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Notas del ponente
Notas de la presentación
Key Message
Understanding, gratitude, we're here to help.

Talk Track
Now that that’s out of the way, I’d like to start by saying THANK YOU. We understand it may be a tough period for many businesses right now, so we really want to thank you for your time spent with us today, for your business, and for inspiring us every day to innovate.
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Exito Ahora Para Los Marketers =
Productividad, Eficiencia y Valor

¢, Coémo puedo aumentar la
eficiencia?
|

¢, Como puedo reducir los costes
de adquisicion?

¢, Coémo desbloqueo valor con
datos?



Notas del ponente
Notas de la presentación
Customize this slide using the 2022 Regional & Industry stats.

Key Message
We’re in a new world with tighter budgets and headcount shortages — one where marketers must make every moment in the customer experience count.  How? Success now means marketers must find new ways to drive efficiency, productivity, and business value.

Talk Track
We’re in a new world where, especially today with tighter budgets and headcount shortages, marketers must make every moment count.
We’ve talked to several of our customers to understand what’s top of mind for marketers today, and we’ve heard three key themes around driving productivity, efficiency, and cost savings.
First, marketers want to know how to increase productivity & efficiency when engaging with customers when and where they want.
They want to know how to reduce customer acquisition costs and make the most of every marketing dollar.
And, marketers want to know how to drive more business value using the data and resources they already have.
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Los Marketers

33%

de los especialistas en marketing

estd totalmente satisfecho con su

capacidad de crear experiencias

mas relevantes con los datos de
los clientes.

L

Explosion
de Datos
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Los Clientes

86%

de los clientes afirma que la

experiencia que brinda una

compafiia es tan importante
como su producto o sus servicioss


Notas del ponente
Notas de la presentación
Customize this slide using the 2022 Regional & Industry stats.

Key Message
Marketers today are more disconnected than ever from customers as a result of real-time expectations, siloed data, and the cookieless future. Customers are telling us they are being treated as a number, not as customer. If brands can’t figure this out and provide the experience they expect, they’ll simply leave.

Talk Track
On top of the tighter budgets and headcount challenges that marketers face today, there is an ever bigger disconnect with customers than ever before.
As technology keeps moving forward and as we think toward 2025, customer expectations are higher than ever. Data is everywhere, but customers want to be more than just 1s and 0s.
They want to engage with you on their terms, on their schedule, in real time.  And that means moving beyond transactions - and prioritizing relationships.
It means connecting with your customers in new ways.
As a result, the experience customers want has evolved. 
This is largely due to the fact that the data strategy marketers used to grow relationships in the past, is now really broken. 
With the latest data privacy changes, 3rd party cookies are being blocked.
Apple and now Google are allowing users to opt-out of app, email, and device tracking.
These are the things that broke the camel’s back.
These are on top of the ongoing challenges marketers face with connecting and accessing siloed data across legacy systems to get a single view of their customer.
But customers don’t care. Indifference has never been higher.  
86% of customers say an emotional connection makes them continue doing business with a brand.
But only 33% of marketers are fully satisfied with their ability to create more relevant experiences with customer data.
Customers are telling us they are being treated as a number, not as customer. If brands can’t figure this out and provide the experience they expect, they’ll simply leave.
Regardless of industry, the brands that are empathetic, prioritize trust, and make every moment human and enjoyable, are the ones we choose to build lasting relationships with.
We have to think about customer experiences in a whole new way.


d Y State of Marketing

IN CHILE

Latin America

Top 3 Priorities

o Experimenting with new marketing
strategies / tactics

e Improving our use of tools
and technologies

e Modernizing tools
and technologies

Top 3 Challenges

o Resistance to new marketing
strategies / tactics

e Ineffective use of tools
and technologies

e Engaging with customers in real time

Top 3 Actions Taken to Prepare
for Privacy Changes

o Investing in new technologies

e Creating second-party data-sharing
agreements

e Creating a first-party data strategy

Channels with the Biggest
Increases in Use

Average Number of Data
Sources Used

Marketing Budget Allocations
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e Audio 2021 2022 2023

