
relationship. This includes campaign activity,
eCommerce activity, and more.
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iQuidspark

MEDIA &

EXNPLORE

BRYSON CITY

Asast Cavatina

Hi << Test First Name >>!

Apple cider, pumpkins, and crisp fall air is right around the corner! And
there's no place better to experience fall than Bryson City.

As the leaves start to change, planning your trip before the fall rush
means you have more space to enjoy all Bryson City has to offer. There is
s0 much to see and do as the seasons change! This month, we're talking
about all things fall. Read on to decide what your next epic adventure to
Bryson City will be.

Because, after all - We're only a drive away!

P.5. Already looking past fall and into the holiday season? You're in luck -
Polar Express tickets are on sale now

Explore Bryson City
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| Toury & Ductfitters|

Visit RafttheWrangelis.com | Call 207-302-0688

Hi <« Tast First Nama >,

We are excited that you are interested in learning maore aboul vacalion
advantures in McCarthy, Alaska and our tremendous "backyard™ ol Wrangell St
Elias National Park. If you've never been to Alaska - you are in for an amazing
treat. If you have been io places in Alaska other than the historic McCarthy
region - get ready 10 kearn about this wild, historic and extraordinary "last great
lrontier” that is still relatively unknown 10 most paopia

This is the first of three emails packed with helpful blog articles, videos
and resource guides about our McCarthy, Alaska region and what
adventures you can do here. Each emall will be sent 3 days apart - keep a

look out for them.

As you have questions, keap a lally and conlact us when you are ready

We know that traveling lo Alaska is a life time bucket list trip for many of us
We are locused on helping you plan and creale your Alaska trip ol a lifetime!

Happy Adventuring

Nik Mearlina
Owner - McCarthy River Tours & Outfithers

mmﬂmmmmMMTml

hutfitten

Welcome Email 1
Sent immediately.

»h
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Tours & Outfitters]

Hi <= Test Firsl Namig =

To lay snugly in a tent, walching a brilliant Northem Lights show. listening to the
river flow past you all night long; 10 lose yoursell in complete awe of the sheer
beauty that surrounds you: o sit slently from ihe safety of a boat and waich as
bears and mocse make thair way along the riverbank

Our ovarnight and I'|'||.Ir|-:!:_'|!l raft irips iImmerse you mio thie uniouched Alaskan

wikderness and some of the mosl untamad land in North Amenca—all under ths

guldance ol an expanenced trip loader and guids stalf, You'll enjoy amazing
campeng, greal lood and phenomenal adventuras

A multi-day Alaska adventure is the best way (o immerse yoursell in the
beauty and wildness of Alaska - check out our free multi-day Alaska
adventure guide for what to axpect.

Welcome Email 2
Sent 3 days later.

Tours ﬂul'l'lllr'

Visit RafttheWrangelis.com | Call 07-3032

Hi =<« Tesl First Name »>.

Visiting McCarthy is a tolally immerse expernenca. Bul don't lake our word for

us... hara's whal our Quesls ana Saying

"Much of the time spent in KennicottMcCarthy is walking around old bulldings
and lpoking al the incredible views of the Wrangel-Si.ENas. If you are traveling
with kids, the rall inp will suraly be the highlight of vour trip! You gef o enjay all
the same views and learn about the area, all while enjoying the serenily of
paddiing a glacier lake or running some very manageable rapids. Emily guided
us ail the way through from learning how o properly don owr dry suils, padaling
the glacier lake, jumping info the icy wailer from a glacial moraine, rumning a few
rapids, and than drmving us back fo the baathouse in MeCarthy, All was vory fun
and sale and I'd recommand for young and old alike. ANl the boatls and
equipment were in good repair and the Inip was nol af all sirenvous. Emily also
had sxcalant recommendabions for food and drink at the local sateres,”
Geoffrey E. Aug 4, 2018

Learn more about the day trips you can
experience by downloading our free
Adventure Guide.

Youll find Frequently Asked Questions, how to
get to McCarthy, a guide 1o town amenities, and
maore! Gal your Alaska Day Trips gulda hera,

We look forward o helping you expenence

Welcome Email 3
Sent 3 days later.
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Planning Worktlows

WHAT TO CONSIDER & WHAT TO MEASURE
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Planning Your Worktlow
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Planning Your Worktlow

WHO
n are you talking to?

