
Customer Engagement
in a Digital World



About Me

• David Shultz
Vice-President, Operations

DistributorCentral, LLC
@dshultzkc |      david@distributorcentral.com

• 16 years in the industry

• PPAM Board Member

• Kansas City – Active Volunteer

• Pretend Triathlete, Rock Star



• Business Services/Technology
• Product Search/Presentations

• Customer/Order Mgmt.

• Websites/Company Stores

• DC Today:
• 4.5 MM searches/mo.

• 61 MM views/mo.

• 20,000+ distributor users

• 8000+ websites



Overview

• Introduction

• “Engagement”

• Digital Tools
• Websites
• Social Media
• Video
• Blogs
• Email Marketing

• Analyze / Adjust / Repeat - putting it 
all together



Promotional Products Industry Trivia

First
Promotional
Product?



Promotional Products Industry Today



Customer Engagement

Engage

inˈɡāj,enˈɡāj/

occupy, attract, or involve 
(someone's interest or 
attention)



“Social” Engagement



Why We Engage

People buy from

someone they know,

like and trust.



Marketing/Advertising Channels - History

1839 – Posters on buildings/poles

1860s – Billboard rentals

1920s – Radio advertising

1940s – Television advertising

1950s – Telemarketing

1970s – Early e-commerce

1990s –CRM, Google, YouTube

2000s – Facebook, Twitter, etc.

TODAY?





How do you leverage 
the tools in your digital 
arsenal to engage your 
customers?



But Don’t Forget Your Number 1 Tool….
(Digital or Analog)



Websites / Company Stores





Websites

Supplier Websites

Distributor Websites

Niche Sites

Company Stores



Responsive Websites



Importance of Mobile



Elements of an Effective Website

GENERAL:

• Tells a story / who you are / why 
you’re special

• Case studies

• Client recommendations

• Contact information

• Product search as “component”

• Fresh content!



Elements of an Effective Website

TECHNICAL:
• Responsive
• Product search – robust, easy to 

use
• Social integration/sharing
• Cost transparency – details, 

upcharges, shipping, etc.
• Virtual sampling
• eCommerce-enabled – if they’re 

ready to buy, let em’











Leverage “Sharing” Tools



The Future of Search & Sharing?

Alexa, send
tech products

To David

I’ve found 4
products, sending to 

David 



Virtual Sampling



Video

• Product videos

• Educational videos

• “Fun” videos



Video - Effectiveness

• YouTube – 2nd largest search engine
• 100 MM hours of video uploaded each 

month
• 20% of visitors read text
• 70% of visitors watch video
• Visitors will stay on a site with video 7 

times longer than one without



Don’t Be Afraid to Have Fun

• Show off personality

• Sell (with less “sales”)

• Show off facilities

“In this video from DistributorCentral I learn 
a ton about their software. I also learn that 
I want to party with Dave.”

*Bullet points and quotes courtesy of Kirby Hasseman, Hasseman Marketing & Delivering Marketing Joy



Video - Budget

• $100 - $100,000

• iPhone to professional rig

• Basement to studio

• Internal staff to professional 
talent

• Sharable content/libraries





Social Media



Reasons to Go Social

• Outreach to customers

• Inquiries - existing/new customers

• Easy way to get 
referrals/recommendations

• Calls to action - email list, promotions

• Show them your "social" side



#1 Reason for Salespeople
to Go Social

“Warm up your cold calls!”

Dana Zezzo
Vice-President, Sales & Marketing

Imagen Brands



Social Channels

• Facebook

• Twitter

• LinkedIn

• Instagram

• Pinterest

• Snapchat



Blogs



Reasons to Blog

• Tells your story

• Educates

• Builds confidence

• Builds credibility

• Effective!



Bill Petrie’s Blogging Best Practices

• Consistency - post regularly

• SEO – drive traffic to your website

• Promote via social

• 80/20 Rule – 80% build readership, 
20% sell



Bill Petrie’s Blogging Best Practices

“Being consistent, focusing on SEO, relentless promotion, 
writing for your audience, and keeping the 80/20 rule top of 
mind will set you apart from the competition either unwilling or 
unable to engage with their target audience through content 
marketing.”          

-Bill Petrie, brandivate Marketing



Email Marketing



Email Marketing – Effectiveness

• 72% prefer email communication

• 91% want promo info from companies 
with whom they do business

• #1 ROI - $36 for every $1 spent

• 23% b2c sales

• “Sticky”



Email Marketing – Tips

• Low-cost providers – MailChimp, iContact, 
ConstantContact

• Industry service providers
• Friendly, helpful content
• Have a conversation
• Meaningful, one-on-one
• Subject lines / calls to action
• Leverage “2nd” subject line



Email Marketing “No No”

Do not send mass 
emails from 

Outlook, gmail, etc.!



Bringing it all together

• What works?

• What doesn’t?

• Evaluate

• Website

• Social media

• Email marketing

• Adjust efforts to optimize 
communications and 
engagement



Evaluating Website Traffic



Evaluating Website Traffic



Search Engine Optimization

• How to stand out?
• Unique/nichey, winnable keywords
• Be “sticky” - keep customers coming back
• Solid domain name, URLs
• Social media, blogs, video, CONTENT
• Tools: SEO Primer, Buzzsumo, Hashtagify.me, 

Uber suggest, Google reviews

https://static.googleusercontent.com/media/www.google.com/en//webmasters/docs/search-engine-optimization-starter-guide.pdf



Evaluating Social Media Efforts

• Likes / Followers
• Reach

• Organic
• Paid

• Engagement
• Comments, 

retweets, mentions, 
etc.

• Content
• What works?
• What doesn’t?



Evaluating Social Media Efforts



Evaluating Social Media Efforts



Aggregated Platforms – e.g., Hootsuite



Aggregated Platforms – Email/Social Scheduling



Evaluating Email Marketing

•Opens/Views

•Clicks

•Clicks-to-Views

•Landing pages

•Calls to action - correlation of desired action?



Evaluating Email Marketing

• Scheduling & coordination with social
• Responsive / optimized / pre-flight
• Best time/day?
• Content - videos, animated .gif, photos
• Calls to action – focused
• Subject lines – personalized
• 2nd subject line / preview text



Evaluating - Cross-Channel Approach

•Social

•Email

•Website

•Combined 
Analytics



•What works?
•What doesn’t work?
• Leverage your digital 

toolbox to help you 
engage with and stay in 
front of your clients.

Analyze, Adjust, Repeat



People buy from

someone they know,

like and trust.

Remember:





David Shultz
Vice-President, Operations

DistributorCentral, LLC

david@distributorcentral.com

@dshultzkc

(888) 516-7403

Thank you!

Booth #5366


