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The marketing funnel is “dead” 
in favour of customer-led journeys
But you cannot scale personalised relationships without AI

Trust in AI-powered 
decisioning

Tactical execution

Sources:  State of Marketing, 8th & 9th Edition

On average, 
consumers engage 

with companies 
across 8 channels. Legacy systems

of marketers still take a 
fragmented approach to 

personalisation
demonstrating an understanding of 

customer needs at certain points and 
using mass 

messaging at others.

43%

Marketers use an 
average of 9 tactics 

across the entire 
customer journey.

https://www.salesforce.com/resources/research-reports/state-of-marketing/


Automation is at the center of a marketer’s ability 
to grow customer-led relationships… and

intuitive AI designed for marketers 
is the automation vehicle for efficiently 

creating and personalising customer experiences 
as it provides crucial scalability at every step in a journey.

Our Core Belief



What Does Success Look Like?
Data-Driven Team for Efficiency, Scale and Customer Focus

Measure ROI
Ability to understand the accurate return of 
marketing dollars in creating engagements that 
generate and close deals

Optimise our marketing
Know where our $$$ should be spent to generate 
more pipe/revenue and the specific tactics to use to 
move deals forward to close

New Insights
Learn about the selling journey to optimise how 
sales and marketing work together to create 
and close deals and make data-driven marketing 
decisions 

Achieve targets set out in V2MOM

Vision
What do you 

want to 
achieve?

Values
What’s 

important to 
you?

Methods
How do you 

get it?

Obstacles
What is 

preventing 
you from 

being 
successful?

Measure
How will you 
measure it

X% Y/Y MMA 
contribution

Demand Gen
+X% lead Y/Y
with +x% conversion 
Y/Y

Grow MDP 
x% Y/Y 
x% 
contribution

Brand Health
Unaided 
awareness x%  



Go To Market Strategy 
Industry Focus and Segmentation 

Enterprise

Commercial
200-1500

Employees

Small Business
<200 Employee Accts

● Specialised Account Teams
● Dedicated Quotas
● 1-1 Customer:Account Executive

● General, mid-market sales motion
● Hunting and farming
● Access to senior leadership

● High velocity business
● Pooled customers
● Serviced from shared centre

GTM Strategy
Blend Industry focus with Segments 

Sales Organisation
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Go To Market Strategy 
Industry Focus and Segmentation 

Enterprise

Commercial
200-1500

Employees

Small Business
<200 Employee Accts

GTM Strategy
Blend Industry focus with Segments 
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● Focus on ABM
● Invest in C-suite experiences
● Activations with an industry focus

● Drive combination of in-person
and virtual events

● Segment campaign audience 

● Target audience at scale 
● Develop virtual, repeatable 

plays   

Marketing Tactics
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Marketing at Salesforce
We Treat Individual Accounts as Markets in Their Own Right

Building trust between sales, marketing and the 
customer

01

Deepening customer relationships by supporting the entire 
sales journey from pipe generation to post sale

02

Scale for impact with a focus on 1:1 for top accounts aligned to 
company growth strategy 

03

Powering personalization through tailored insight-led campaigns 
(even at the contact level)

04

Delivering business impact by focusing on the 3R’s: Reputation, 
Relationships, Revenue

05



ABM Strategy: Program Overview

ProcessStrategy Technology Transform Measure

Connection into Industry campaigns

INDUSTRY & CLOUD  DEMAND GEN PROGRAM

Grow 1:Many
(200 - 300 accounts)

Dedicated 1:1 
(10-15 accounts)

Scale 1:Few
(10 - 40 accounts) 

Top
50-60 accounts

Dedicated 1:1 

● Account research & insights
● Social Intent dashboard
● Deep C-suite engagement - priority invites
● Personalised bespoke content & videos
● Always on digital content program
● Dedicated Account Microsite
● Executive Briefing Centre
● Account specific metrics built around identifiable goals 

within the program plan
● Personalised direct mailing

Scale 1:Few

● Executive profiles - Boardroom insiders
● Social Intent
● Deep C-suite engagement - priority invites
● Personalised direct mailing
● Executive Briefing Centre
● Always on digital content program
● Focus on 3R measurement (Reputation, Relationship, Revenue)

Grow 1:Many

● Leverage Exec program & strategic events for broad c-suite engagement
● Data & Digital focus with paid digital
● Build specific targeting into industry GTM campaigns
● Personalised direct mailing
● Focus on 3R measurement (Reputation, Relationship, Revenue). 