Marketers that say their organization leads
customer experience initiatives across the business

Marketers that say they can analyze marketing
performance in real time

Marketers that say unifying customer
data sources is a challenge

15%
Account-based
marketing

14%

Events and
sponsorships

17%

Events and
sponsorships

15%

Content
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Advertising
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Tools and
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Por Eso, Creamos Un Modelo Adecuado Para la Madurez de
Cada Momento

Momentos
predictivos

'r.narketing Recorridos
conectados

Activacion de los datos

porcnd Canales
aislados

Basica Intermedia Avanzada
(datos desconectados, estdticos) (datos duplicados, actuales) (datos unificados, en tiempo real)

Base de datos



Notas del ponente
Notas de la presentación
Key Message
Walk through the characteristics of each maturity stage with relevant examples. Ask the customer where they see themselves falling on this model.

Talk Track
We’ve been talking a lot about relationships and revenue, but how exactly does a data-first strategy help drive VALUE for your customers as well as your business? [CLICK]

We think of it across two axis: data activation and data foundation. 

In order to get to a place where the moments with your brand are predictive, you need to shift engagements from being siloed and marketing-driven, to dynamic and customer-driven; which requires the sophistication of your data strategy to evolve.

EXAMPLES FOR EACH BOX: (these should be customized to feel personal and also be relevant to the customer you’re talking to)
Siloed channels: email communications, as well as the data powering them, are disconnected from advertising, mobile, and so on. 
Connected journeys: pre-planned journeys, across multiple marketing channels, that are triggered by a customer action. 
Predictive moments: next best offer based on complete customer profile (leverages data across marketing, commerce, sales, service to serve up the most relevant engagement at any given moment, across any touchpoint -- this requires a single source of truth)
IMPORTANT TO NOTE: The competitive advantage of being able to understand what people need/want in real-time so you can respond in the moment (before anyone else) is enormous

[The challenge for most brands, is being able to retrofit a data-enabled model at scale. Unlike startups, most brands weren’t optimized for 1:1 relationships from the start.]

By leveraging customer data (that’s unified and real-time) and AI to personalize engagements across every touchpoint in the moment, and take action to continually improve outcomes that maximize customer value, you’ll be able to grow both relationships and revenue. 

QUESTION: Where do you see your brand falling on this model?

ADDITIONAL DISCOVERY Qs:
How do you currently get a complete picture of each customer?
How well are you able to scale personalization across moments?
To what extent are you connecting the end-to-end customer experience?
What’s your vision / where do you see your company heading?





Cémo Lograr el Exito Ahora

T

28%

Aumento del retorno de
la inversion en
marketing

31%

Aumento de la
participacion de los clientes

27%

Aumento de customer
lifetime value

Automatizar Personalizar

cada interaccion en

el rendimiento y el gasto de los momentos con los datos
todos los canales

marketing con IA en tiempo real

Source: FY23 Customer Success Metrics Study


Notas del ponente
Notas de la presentación
Key Message
Through the key Marketing Cloud benefits of automate, optimize, and personalize, Salesforce customers have seen success in making their spend go further while driving efficiency.

Talk Track
And ROI isn’t the only business metric Salesforce customers have seen.  For example:

31% of Salesforce customers have seen an increase in customer engagement as a result of automation
28% of Salesforce customers have increased their overall marketing ROI as a result of intelligence
And 27% have increased customer lifetime value as a result of personalization with real-time data, thanks to Salesforce Genie.

When you automate, optimize and personalize, you’ll not only drive more customer loyalty, but you’ll also save money and drive more value.

Transition: In the following slides, we’ll double click into the how, as well as some practical examples…

Source: FY23 Customer Success Metrics.  
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Automatizar Cada Interaccion en Todos Los Canales
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Notas del ponente
Notas de la presentación
Key Message�To save valuable time when delivering relevant content, automate every engagement with your customers across across any channel using your single source of truth.  

