
Q2 Marketing 
Update



Agenda
• PR/Trade Pubs

• Tradeshow

• ABM/SNAR

• Digital/Email

• Other Segments
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PR/Trade Pubs
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Public Relations - Q2 Analytics

695 Total 
Mentions

550M Total 
Reach

5.09M 
Advertising Value 
Equivalency

37 Total Social 
Echo

30.4K Total Social 
Reach

Brand Sentiment

20.4% Positive

79.3% Neutral

0.3% Negative

Share of Voice

Oil: 89.3%

Hood & Flue: 43.6%

*Hood & Flue 
skewed due to major 
Greenheck 
Foundation News in 
Q2 - organization not 
associated with 
competitor but 
software cannot 
differentiate
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https://providingopportunities.org/
https://providingopportunities.org/


Top Headlines – 
Traditional/Digital Media
• How Automating Oil Management Saves Time and 

Money - QSR Magazine

• RT, Sheetz, Chevron REG Partnership
• News page, social media posts, and virtual 

roundtable discussion between 3 
representatives from each organization – 
aligned strategy by all 3 orgs to sync 
publication together

• Restaurant Technologies Breaks Another 
Sustainability Record

• Jeffrey Kiesel Named EY Entrepreneur of the 
Year Finalist

• RT & South Chicago Packing Partnership

• Forbes - Nurturing Remote Talent, Jeff Kiesel
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https://www.qsrmagazine.com/sponsored_content/eliminate-oil-and-grease-related-injuries-while-increasing-employee-satisfaction/
https://www.qsrmagazine.com/sponsored_content/eliminate-oil-and-grease-related-injuries-while-increasing-employee-satisfaction/
https://www.regi.com/resources/insights/circular-economy-of-biodiesel
https://finance.yahoo.com/news/restaurant-technologies-breaks-another-sustainability-170000179.html
https://finance.yahoo.com/news/restaurant-technologies-breaks-another-sustainability-170000179.html
https://finance.yahoo.com/news/restaurant-technologies-breaks-another-sustainability-170000179.html
https://finance.yahoo.com/news/restaurant-technologies-breaks-another-sustainability-170000179.html
https://www.prweb.com/releases/two-foodservice-innovators-partner-to-bring-bulk-liquid-beef-tallow-to-commercial-kitchens-302147368.html
https://www.forbes.com/sites/forbesbusinesscouncil/2024/06/10/nurturing-remote-talent-20-tips-for-first-time-managers/


Top Headlines – Traditional/Digital 
Media (cont.)

• The Business Journal's full list of Best 
Places to Work

• PENN Entertainment Upgrades Casino 
Kitchens with Automated Cooking Oil 
Management from Restaurant Technologies

• Restaurant Technologies checks multiple 
boxes for grocery stores – Grocery Dive

• Sustainable Industry Efforts Remain Steady

• Retail & Restaurant Facility Business 
(Sustainability)

• The Tech Advocate (Sustainability)
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https://www.bizjournals.com/twincities/news/2024/06/14/2024-best-places-to-work-full-list.html
https://www.bizjournals.com/twincities/news/2024/06/14/2024-best-places-to-work-full-list.html
https://www.restaurantdive.com/press-release/20240405-penn-entertainment-upgrades-casino-kitchens-with-automated-cooking-oil-mana/
https://www.restaurantdive.com/press-release/20240405-penn-entertainment-upgrades-casino-kitchens-with-automated-cooking-oil-mana/
https://www.restaurantdive.com/press-release/20240405-penn-entertainment-upgrades-casino-kitchens-with-automated-cooking-oil-mana/
https://www.grocerydive.com/spons/restaurant-technologies-checks-multiple-boxes-for-grocery-stores/718030/
https://www.grocerydive.com/spons/restaurant-technologies-checks-multiple-boxes-for-grocery-stores/718030/
https://www.preparedfoods.com/articles/129169-sustainable-industry-efforts-remain-steady
https://retailrestaurantfb.com/restaurant-technologies-recycles-record-amount-of-used-cooking-oil-in-2023/
https://www.thetechedvocate.org/oil-change-how-restaurant-technologies-makes-oil-management-sustainable/


Podcasts
Modern Hotelier 

International Hospitality Institute Top 5 Hospitality Podcasts

QSR Uncut
QSR Magazine Podcast

Fell Into Food
Restaurant Technology Guys
Remarkable Academic Foods 
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https://themodernhotelier.com/episode/67
https://www.qsrmagazine.com/podcast/controlling-the-kitchen-chaos-with-diana-geseking/
https://open.spotify.com/episode/2MIPT9eYEjz8eP0wv9eSYb?si=Dac6AmpnQMa8SqqnXBMahw
https://open.spotify.com/episode/26aA2imKMHIvYtahBffF49?si=lllGWRiASSO8cErYHzw8gg
https://open.spotify.com/episode/71JNlijcvX26OtXq2FlqDe?si=52f985c13b094e3f