New logo target

Executive 
Programs

Top 100 
AOV 
accounts & 
Top open 
pipe

Key focus 
for exec and 
hospitality 
program
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Ideal Account Profile Alignment Coverage

Visibility to top customers and account teams for priority resource alignment 

Improved alignment between acquisitions and core

Single source of truth for top customer data and analytics (e.g., standardized tracking and integrated dashboards)

ABM Strategy: Account Selection Methodology

FY25 TOP  Accounts (sales 
strat)

FY25 Accounts 
(sales strat)

Budget

Team Structure & 
Capacity planner

UKI Sales LT Account 
Prioritisation

Industry Marketing
Sales Strat
CTD & Sales

Top Account List

FY25 ACV 
Potential

Propensity to 
Buy

Exec Sponsor

FY25 Open Pipe

Historically 
Positive ABM

Potential
Advocate

Cross Sell 
opportunities # Clouds

The framework provides...

TAM + GROWTH

One Salesforce Team

https://docs.google.com/spreadsheets/d/1LecFwjjMzXPF3fX0HyXsndk62vTphIKQMuEtLQgAEdM/edit


ABM Strategy: Data Driven Account Segmentation

Decisions are based on two factors
● Attractiveness of the account
● Relative business strengths 

Criteria agreed by all to define and measure 
both factors

Accounts are scored against the criteria

The resulting prioritisation guides collaborative 
decisions making about where to invest ABM 
resources

01

02

03

04
A - The top right-hand - strategic ABM 
(account A) 
B - more suited to cluster ABM (account B)
C - more suited to programmatic ABM 
approach (account C)



Taking the guesswork out of identifying sweet spots
Moving away from manual processes, to using predictive AI to identify your 
best accounts/contacts & generative AI to create more effective segments, 
faster.

Look-alike Modeling

Scoring 

Calculated Insights

Key Account Identification

Segment Creation

How AI Helps Find the Accounts that Matter Most
For 1:few, programmatic or 1:many ABM
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● Account Planning/DeepDive
● PowerMap/ Executive Profiling
● Social Listening 
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ABM 1:1 Journey Process

Insights & Foundations

Dreamforce

E.g Renewal due / 
SIC

London World 
Tour

Positioning Account Journey  Execution

`ABM Marketing 
Plan/ Engagement 

Plan

Kickstart / 
Account Plan

Power Map Exec Sponsor 
Agreed

Q1 Q2 / 3 / 4

CEO & PR Exec 
Programs CCO Ignite Creative Customer 

Success SIC Exec Sponsor

Dreamforce to 
You

Company Insights
/ Exec Insights

● Rally Cry
● Executive 

Enablement Assets
● Messaging

● Journey So Far - Introduction Video
● Executive Engagement program prioritisation
● DF / LWT program prioritisation
● Paid Digital / Awareness 
● Bespoke Account Tactics + Cluster activity
● VIP Events/Hospitality / joint VTO
● Super-SIC 



ABM Examples
Innovation Days, Trailhead challenges & bespoke Microsites

Drives Demand Enrich account 
relationships with an 

always-on home base.
Drives Adoption

Innovation Days

Trailhead Challenges

Personalised Microsites



ABM Reference Guide and Tactics Menu
Resources and use cases to tailor ABM program aligned to account priorities

RESEARCH & 
PLANNING

Planning and 
messaging framework 
and insights on buyer 

propensity 

VISUAL IDENTITY

Bespoke creative 
execution for the 
account, videos, 
templates, and 

branded collateral

PAID & ORGANIC 
SOCIAL MEDIA 

CAMPAIGN HIGHLY 
TARGETED

Linkedin campaigns, 
custom messages

EVENTS,
HOSPITALITY SPEAKER 

OPPORTUNITIES

Industry events. 
Prioritization VIP 

Access

ALIGNED VALUES 
BASED MARKETING

Align to account 
values; Participate  
joint philanthropic 

activities.

