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PRIMARY CAMPAIGN: Customer 360

TIMELINE: September 3, 2017 - December 31, 2017

SECONDARY GAMPAIGN: 1DL, MDL as leads are disqualified or uninterested in C360
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CAMPAIGN OPTIMIZATION: GONTINUOUSLY REFINE BASED ON PERFORMANGE

5ales Follow Up Process

GOAL: Educate the customer through the journey addressing the persona-specific pain points differently within each step of the journey.
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