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This presentation outlines the Intrapreneurial Academy's target 
audiences and their respective buyer journeys, aligning our email 
and campaign strategies with our sales enablement activities. 
Additionally, we will provide recommendations to balance and 
optimize these activities effectively.

RECOMMENDATIONS

• Scrub the lists and better identify the players

• Create a sales pyramid to identify the customer type

• High Touch

• Medium Touch

• Low Touch 

 For each segment. create tailored, effective sales materials 
and messaging for the Syndeo Institute
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Executive Summary



Buyer Pyramid
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High 
Touch

Low 
Touch

Tech 
Touch

VIP
Relationship Management
• Collaborative
• Custom
• Covering their business and learning objective

Learning and Development
Focus on outcome > relationship
• One-off services (email campaign)
• Identify risk (attrition)
• Identify growth opportunity

Net New
Fully scalable
• Automated email
• Repeatable processes

Proactive

Just-in-time

Automated



Social Media Metrics
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InstagramFacebookIA LinkedInSI LinkedIn
Performance 
Metric This Month 

(6/1-6/30)
This Month

(6/1-6/30)
This Month

(6/1-6/30)
This Month

(6/1-6/30)

812
Total

1.2K
Total

364
Total

3,361
Total

Follower 
Count 

14.89%
C5 post only

10.34%
C5 post only

11.01%6.38% 
Average 
Engagement 
Rate

47 58 305 919 Total 
Impressions

▲Indicates increase in performance

▼Indicates decrease in performance

= Indicates no significant change in performance



Top Performing Posts by Engagement Rate 
– Syndeo Institute LinkedIn
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#3#2#1Ranking by 
Engagement

6/20: Repost from IA - 4.35% ER 6/3: Follow IA - 6.81% ER 6/10: Diane C5 Blog - 7.98% ER

Syndeo Institute 
LinkedIn



Top Performing Posts by Engagement Rate 
– IA LinkedIn
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#3#2#1Ranking by 
Engagement

6/24: AI post - 10% ER 6/3: Startup post for IA LI -13.64% ER 6/20: Learn about learning options -14.89% ER

IA LinkedIn
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JUNE

Email Marketing Metrics



Email Marketing Metrics
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PERFORMANCE SUMMARY

RECOMMENDATIONS

In June, 4 emails were sent out. The 2 emails sent to the Syndeo 
Institute List to take the AI survey had stronger email performance 
than the 2 separate emails to each IA list to encourage fall sign-
ups. 

The IA graduate list grew due to new class, but the other lists 
remain the same. 

• Use singular CTA for campaign emails
• Launch more regular email cadence with the newsletters 

leveraging thought leadership upon completion of design
• Revisit IA buyer list to ensure alignment with ongoing sales 

conversations

Email marketing report to showcase key metrics of all 
sent emails. Include open rate, click-through rate/report, 
top content, unsubscribes, list growth/updates, and 
initial recommendations for optimization.

S E C T I O N  
O V E R V I E W

Becky WoodsO W N E R

Constant ContactD A T A  S O U R C E

Syndeo Institute Newsletter (Quarterly)
IA Newsletter (Monthly)

S P E C I F I C  
E M A I L S



Email Marketing Metrics - Email List
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Total 
ContactsList Name

2,551Main List

449IA Grad List – February 2024

54IA Buyers List 02212024

2,625Total Subscribed

IA Grad list grew from new class and Main list had a small amount 
of unsubscribes from the 2 emails that were sent. 



Email Marketing Metrics –
All Emails for JUNE
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AI Survey request emails had strongest performance while IA Early Bird promotion to the Graduates 
list had the weakest performance for both opens and clicks.



6/25 Syndeo Institute: AI Survey Reminder
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Focused email with singular CTA 
performed well.



6/24 IA Early Bird for Fall Registration (Graduates)
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Low open rate suggest subject line or timing 
didn’t align with our audience, and low click rate 
suggests content didn’t resonate. 



6/24 IA Early Bird for Fall Registration (Buyers)
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Low click rate suggests content didn’t 
resonate.



6/17 Syndeo Institute: AI Survey
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Focused email with singular CTA 
performed well.
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JUNE

Website Traffic & 
Engagement Metrics



Website Traffic & Engagement Metrics
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PERFORMANCE SUMMARY

RECOMMENDATIONS

Looking at the last 2 months of performance we have a good 
baseline to optimize from. Current traffic is 60% desktop and 40% 
mobile. Site traffic seems to be well aligned with other marketing 
activities suggesting as we ramp up tempo, we will see that 
reflected in the site.  Site users spiked 6/25, which correlates to the 
bulk of our email activity for the month (6/24 and 6/25).

• Page Not Found metrics that are likely attributed to broken 
backlinks (271), Richard is working through setting up page 
redirects for those.

• With organic search driving most traffic, it may be helpful for the 
team to revisit those search terms to better understand user 
behavior.