SOCIAL MEDIA 
CONTENT

Linkedin Profile refresh

SUCCESS STORIES

Customer Success 
Showcase

BUSINESS VALUE

Solution ROI Analysis in 
partnership with 

Business Value Services

STAKEHOLDER 
PROFILING

Insights,
connections audit

STAKEHOLDER 
ENGAGEMENT PLANS 

Relationship Roadmaps 
for

key clients

EMAIL & DIRECT
MAIL CAMPAIGNS

Bespoke email 
campaign targeting key 

clients with relevant 
content

BESPOKE EVENTS/
WEBINARS

Product/Solution 
Showcases

BESPOKE THOUGHT 
LEADERSHIP 

SIC’s, Round Tables
Bespoke Content

SALES ALERTS

Buyer Intent
Activities Funnel

Handraiser Reports

BID SUPPORT 

OCM tactics. Eg exec 
summary, video, 

microsite, branded 
collateral /slides

JOINT AWARD 
SUBMISSION 

Collaborative
submission with

client for relevant
industry award

ACCOUNT 
SEGMENTATION

Account specific 
audience segmentation

COMPETITIVE
INTELLIGENCE

Insights on competitor 
positioning.
pricing. etc.

BESPOKE WEB PAGE/ 
MICROSITE

Cohort or 1:1

TARGETED DIGITAL 
ADVERTISING

Display ads targeted 
by IP/ geo/ 

programmatic

EXTERNAL INFLUENCES

Activate Influencers & 
Trailblazer to increase 

credibility
Bird of a Feather

MOMENTS THAT 
MATTER

Relationship building 
outreach campaigns 

SALES ASSETS

Email Signature
Brochures, websites, 

videos and other 
tactics to support 

client meetings

ABM MEASUREMENT

3R’s: Reputation, 
Relationships

Revenue

Bespoke Platforms & Targeted 
Channels Events Thought

Leadership Sales Tools Success ReportingResearch & 
Planning



Digital Save the date Mailer
About

Send a curated list of events to get the conversation started with Prospects and 
Customers (examples below). This asset is made for AEs and BDRs who want 
to:

● Give customers a roadmap of events this year
● Introduce themselves to a new account in their patch
● Reach out to a Prospect/New Logo or new contact (can be sent as an 

InMail)

EVENT PICKS FOR SAGE

Dear Sage team

Upcoming Events

June

September



Say Thank You in a Personal Way
A scalable, 1:Few approach to thank our 
customers for their partnership and put 
key dates and events on their radar for 
the year ahead.

Customisable by country leader and AE 
message, as well as account specific 
reflections. 

Developed on a microsite for an 
interactive look and feel.

Hero account moments Donation to charity2 personalised videos



Make Your Customers Feel Seen and Heard 

1:many approach to digital advertising for 
dynamic personalisation.

After the upfront insights and research 
has been conducted, we use digital 
capabilities to pull out account names 
based on IP targeting.  



Personalising Assets at Scale
Scalable ABM Marketing Asset Toolbox: Streamlined, Cohesive, Efficient

This is a scalable, grab-and-go marketing toolkit that 
ABMers can utilize for customer-facing initiatives. Allow 
ABMers to quickly curate cohesive-looking marketing 
campaigns – giving them more time to focus on larger 
scale demands. 



Innovation
Days

Post-Interaction 
Follow-Up

Group Celebration
/ Go Live

Change Agents
& Thanks

Promoted & 
Rewarded 

Stalled
Conversations     

ABM Direct Mail & Moments that Matter

Notecard

Landing Page

What is it?

○ Direct Mail is a great way to get in front of key 
stakeholders, offering an alternative to online 
marketing initiatives and often resulting in much higher 
response rates.

○ SwagIQ is an automated tool inside CRM, allowing sales 
to send personalised mailers to prospects and 
customers. 

○ This tactic can be used to celebrate ‘moments that 
matter’, build awareness with new decision makers, 
schedule meetings and
open new opportunities.

How sales action

Add a personalised message
and automated via CR



Account-first Journey focused on Customer Priorities 
Customer centric. Insight driven. Connected touchpoints reaching decision makers

Generate and Progress PipelineAlign Marketing and Sales

Account Plan

ABM Marketing Plan & Audience 
Segmentation

Account Webinars & CXO 
Masterclass

Tailored Content

Account Specific and C-Suite
Paid, Social, Display, Content 

Syndication

Dynamic Personalized Web 
& Account MicrositesContact Enrichment 

& Social Listening -
Slack Integration Customer Innovation 

Days

Custom Content

C-Suite Engagements @ Salesforce 
Owned Events

Values Based 
Marketing

Customer Advisory 
Boards

Trailblazer 
Challenge

CxO 
Roundtables

Moments that 
Matter

Account & CXO Insights

Personalized
Account SIC’s

Third Party C-Suite
Sponsorships & Hospitality

Personalized Account-Specific
Email

Influence and Close Business
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Driving Growth is hard when 
Marketing and Sales are not Aligned