Awards!!!
• Newsweek

• Best Places to Work
• Most Diverse Workplace
• Best Workplace for Mental Health

• MSP Business Journal
• Best Places to Work

• Ernst & Young Entrepreneur of the Year Finalist
• Jeff Kiesel

• Twin Cities Business Notable General Counsel 
• Diana Geseking

• MN Orbie Award Finalist
• Andy Dulka
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Recap and Coming 
Attractions
Restaurant Dive Playbook generated over 
200 leads
August Retail & Restaurant Facility Business 
Annual Edition 
August Kitchen Solutions Annual Edition 
(2023 Edition)
Restaurant Innovator Podcast (FSR 
Magazine) – Chris Hellman
Restaurant Rockstars – Ryan Bowlds
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https://restaurantdive.tradepub.com/free/w_defa6009/prgm.cgi?a=1&utm_medium=Library&utm_source=RSTD&utm_campaign=RestaurantTechnologies
https://issuu.com/wtwhmedia/docs/qsr_306august2023/104


PR/Trade Pub
Communication

• Podcasts and articles are typically 
shared with digital marketing team 
to post on social media and on our 
news page, as appropriate.

• Sales team should be updated (at 
least) once a month. Options:
o PR update sent to sales leaders (and 

SET) to cascade down to their teams
o News updates section within Jeff's 

emails. Should be much lighter than 
past updates if it's sent weekly.

o Intranet page that Jeff can link to in his 
weekly emails and employees can 
bookmark to check when needed
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Tradeshow
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2024 Tradeshow Approach
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Annual Leads: ~5800
2024 Inks YTD: 448

Big “Brand” Events (4-5)
RFMA, NRA, Bar and 
Restaurant, NAFEM (2025)

Customer and Regional Events 
(~70)
BK, KFC, LRA

Primary Objective Industry Brand Awareness and 
Customer Networking

Lead Generation and Customer 
Networking

Secondary Objective Lead Generation Brand Awareness 

Goals 100-150 Leads 30-40 Leads



Focused on ensuring all branding is updated and improving the 
planning process 

Tradeshow Process Improvements 

Located on Marketing/Brand 
page on the RT Info Center



Continuing to build our Tradeshow Process/Planning

2024 Shows

2024 Tradeshow Calendar.xlsx (sharepoint.com)

Confirmed ~ 80 shows for 2024

RTI EventTradeshow Process.docx (sharepoint.com)

Tradeshow Process

Looking forward - 2025 

• Look at having a larger booth presence for our Brand Shows.  
• VR capabilities/Video capabilities added to enhance customer interaction
• Select Events for Dedicated Happy Hours
• Adding more Sales tools to our inventory

https://rtiinc0.sharepoint.com/:x:/r/sites/RTInformationCenter/_layouts/15/Doc.aspx?sourcedoc=%7BE064B329-597D-43EA-A96A-BF58D3D44CA3%7D&file=2024%20Tradeshow%20Calendar.xlsx&action=default&mobileredirect=true
https://rtiinc0.sharepoint.com/:w:/r/sites/RTMarketingDepartment/_layouts/15/Doc.aspx?sourcedoc=%7B25EA0723-10F0-4413-B26A-4399DBB366F9%7D&file=RTI%20EventTradeshow%20Process.docx&action=default&mobileredirect=true


Sales Promotion/Engagement 

Sales Support



ABM/Strategic Accounts
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ABM Spring Activities – Emails 

Multi-brand case study for 
all cuisines to mid-market
• 8k+ sent, 631 opens, 390 

clicks

Labor savings blog branded to 
JIB (could use for any brand)
• 125 sent, 29 opens (14.75%), 

0 clicks
NEW BK Case Study 
highlighting oil cost savings 
& improved employee SOPs
• 5219 sent, 431 opens 

(6%), 10 clicks



BK Customer Webinar – Email & Landing Page Form

• BK Customer Webinar 
on May 23rd highlighting 
new case study on value 
of RT (25 min)

• While we had limited 
attendance, recording is 
available to download 
and can be emailed as a 
sales tool

• Takeaways – more 
personal invites from 
sales needed to improve 
attendance

• 1854 sent, 320 opens 
(13%), 20 clicks



New BK Case Study Page & Video Testimonial



Video Testimonial – Bang for our Buck
• Top looping video on BK landing page
• Social organic and possibly paid
• BK RedBook brief w/link to landing page
• October BK Conference – feature at the 

booth, highlight in BK digital newsletter 
and website 

• Sales email with link to landing page – 
script for sales to personalize and 
highlight “hear it direct from a customer”

• Use quantifiable quotes as call-out-quotes 
on landing page, ads and sales sheets; 
create infographics

July eRedbook Digital newsletter Ad

“We save about $300/month on oil per location.”