Understanding who it is you're
reaching with your planned
workflow is key to developing
content and delivery that will
work for them.
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Planning Your Worktlow

WHO WHERE

n are you talking to? are they in their journey?
Understanding who it is you're The workflow you develop for
reaching with your planned serving someone in the
workflow is key to developing dreaming or planning phase
content and delivery that will will look ditferent from the

work for them. booking phase, for example.
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Planning Your Worktlow

WHO
n are you talking to?

Understanding who it is you're
reaching with your planned
workflow is key to developing
content and delivery that will
work for them.

WHERE

are they in their journey?

The workflow you develop for
serving someone in the
dreaming or planning phase
will look different from the
booking phase, for example.

WHAT

H are their pain points?

Identifying your customer's
pain points at this stage of
their journey will help you
create HACK content to use
in your workflow.
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Planning Your Worktlow
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Planning Your Worktlow

WHAT

information can
address these pain

n points?

You may already have helpful
blog posts, guides, videos,
and more that could speak
directly to pain points; or you
can develop them.
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Planning Your Worktlow

WHAT HOW

information can will this information be
address these pain used and leveraged in
n points? H your workflow?
You may already have helpful Consider the steps your
blog posts, guides, videos, customers have to take: what
and more that could speak action does this person need
directly to pain points; or you to take to get this info? What
can develop them. action do they take after?
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Planning Your Worktlow Nela.

WHAT HOW

WHEN

information can will this information be will you deliver these
address these pain used and leveraged in emails, and what will the
n points? H your workflow? n timing look like?
You may already have helpful Consider the steps your Carefully consider the timing
blog posts, guides, videos, customers have to take: what & delivery! Emails sent too
and more that could speak action does this person need frequently or infrequently, or
directly to pain points; or you to take to get this info? What emails that "flood" an inbox,
can develop them. action do they take after? will damage your efforts.
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Metrics & Success

BE Open Rates W8 Automation Completion

CTR & Content CTAs Site Traffic

H Unsubscribes n Revenue Generated
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How could (or already does) email What customer data do you collect that
automation support your adventure brand in could lend itself to an email automation
the key goals—slide 47 created to move customers through a funnel?

What existing assets (think: Visitor Guide) Consider your customer journey: where do
could you build into a targeted email you really thrive in delivering content, and

automation to a) grow your email list and b) where are there holes you can perhaps plug
deliver useful information at planned times? up with email automation?
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liquidspark

EDIA & ARKETING

We've created an Email
Automation Toolkit you
can use to help you begin
thinking about emaiil
automation, and plan out
high-impact workflows to
support your triple bottom
line.

Get Yours Now!

Action BSii=Te


https://liquidspark.com/toolkits/intro-to-email-automation/
https://liquidspark.com/toolkits/intro-to-email-automation/

liquidspark
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Presentation RS le =k

Email Marketing & Email Automation Excellence 2018 Report
https: //gr-dms.s3.amazonaws.com /resources/sites/2 /2019 /05 /0645 /email-marketing-and-marketing-
automation-excellence-2018. odf

Best Customer Review Platforms for Adventure Brands
https: / /liquidspark.com /customer-review-plattorms-for-adventure-brands

How to Leverage Customer Reviews to Win More Business
https: //liquidspark.com /how-to-leverage-customer-reviews-to-win-more-business

The Customer Journey: How to Improve It
https: / /liquidspark.com /customer-experience-journey-how-to-improve-it

5 Ways Automated Follow-Ups Help Adventure Biz Growth
https: / /liquidspark.com /5-ways-automated-follow-ups-help-adventure-biz-growth



https://gr-dms.s3.amazonaws.com/resources/sites/2/2019/05/0645/email-marketing-and-marketing-automation-excellence-2018.pdf
https://liquidspark.com/customer-review-platforms-for-adventure-brands/
https://liquidspark.com/how-to-leverage-customer-reviews-to-win-more-business/
https://liquidspark.com/customer-experience-journey-how-to-improve-it/
https://liquidspark.com/5-ways-automated-follow-ups-help-adventure-biz-growth/
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Please complete the session evaluation for this
oresentation in the America Outdoors
Crowdcompass mobile app.
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