Difficulty sharing 
leads

Legacy 
technology

Siloed data

Sales Team

Disconnected customer 
experiences

Marketing Team



Our Marketing Plan Is Tied to Sales Priorities

Sales Targets

$xxM
Pipe Targets

$xxM
ACV Target

Sales Leader Priorities

Pipeline to accelerate Growth & 
Land Top Accounts
3 X Pipe Gen activities & Scale Top 
Accounts and Big Deals

Expedite Growth in Industry & CMRCL
Leverage Industry Playbook & Accelerate High 
Velocity & commercial MM accounts

Trusted AI Advisors & Storytellers
Create Success stories in AI & Data, Agentforce 
pitched in every account

Specialisation & Sell
the “C360 Cocktail”
Sell the C360 and multi-cloud deals

Customer Success & Time-to Value
Delivered w Partners, Services and Success; 
leverage ecosystem

Marketing Targets

$xxM
MDP Target

$xxM
MMA  Target 

Marketing Priorities

Pipe Generation (MDP)
Deliver on MDP $ and Contribution target

Fuel New Logos
Leverage data to target prospects
& new logos

Strategic Accounts
Ensure integrated Engagement of top 
accounts across Exec Engagement, SICs and 
ABM

Leverage Digital for Cost-
Efficient Scaled Engagement
Increase use of virtual events
& digital content/channels

Increase use of virtual events
& digital content/channels
Position SF as AI Thought Leaders and 
highlight Agentforce stories



Sales & Marketing Dashboard

Overview of all sales touchpoints by day, 
week, month, qtr and year

Overview of all marketing outreach- spikes 
around strategic events - eg. London WT and 
Dreamforce in September

Sales Activity

Marketing Activity

The dashboard shows the following:
Overview of Sales & marketing activity

● When are we engaging?
● Campaign follow up
● Whom are we engaging with?
● Whom should I contact next?



Help me write a catchy email to advertise Dreamforce 2024 to this contact and 
encourage attendance.  Offer reserved seats to returning customers.

Prompt

Dear Sam,

Dreamforce 2024 — the essential 
Salesforce event for Marketers —
is just around the corner. Seats are 
going fast, but there’s still time to 
register! If you've attended before, 
we've reserved you a ticket!

NO Grounding

Dear Sam,

I am thrilled to invite you back to 
Dreamforce 2024. Seats are going 
fast but, as a valued Marketing 
Cloud customer, we’ve saved 4 
tickets for you and your colleagues!

Grounded with CRM Data

Sam Smith
Company X

Marketing Cloud
Purchased Jan 2017

Last event attended
Dreamforce 2023

How AI Helps Personalise Sales Outreach



Truth Profile Insights

How Marketing Deliver Real Time Leads to Sales
Marketing helps close deals by enabling sales to connect early, 
effectively, and often

High Value web pages set up to alert sales to customer 
intent

Sales get real-time alerts the minute a prospect 
signals interest

Make Every Conversation Count

Tailor each interaction based on prospects’ 
engagement history

Sales + Marketing Accountability 

• See where Sales is prospecting and support the 
motion.

• Sales can see what (content), how (channels),  and 
when customers are engaging.

Slack  Notifications sent to sales
Keep the conversations flowing



How Can a Marketer Use Analytics 
on Data Cloud  

I’m meeting a contact of my customer 
next week. What should I know about 
this contact and the account?