Talk Track
Because we understand the importance of saving valuable time and money when engaging with your customers, now you can use the single source of truth to automate your engagements with customers across every channel. 

Let’s dive into how this works.  Once you’ve created a real-time and unified customer profile with the Customer Data Platform - now what? 

It’s time to use that data to personalize every moment - at scale and in real time - across the entire customer experience.
(During Cyber Week 2021, Marketing Cloud delivered 8B real time personalizations and 100k real-time segments). 

Once you’ve ingested and unified all your data, you can then segment and activate it - either via triggered moments (think traditional customer journeys) or real-time moments (think next best action recommendations). 

This activation of your personalized real-time content can happen across any channel: web and e-commerce sites, mobile (SMS, in-app), email, social and display ads (across channels like FB, Insta, LinkedIn, Twitter, Google search, YouTube, and the open web), sales and service interactions, and even in-store.

By leveraging unified data and Einstein AI, you’ll be able to personalize content in real-time so each customer gets the image/message/offer/website experience that’s most relevant to them in that moment. Our partners through the AppExchange are there to help you become more productive when using and reusing your content.

By leveraging unified data and AI, you’ll be able to:
Personalize content in real-time with next best content, offers, actions, and experiences across your website, sales, commerce, and service
Connect the entire customer journey - for individuals or accounts - across all of your campaigns and journeys across channels (as well as marketing and sales for B2B customers)
Intelligently suppress marketing to be more personalized and efficient if a customer...
Has an open service ticket
Already purchased an item or acted on an offer
Is a loyalty member and you have a new member promo 



RELEVANT PRODUCTS: Personalization, Engagement.

CUSTOMER STORY 1�Shoe Carnival: Overview, Webinar, Saleforce+ Interview at Connections,

Challenge:

Shoe Carnival’s target audience is the “family shopper”, typically mothers shopping for kids and family during the holidays or back-to-school.  After spending months figuring out their tech stack requirements, Shoe Carnival sought to leverage their first-party customer data in the most efficient way.  They needed to create a 1:1 personalized shopping experience for the family shoppers through both their online channels and while shopping in-store. 

Solution:

They used the Customer Data Platform to unlock value from their first party data and gain a single view of their customer — centering Marketing, Commerce, Service, In-store, IT and Analytics around the family shopper.  And with Loyalty Management, Shoe Carnival personalized their Shoe Perks Loyalty program, including points and promotions benefits that their members can access directly on their e-commerce site.  Furthermore, they used Marketing Cloud to save time by automating AI-powered personalized emails based on their last purchase or surface recommended products.  

Result:

Salesforce has allowed Shoe Carnival to create a unified, intelligent, digital shopping experience for their customers wherever they shop.  All while helping their employees spend time on what matters most.  As a result, they’ve seen a 33% increase in YoY store sales and 533% eCommerce growth (May 2020). 

THIS CUSTOMER EXAMPLE SHOULD BE CUSTOMIZED TO BE RELEVANT TO YOUR CUSTOMER
Suggestions:
EMEA: Matalan (UKI), Bentley (UKI), Rituals (North); EMEA Approved Customer Stories
APAC: CottonOn or Fisher & Paykel
LATAM: Refer here 
FINS: OneUnited Bank
HLS: Piedmont Health
Retail: Orvis
CG: SONOS
MFG: Ferrelgas
Media: MLS
High Tech: SONOS
Travel & Hospitality: Caesars

CUSTOMER STORY 2�Petco: Overview, Webinar

Challenge:

PetCo is considered an essential business, so their stores are remaining open during shelter in place orders. PetCo was worried about providing the safest environment possible to their customers and employees who had to come into their stores.