Website traffic report to showcase traffic and 
engagement metrics (total visits, bounce rate, time on 
site). Include top pages, month-over-month trends, and 
initial recommendations for optimization.

S E C T I O N  
O V E R V I E W

Richard SparksO W N E R

Google AnalyticsD A T A  S O U R C E

https://syndeoinstitute.org/C H A N N E L



Website Traffic & Engagement 
Metrics
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This Month
(6/1-6/30)

Last Month
(5/1-5/31)

Performance 
Metric

3.3K =3.6KSite Users 
(Total)

3.2K =3.4KSite Users
(New)

1m 13s =1m 12s
Average 
Session 
Duration

1.Home
2.Overview | 
Intrapreneurship 
Academy
3.Our Team
4.Page Not Found
5.New Board Members
6.Overview | Hall Of 
Fame 
7.Hall of Fame | 2024 
Photos & Videos
8.Board of Directors
9.Intrapreneurship & 
Innovation Report
10.C5 Takeaways Blog

1. Home
2. C5 Spring 2024
3. Page not found
4. 2024 Hall Of 
Fame 
5. 2024 Hall of 
Fame Archive
6. Our Team
7. Overview | C5 
8. Innovate & 
Transform Your 
Business
10. New Board 
Members

Top 10 
visited 
pages by 
total views

▲Indicates increase in performance

▼Indicates decrease in performance

= Indicates no significant change in performance

Avg Engagement 
Time (seconds)

Views
This Month Top 10 visited pages
Page Name

1m 12s3937Home
40s152Overview | Intrapreneurship Academy
41s138Our Team
0s105Page Not Found

17s103New Board Members
35s96Overview | Hall Of Fame 
20s82Hall of Fame | 2024 Photos & Videos
39s79Board of Directors
12s79Intrapreneurship & Innovation Report
33s66C5 Takeaways Blog



Users by cityUsers by device typeUsers by primary channelUser metrics

Last Month
(5/1-5/31)

This Month
(6/1-6/30)

Website Traffic & Engagement Metrics
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Insert qualitative summary of user metrics
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JULY - AUGUST

Look Ahead



2024
Initiative

DNOSAJJMAMFJ

Campaigns

Events

Intrapreneurship Academy

C5

Advisory Council

BoD / ExComm

Sponsorships / Partnerships

Marketing Tempo 

FY24 Marketing Calendar
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Intrapreneurship Academy 
Relaunch

Cable Hall of Fame Intrapreneurship Academy Preview + Presale

Intrapreneurship & Innovation Report (includes CX) 40th Anniversary Opportunity Campaign

TCC Hall of 
Fame (4/18)

B&C HOF 
(9/26)

C2HR CON 
(8/5+)

NAB 
(4/14-4/17)

ANGA
(5/11-5/16)

WICT WOF
(5/17)

Cable Next-
Gen (3/12)

CableLabs
WC (3/25+)

Independent 
Show 

(8/19+)

Cable Next-
Gen Europe 

(6/4)

SCTE Cable 
Expo (9/24+)

Diversity 
Week 

(10/21+)

DI: C1 (5/1, 5/14, 5/21) DI: C2 (6/4, 6/11, 6/18) DI: C3 (7/9, 7/15, 7/23) DI: C1 (9/10, 9/17, 9/24) DI: C2 (10/8, 10/15, 10/22) DI: C3 (11/5, 11/12, 11/19)

LWA: C1 (5/8, 5/15, 5/22) LWA: C2 (6/5, 6/12, 6/19) LWA: C3 (7/10, 7/17, 7/25) LWA: C1 (9/11, 9/18, 9/25) LWA: C2 (10/9, 10/16, 10/23) LWA: C3 (11/6, 11/13, 11/20)

IL: C1 (5/13, 5/20, 6/3) IL: C2 (6/10, 6/17, 6/24) IL: C3 (7/8, 7/15, 7/22) IL: C1 (9/9, 9/16, 9/23) IL: C2 (10/7, 10/14, 10/21) IL: C3 (11/4, 11/11, 11/18)

HIAI: C1 (5/9, 5/16, 5/24) HIAI: C2 (6/6, 6/13, 6/20) HIAI: C3 (7/11, 7/18, 7/24) HIAI: C1 (9/12, 9/19, 9/26) HIAI: C2 (10/11, 10/17, 10/24) HIAI: C3 (11/7, 11/14, 11/21)

C5 Sponsorships
Spring 

Conference 
(5/21/22)

Fall 
Conference 

(TBC)

Quarterly 
Meeting 
(3/19)

Quarterly 
Meeting 

(5/2)

Quarterly 
Meeting 

(9/4)

Quarterly 
Meeting 
(TBC)

C2HR Sponsorship

BoD
Meeting 
(4/19)

BoD
Meeting 
(10/3)

Marketing Tempo Activities (see plan for details)

ExComm
Meeting 
(5/30)

ExComm
Meeting 
(8/22)

ExComm
Meeting 
(12/12)

ACA Connects, NCTC, WICT Partnerships



Thank you.