Account
Executive
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Unify data Operational Customer 
Profile

Anonymous

Identity

Historical

Real-time

Salesforce | External

Unstructured

Business

Activate data from any source



Operational Customer 
ProfileUnify Data

Rachel
Rachel@email.com

Ad click
Web visit
Purchase

Product view
Conversations

Activate data from any source



Capturing Data to Build a True Customer Profile

Profile
Name: Samantha Smith
TBID: 0058W000008nGcqQAE
samantha@trailblazer.me
Twitter: AwesomeAdminSamantha
Email: ssmith @ gmail.com, 
ssmith@nto.com (Marketing opt in)
Account: NTO
Title: CIO
Trailhead: Explorer

Engagement
Website: Visited Product pages:  Marketing Cloud/CDP, 
Watched the C360 webinar series 
Events: Attended an MC event
Email: Opened an email with offer Journey builder

Truth Profile SSOT RecordData Sources

Salesforce
CRM-Org62

Events

Event and
Webinar Data

Google
Analytics

Paid 
Intelligence

Website 
Data

Non-Salesforce 
Data

TBiD

Trailhead

Build it like 
a product
JAgile, Roadmaps, Releases, 
Adoption

Start small and 
focus on value
High value use cases with 
low barrier to start

Quality over 
quantity
Better data > more data



Generate contentGain insights Plan campaigns

Actionable 
Intelligence

Visualizations

Leverage out-of-the box 
dashboards that combine 
customer, revenue, and 3rd party 
data to understand and optimize 
segment performance across 
activations (e.g., Marketing Cloud 
journey, Google Ads campaign)

Deploy campaigns faster with trusted AI
After unifying your data the second step is an AI strategy



Gain insights Plan campaigns Generate content

Customer
journeys

Personalized 
recommendations

Brief & tactics

Audience 
segmentation

Deploy campaigns faster with trusted AI



How Event team can use Data Cloud

How many individuals have a high 
‘Product Interest Score’ for 
marketing cloud and haven’t 
attended an event over the last 6 
months?

Event
Marketer



How ABM can use Data Cloud  

How many contacts have a high 
‘Product Interest Score’ for Sales 
Cloud and belong to / are a Business 
Decision Maker and their 
organisation does not own Sales 
Cloud

ABM
Marketer



Gain insights Generate contentPlan campaigns

Images

Copy

Deploy campaigns faster with trusted AI



Personalize moments Optimize performance

Hyper-personalize across every touchpoint

Every Channel

Web

Shopping channels

Sales comms

Service cases

Social platforms

Loyalty programs

Mobile

Ads

Email

VIP
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New Marketing Pipe Generation Framework
To align marketing outputs with sales required inputs

BDR, AE, ECS, Cloud Sales
Multi-Touch Attribution (MTA) 

model identifies incremental pipe 
influenced by marketing programs

Business Alignment
Targets by Country, Cloud

+ =

SDR
80%-100% SDR leads

are marketing sourced 

Marketing 
Sourced

Pipe (MSP)

Marketing 
Influenced
Pipe (MIP)

Marketing 
Driven

Pipe (MDP) 

BDR
Net new contacts

that generate pipe are 
marketing sourced

Built with AI 

Performance Optimisation
Programs evaluated on MDP 
volume and pipe-to-spend 

efficiency



Revenue Relationships Reputation

Marketing Pipegen VP+/EDM Responses Engagement Coverage

Marketing ACV
Executive Engagement, 
engagement: SIC, Exec  

Programs

# Marketing Responses 
& Sales Activity 

Marketing Pipe Maturation Salesforce Event Attendance
New Contacts Added

VP+ / Exec Decision Makers 
(EDM)

Deal Velocity YoY
Trailhead Users & 

Engagement
Brand perception

Deal Size YoY
# of Deals YoY

Sales Meetings Completed Sales Feedback

Clouds per Oppty Customer Advocates

REPUTATION
Generate 

Awareness
& Interest

RELATIONSHIP
Build

Meaningful 
Relationships

REVENUE
Grow Pipeline

& ACV R3



KEY KPIs for Success
Measuring Success across 1:1, 1:Few and 1:Many

1:1 Metrics

REPUTATION
● Customer satisfaction: CSAT Score (% increase/decrease) 
● Account team Satisfaction-poll to AEs

RELATIONSHIP
Increase account engagement

● Increased account engagement on SF.com via intent monitoring
● Account Engagement on customer microsite

Identify and engage with Key Stakeholders
● % of execs who registered and/or attended events (strategic, 

exec, industry, SIC)
Identify and engage new executive stakeholders

● % of execs who registered and/or attended events (strategic, 
exec, industry, SIC)

Develop references, advocates & Trailblazers
● New advocate with existing customer accounts (case study, 

Trailhead etc)

REVENUE & ACCOUNT SPECIFIC
● Develop new opportunities within the account
● Cross-sell / Up-sell to drive to multi-cloud
● Three goals aligned to each account 
● MDP Targets