Solution:

They implemented Curbside Pickup to ensure their stores were not overcrowded during this time. They used Marketing Cloud to send emails to all of their customers with updates around this new initiative. They helped them implement curbside pickup emails using marketing cloud. general updates that they would put out to their base. They used Marketing Cloud to gather data insights and pivot quickly to reallocate their advertising budget to make sure Curbside Pickup is being advertised across all channels and other promotional information is de-prioritized.

They are also planning to implement “seniors only” hours, like many grocery stores have done. When they roll this out, they will use Marketing Cloud to segment their audience and send emails to only seniors via Engagement.

Result:

Salesforce has allowed PetCo to quickly pivot and only put out the most relevant information to its customers. In terms of engagement, their email metrics are the best they’ve seen with Marketing Cloud. Salesforce helped them get this up and running with a small services engagement.


Automatizacion:
Casos de Uso




Journey de clientes

Humanizando momentos con
clientes & Leads



832 Marketing Cloud @ Journey Builder

Journeys Entry Sources History

< Enrollment Welcome

Journey Plan Duration 4 weeks

AUDIENCE
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Enroliment Welcome
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Customer has enrolled
one day ago
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1
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s Marketing Cloud @ Journey Builder ~ Journeys Entry Sources History Northern Trail Outfitters \/
. Registered contacts who have ; = ,
Version 1 - A ; ) Status: Runnin =\ New Version
< Abandoned Cart ersio abandoned items in their shopping = 2 ¢ a8 g} $
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Journey Plan Duration 4 weeks Show « Labels v BTotal Population @ Goal Metrics
PREDICTIVE INTELLIGENCE
2 Days 1 Day
High )
Value Yes @ Exit on day 8
High Value 1 Day
NAME Email
Abandoned Cart
9 Exit on day 8
DESCRIPTION No o S0% xtonday
Registered contacts who have Join
abandoned items in their No Opens
shopping cart one day earlier Follow Up
ENTRY AUDIENCE
1 Day

Abandoned Cart

FREQUENCY s m
Daily 50% Jo @ Exit on day 8
Ad

REPEAT EVERY
1 Join
2 Days Audiences

View Event Results Low

Value Yes Exit on day 8

Low Value
Email
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Einstein Send Time Optimization co

Envia mensajes en el momento adecuado para cada Lift in 1
cliente engagement
@ JoumeyBuider | Joumers | EnmiySources  Hstory  Templates siounrs~ @)
. 7 . . @ Einstein STO .
Entrega mensajes en los términos del cliente I o s S . " e I o)
O Predecir el mejor momento para aumentar la interaccion SO S o
) ] o e nan — |
O Ganale a competencia contra la bandeja de entrada

o Capta la atencion de los clientes enviando mensajes en el
momento oportuno

o Automatize los envios para ahorrar tiempo Einstein STO Re-
Engagement E] @ @ y

o Reemplace las consultas Query manuales por acciones de Coupan
un solo click a 8 o6 60

Einstein STO Re-Engagem.
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Notas del ponente
Notas de la presentación

PATH Optimizer - AB testing



STO for single send journeys: Help & Documentation for this capability here

Key Points
1) Improve engagement and conversion KPIs with your emails by sending at the time each customer is likely to engage.
2) Beat out the competition and be at the top of the inbox when your customers are more likely to be engaged
3) Save time and automate manual filter and query processes often used to achieve send time optimization
4) Bring the benefit of STO analysis to Push Notifications in mobile customer journeys. Einstein analyzes and predicts the optimal engagement time for each push notification, maximizing engagement.

Talk Track
Imagine you are just waking up, you reach for your phone and pop open your inbox to check your email after a long night of rest. Or perhaps for you its during your lunch break, or maybe even on your commute home. Whatever time it is, that is when you are actively engaged with your email and that represents a marketers best chance to engage you in your inbox. 

What raises the stakes at these moments even higher for brands is that their email is just one of tens or maybe even hundreds of emails that have come in between the last time you checked. And if you're anything like me, I'm drawn to the emails at the top of my inbox, sometimes simply deleting those past the first 5 or 10 without a second glance.

