
Case Study

Greenlight Networks



Greenlight Networks
The Ask: Increase internet customers in Monroe County representing 32 districts

Strategy - Greenlight Networks wanted to increase orders placed on their 
website for internet service while also increasing their social media engagement. 
Awareness around the brand was low and the social media engagement fell into 
two categories: Those who love the internet service they had and those who 
were upset that the internet provider was not available in their area. The issue 
they also faced was orders were low in the areas that were able to receive the 
internet service. To engage their target consumers to “cut the cord” and get rid 
of cable, an integrated marketing plan of sales and education content was 
utilized. Paid and organic social posts were used in addition to email marketing, 
social media giveaways, and in-person events. The success was measured by 
completed orders placed on the Greenlight Networks website.
Result: Educating consumers on alternatives to cable TV and landline 
alternatives converted those who wanted to save money and switch to 
Greenlight Networks’ standalone ultra high-speed internet. Web orders placed 
on their website increased by 30% and positive social media engagements 
increased by 15%.



Campaign Samples



Cut the Cord Campaign

About: Greenlight builds their 
own fiber connections for 
clients, providing an 
extremely fast and affordable 
Internet service for a wide 
range of customers.
Goal: Get customers to see 
the advantage of using a fiber 
optic network and cut the 
cord with their existing 
internet & cable provider. 



Approach
Target Audience: 
Prospective customers who 
aren’t comfortable with 
cutting the cord.
Mediums: Email, website, 
social media, blog, and events
Tactics: Utilized relevant 
topics in content such as, 
● How to watch your favorite 

shows
● How to watch the Super 

Bowl
● How to optimize your at-

home devices



Email Marketing
Weekly email campaign with 
tips and tricks on how to cut 
the cord.
Email Tactic: Order Payment 
Pending Poll Responders who 
said they didn’t know how to 
cut the cord, and allow the 
option for consumers to opt-
in for these emails.
Website landing page to 
educate potential customers: 
Educational Page-Cut the 
Cord - Greenlight 
(greenlightnetworks.com)



Social Media

Posting Strategy: Weekly 
cord cutting tips posted 
across social media 
platforms. 

Paid Ads: Custom 
Facebook ads for the 
“serviceable districts” or 
areas that can receive 
Greenlight Networks’ 
service.



Blog

Blog posts to be published weekly and 
share Weekly Cord Cutting Tips on social 
media. The call to action would be to sign-
up with Greenlight.

The blog would serve as a resource to 
prospective customers as well as a vehicle 
to bring people back to the website.

Content about cutting the cord would 
position Greenlight Network as trusted 
cord cutting experts, which would help 
more prospective customers be confident 
enough to cut the cord with Greenlight.



Events

Cut the cord with 
Greenlight. 

Interact with potential 
customers at favorite 

local spots. 



Ways to Connect

https://drummergirlmarketing.com/services/
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