1:Few Metrics

REPUTATION
● Customer satisfaction: CSAT Score (% increase/decrease) 
● Account team satisfaction

RELATIONSHIP
Deepen Relationships for insights & Innovation

● % of execs who registered and/or attended an executive event 
● % of accounts/contacts who have booked an SIC or meeting 
● Number of content downloads with existing customer accounts 

(e.g. event, case study, dinners etc.)
Identify and engage new executive stakeholders

● % of execs who registered and/or attended events (strategic, 
exec, industry, SIC)

REVENUE
● MDP targets
● Promote Slack/Mulesoft /Tableau

1:Many Metrics

REPUTATION
● Engagement Score 
● MQLs  (from 3rd party events or media)
● # Target Accounts attending strat events / 3rd party events
● Third party event engagement

RELATIONSHIP
● # of accounts tagged contacts who registered and/or attended 

an event 
● # of tagged contacts who have booked an SIC or meeting 
● # of new contacts engaged
● Number of content downloads by accounts tagged

REVENUE: MDP
● MDP targets 
● #New logos generated
● Number of leads /opportunities created across defined accounts
● New opportunities created



All accounts in the 
program are Tagged

Dashboard ➜

Key Decision makers and 
Influential C-Suite Tagged

Accounts Contacts
(Function, Roles, etc.)

Opportunities
($$)

Campaigns

https://org62.lightning.force.com/analytics/dashboard/0FK3y000000kQLBGA2


Marketing Performance dashboard
Business Case: Ability to view MDP, MIP & MSP by team/ function

Ability to see:

Trends over quarters

Key metrics: MDP, MSP, MIP, YOY, % Contribution, 
engagement: responses by tactic, ETOP (Event 
Touched Open Pipe)

Best/ top performing campaigns
Industry Breakdown

What is driving MSP
Deal Support MMA

What’s working/ not working and tweak

New Logo Flag Filter available



AI Driven Multi-touch attribution Dashboard



Top Account engagement dashboard
Business Case: Ability to view contact touches by team/ function for each account

Ability to see:

Total responses QoQ YoY
Unique contacts /new contacts

Key responses by tactic for each account and 
for top 100 accounts

Unique contacts by account and engagement 
at SIC or events 

New / unique responses by industry / cloud / 
sales leader level

New Logo Flag Filter available for responses



Data Strategy Guide
How to transform 

Information into Innovation

AI Strategy Guide 
How to create a game changing

AI Strategy

3 key takeaways

The State of Data & 
Analytics report 

Read Here
Read HereRead Here

https://www.salesforce.com/artificial-intelligence/ai-strategy-guide/
https://www.salesforce.com/artificial-intelligence/ai-strategy-guide/
https://www.salesforce.com/eu/resources/research-reports/state-of-data-analytics/
https://www.salesforce.com/artificial-intelligence/ai-strategy-guide/


Thank You



Dashboards To Provide Data Driven 
Marketing Decisions

Website Performance

Leads Performance Marketing Performance

Paid Digital Performance 

intelligence



Interactive
Add-On

Product Workshop Kit 🔑
Data Cloud Version

What is it?
A kit to rally people around Data Cloud, ideal for a 
workshop. 

What’s in it?
● Tablecloth (8ft table)
● One or two Pull-up banner(s)
● Table tent with Data Cloud QR Code
● Each attendee will receive:

○ 4x6” notebook
○ Pen
○ Stickers (3)
○ Write-in name tag

● Optional Unlock the Box Game
○ Acrylic Box with Lock and keys 
○ Astro Plushie (1)
○ Gifting sign (1)

Ideal event size?
15 to 50 people

Option to add 
another banner

Also available in Agentforce



Lead Flow Process and Tracking: 
Handing Over to Sales

Engage on website Unknown profile Known profile Known profile Lead dashboard
Tracking & follow up

Display & 
social

Lead 
creation

Automated
lead routing

Intelligent 
de-duping

Qualification
Sales dev

team

Same
Hour

Einstein 
lead

scoring

Email 
messaging

Website

Digital 
marketing

Activation via 
marketing cloud

Lead scoring based on 
Artificial Intelligence

Automated lead 
routing to the right 

team

Same
Hour

Same
Hour Calling a lead back in 

<30 mins give you a 
25% higher chance of 
flipping it than if the 

call back was >60 min



Thank You