That's why the concept of send time optimization is so fascinating and important for marketers to consider. With Einstein STO marketers get a leg up in the battle for consumers attention and ultimately increase engagement rates.

And it’s dead simple to use...

With a new Journey Builder Send Time Optimization Activity, marketers can drag and drop it before any email to automatically deliver the message to each contact at the time they are predicted to most likely open their email.

Caveats
Modeling based on email and user level data
Ability for marketer to configure sending period filters coming in August
Only works with Journey Builder (not Email Studio or Automation Studio) Works with both Journey Builder and Automation Studio (Integrated in the send email activity)

Help & Documentation Links
Activation
Dashboard
Activity Analytics
Data Quality
Einstein STO Model Card




Einstein Engagement Frequency

Envia la cantidad correcta de mensajes

Coincide con el deseo de los clientes para aumentar la
cantidad de mensajes

e Gestiona tus objetivos de frecuencia de envio a nivel de
contacto.

Automatice la frecuencia de envios por segmentos de
audiencias

® Pon enla mira el segmento de audiencias y coldcalos dentro
de una actividad de Split en el Journey

Pronosticar el comportamiento de interaccion de los clientes
en funcidn de la frecuencia de envios.

e Analice los niveles de saturacion y recomendaciones de
frecuencia de envio con la ayuda de What-IF

How Saturated Are Contacts in This Business Unit?

How Many Emails Should | Send in the Next Week Based on Saturation Levels? @ Undersaturated to On Target

Based on your i 7 days moves 70% of t0.0n Target. Learn More in Help

preferences,
prs
T o
a0
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o t 2z s 4 5 & 7 8 8 W W @ W U B w® W W W



Notas del ponente
Notas de la presentación
Einstein Engagement Frequency Predicts optimal email send frequencies for contacts in addition to split activity analytics indicating current performance. 
In this newest release, we are launching a frequency split that utilizes a personalized EEF model and segments contacts in real time based upon their engagement to maximize open rates. Personalization. This has been a long standing feature request and we’re excited to get this enhancement in the wild.
Identify the optimum number of email messages to send your subscriber. Pursue opportunities to market to identified subscribers who received too few email messages. Maintain a strong deliverability score.

Available GA for ALL clients, upon release. Will be auto-enabled for all accounts, except for those that are actively using the current EEF Data Extensions.

Key Points
View your send volumes and frequency over a set period
Discover what Einstein suggests as the optimal email send frequency and see over or under engaged subscribers
Use under/over engaged segments as audiences to market to or suppress customers
Use ‘What-If’ Analyzer to experiment, and see future saturation levels and plan for sending additional messages.

Talk Track
So let's assume you're an email marketer and you just built the most amazing newsletter email complete with dynamic content that is personalized to each subscribers' unique preferences. You're sure it's going to outperform anything you've ever sent before. But when you look at the results, you're left scratching your head...only a marginal increase in engagement and too many unsubscribes.

What's going on here? It could be a number of things, but one of the most common challenges marketers face is what is the right amount of email to send so that they are actively engaging subscribers, while not annoying them and chasing them off. In other words, what is the sweet spot of email to send?

Einstein Engagement Frequency gives marketers the answers they’ve been looking for. Marketers get:
An interactive email frequency dashboard that shows how saturated your contact base is
To play, and experiment with the ‘What-If’ analyzer to plan for future message sends
View the count of saturated, and undersaturated contacts at the BU-level (for email sends), and app level (for mobile push messages)
The ability to quickly create segments from these in order to adjust their send strategy such as suppressing over-engaged subscribers from more sends or reaching out with additional offers to under-messaged customers

To keep in mind:
Looks back at most to 28 days (trailing month), to account for seasonality in predictions
If sender doesn't vary frequency across subscriber base, results are going lack insight. Customers need to reach out to their subscribers at at-least 5 different frequencies to introduce variance in data
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Email Interactivo