“Since installing Total Oil Management, I’ve had zero worker’s comp claims.”

“We’ve gone from taking almost two hours to change the oil to under 30 minutes.”

“With the TOM portal, I’m able to see when the filtration machine is being run and 
how much oil they use. Every night I get a report.” 

Quantifiable Quotes



JIB NFA – Whistler BC

• Bronze Sponsorship
• Hotel key cards

• Bronze sponsor award – stage pic

• 35 prospect touch-points from QR 
code & badges for Yeti giveaway

• Key Franchise Themes:
• Labor Savings (CA minimum wage 

increase)

• Emphasis on technology (digital 
platform)

• Store renovations

• Takeaways
• More messaging on labor savings
• Family oriented themes



Digital/Email
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Emails
Quarterly CampaignsList Emails Nurture Programs



2024 Quarterly Email Campaigns
Employee Engagement – Q3 (In Progress)
• Emails Sent: 191,915
• Emails Delivered: 184,194
• Delivery Rate: 99.5% (1.5% higher than 

industry standard)
• Email Opens: 12,842

• Open Rate: 29.7% (2.7% higher than 
industry standard)

• Unique Clicks: 506
• Click-through-rate: 1.1% (1.2% lower 

than industry standard)
• Hard/Soft Bounce Rate: Less than 0.1%
• Opt Out Rate: 0.4% (Industry Standard Rate)
• Inks influenced by Campaign: 11

• Value of Ink Influence: $65K

Control The Kitchen Chaos – Q1
• Emails Sent: 322,148
• Emails Delivered: 312,794
• Delivery Rate: 98.9% (0.9% higher than 

industry standard)
• Email Opens: 32,801

• Open Rate: 36.6% (9.4% higher than 
industry standard)

• Unique Clicks: 2,264
• Click-through-rate: 1.5% (0.8% lower than 

industry standard)
• Hard/Soft Bounce Rate: Less than 0.1%
• Opt Out Rate: 0.8% (0.4% higher than industry 

standard)
• Inks influenced by Campaign: 106

• Value of Ink Influence: $1.1m



2024 List Email Metrics
Highlights
• 29,878 Emails were sent across 11 campaigns

• Over 4000 unique opens with an open rate of 
18.7%

• 1,300 Unique clicks with an above-average CTR 
of 6.5%

• Zero spam complaints across all emails sent
• Only 82 email opt outs for an opt out rate of 0.2%
• List emails influenced 125 Inks worth $1.5m

• 2024 NRA Emails were the best performing
• Opens and Open Rate: 986 and 21.4%
• Clicks and CTR: 364 and 8.5%
• NRA Emails contributed to 106 Inks with a value 

of $1.4m



Email Nurture Sequences
Get Started Nurture
• Get started program is also a series of 3 emails spread out over the course of five days. It is for leads with the 

IdentifyLead status.
Welcome Nurture
• Enrolls prospects who have selected to opt-in on our forms. When a lead/contact opts in to marketing 

communications will send a series of three emails. 
Cross-Sell to Automist
• If an Account has recently installed Automist but not Total Oil Management, it will kick off a series of emails 

promoting our Oil offerings. 
Cross-Sell to Oil
• If an Account has recently installed Oil but not Automist, it will kick off a series of emails promoting our Automist

offerings. 
Re-engagement
• This series of 3 emails re-engages with leads who were retired 2-3 months ago. It excludes prospects who were 

retired for the non-responsive reason. 
Win Back
• Tailored to closed deals vs. lost customers in an effort to win them back. The program sends helpful resources, 

simple instructions for getting back on track, and an avenue to connect with customer service for any specific 
questions. It has multiple branching paths and different emails.



Other Segments
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Other segment activities 
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• C-Store and Grocery collateral and Web 
sites are live

• Finalizing KwikTrip case study – 
activating in Q4

Retail

• Mandarin translation of the Tri-Fold
• Expanded direct mail test in market last 

week; Made generic postcard available 
to the field sales team

Independent

• Updated all Buyer’s Edge Collateral, working on 
stand alone email campaign (call next week)

• Identifying hospitality case study
• Avendra portial updates in progress

GPO

• Supporting customer onboarding pilot with 
new email communications and collateral

• New “Get Started” and “Welcome” pages 
available on the Learning Center

OpEx
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