Cambia radicalmente la forma en que la gente interactua con el email

Recoge mas datos de clientes

O Reduzca la friccién incorporando resefias, perfiles — e eaere| Py
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A Rating*
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active Content WRITE A REVIEW

O Permita que los usuarios accionen directamente en el inbox = = e
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:a ‘< . " Overall impressions

eObtenga resultados
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Notas del ponente
Notas de la presentación

Talk Track: Great! All of this exciting productivity and interactivity can now be included in the emails sent from the Marketing Cloud. With AMP for Email in the Marketing Cloud you can send emails that encourage action, include real-time data like shipping or account updates, and get the benefit of all of this within the comforts of Content Builder. Let’s take a look at some of the cool ways to apply AMP in your email marketing program 


.

Perfiles Progresivos

Qué?
Recoja preferencias o datos demograficos, como el nombre,

la fecha de nacimiento, las preferencias de productos, los
intereses, etc.

Como?
Puede incluirlo en un email de onboarding para clientes

nuevos o hacer un envio para que clientes existentes
actualicen sus preferencias.

Por qué?
Mejore los indices de completitud de perfiles de clientes.

Utilice los datos especificos del cliente para impulsar la
personalizacidon en todos los canales

salesforce

< k
This message is from a mailing list.
Unsubscribe

From: Northern Trail Outfitters
To: Manisha Shah

Let's get to know each other!
Today at 12:32 PM

Let's get to
know each other.

We noticed your NTO profile isn't
complete. Tell us more about you, so we
can deliver more relevant offers and
products just for you, right to your inbox.

= = 3G K]



Notas del ponente
Notas de la presentación
NOTES
In this example, Northern Trail Outfitters is soliciting profile information in their welcome series. 
They are asking their customers for their names, the sports they participate in, who they are shopping for, and their level of outdoors activity. 
Once submitted, the customer will go to a landing page thanking them, and the data will pass into a data extension in the Marketing Cloud where it can be used to personalize journeys and campaigns across channels.

A/B tests have shown 3X the number of preferences submitted in the email vs when the customer is required to go to the site. 


.

Formulario de clientes potenciales

Qué?

Capture informacidn adicional sobre los clientes potenciales

y actualice su CRM

Como?

Perfecto para cualquier lugar en el que se esté recopilando

informacion sobre clientes potenciales

El seguimiento de una conversacion

Por qué?

Aproveche los datos adicionales para hacer que la
experiencia sea mas personalizada y que sus clientes
potenciales sean mas accionables

salesforce
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From: Northern Trail Outfitters
To: Manish

Shah

Prepare for your personal shopping day

="

ADVENTURE

during your
upcoming appointment

Important!
No need to go to a site - fill out this form
right here in your inbox!



Notas del ponente
Notas de la presentación
Speaking of using a form to trigger other areas of the company, the third template and use case is the lead form

Where you can capture additional information on a lead for your CRM 
The customer is a high value loyalty member, and is eligible for a personal shopping experience to help them plan and shop for an upcoming trip. 
They are sent this email through the Marketing Cloud to solicit information on their trip to help their sales associate prepare for their in store visit. 
The customer can let the associate know when their trip is, for how long, what will they be doing, and what they anticipate needing. 
Once submitted, Sales Cloud customers can pass this data through to Salesforce.com 


Mejora la experiencia del
cliente a través de la
conveniencia

Category: Marketing Objetivo: Relacion

Use case

Envia archivos PDF con confirmacién de compra y vouchers.
Interactla con tus clientes en un recorrido sin interrupciones al
guiar la conversacion con botones.

Estratégia

Dirige a los clientes que no tienen la aplicacién movil o que no
estan familiarizados con el sitio web a través de la jornada de uso
de tu producto. Ofrece una experiencia Unica para compras de
alto valor, fomentando la lealtad.

12:00 il - .
salesforce
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Tu compra ha sido confirmada
Hola Isabela, todo listo para tu viaje
con destino a Sao Paulo. Aqui tienes
tu comprobante de compra en

formato PDF con mas detalles de tu
vuelo.

;Te gustaria también recibir tu tarjeta
de embarque?

Si, por favor No, gracias

AeroBrandy _°
m Photo 3

Si, por favor

12:00 &

-

DARDING PASS


Notas del ponente
Notas de la presentación
Sua compra foi confirmada ✅��Olá Isabela, tudo pronto para sua viagem com destino a São Paulo. Aqui está o seu comprovante de compra em PDF com mais detalhes do seu vôo.�� Gostaria de também já receber seu cartão de embarque?

Aqui está seu cartão de embarque


Incrementa las tasas de
adopcion de tu producto o
servicio durante la incorporacidén

Category: uiility Objetivo: Relacion

Use case

Envia videos explicativos de bienvenida y guia a tus clientes en
los siguientes pasos

Estratégia

Proporciona informacién relevante en un formato cotidiano y
cultural. Distinglete de otros competidores en el mismo mercado
al hablar el idioma de tu cliente: WhatsApp. Dirige mensajes
Unicamente a clientes sin tu aplicacién a través de Marketing
Cloud.

12:00 il T -

14 @' M.A. School & SR

jHola Fabio! jComo estas?

Tu curso de Inteligencia Artificial
para Marketing comienza la
proxima semana. jEstamos
emocionados por tu jornada de
educacion profesional!

Por eso, aqui tienes un video
explicativo sobre nuestra plataforma
de Educacion a Distancia (EAD). En 3
minutos, comprenderas como
funciona esta tecnologia:

salesforce

S


Notas del ponente
Notas de la presentación
Olá Fábio! Tudo bem?Seu curso Inteligência Artificial para Marketing começa na próxima semana. Estamos animados para sua jornada de educação profissional! Por isso, aqui está um vídeo explicativo sobre nossa plataforma de Educação à Distância (EAD). Em 3 minutos, você entenderá como essa tecnologia funciona:

¡Hola Fábio! ¿Cómo estás? Tu curso de Inteligencia Artificial para Marketing comienza la próxima semana. ¡Estamos emocionados por tu viaje de educación profesional! Por eso, aquí tienes un video explicativo sobre nuestra plataforma de Educación a Distancia (EAD). En 3 minutos, comprenderás cómo funciona esta tecnología:





Mejora la experiencia del
cliente a través de la
conveniencia

Category: utility Objetivo: Relacisn

Use case

Envia archivos PDF y documentos con instrucciones para la
prestacion de servicios o experiencias. Mejora y sorprende a tus
clientes en momentos importantes de interaccién con tu marca
0 empresa

Estratégia

Asegura un recorrido sin problemas para tus servicios o
productos. Si es necesario, segmenta Unicamente para nuevos
clientes

12:00 il T -

< @ Brandy Lab & D &

Gracias por la confirmacion. Siempre
es un placer atenderte y
agradecemos tu preferencia. =

Today

S

PDF

l N/
Hola Felipe, jcomo estas?

Tu examen esta programado para el
dia 05/12 y requiere algunas
preparaciones. Para facilitar las
cosas, aquf tienes un documento con
el paso a paso y todas las
preparaciones necesarias para
asegurar un buen examen.

jHasta pronto! 09:1°



Notas del ponente
Notas de la presentación
Obrigado pela confirmação. É sempre um prazer atendê-lo e agradecemos sua preferência. :handshake::skin-tone-1:

Olá Felipe, tudo bem?O seu exame está agendado para o dia 05/12 e exige alguns preparos.Para facilitar, aqui está um documento com o passo a passo e todos os preparos necessários para garantir um bom exame. Até logo!



Invitacion
Especial -Webinar

Marketing GPT- Libre y
gratuita

31 de agosto,
12pm
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