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Campaign Name: Timing: Month/Quarter:

Strategy/Purpose: Campaign Type:

be inbound and outbound channels? Wake the Dead

Briefly describe the strategy of the campaign, it's purpose and why you have chosen the tactics as outlined below. How many touches? Will there Demand Generation, Customer Acquisition,

Product Launch, Nurture, Customer Upsell,

Program Type/Obijective: Select 1-2

Select

Select

Channels: List, Inbound, Outbound, Tele-Qual, Events, etc.

Media Spend & Data Acquisition Budget:

Target Impact:

How many MQLs/SQLs? New Name? Inquiries? Revenue?

Campaign Theme: What is the overall theme of this campaign? Describe here.

Key Message: Based on the theme above, what is the specific message we are trying to convey to this target audience?

Target Audience: Verticals: Roles/Titles/Department: Persona:
Include rough estimate of target audience <Link to Persona Profile>
size.

Buying Cycle Stage:
<Link Buy Cycle with Stages Defined>

Exclusions/Other:

K
High Level Timeline 2 (CEREEE

Client Contact

Desired Launch Date Strategist
Campaign Manager
Milestones
MAP Builder
Dependencies Inbound/Web
Creative
SLAs IT Support
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Inbound Media:

Marketing Automation Platform:

Channels: Budget: Number of Emails: Number of Landing Pages:

Such as social media platforms, email, live event, Include outbound emails, autoresponders and sales alert Include pages with forms, pages without forms and
webinar, conference, direct mail, etc. emails thank you/confirmation pages.

Ad types: KPIs: Number of Forms:

Target List Source and Count:

Campaign Phases - For each phase, describe main channel and offer to help describe the overall campaign experience for the target audience.

Engagement 1

Engagement 2

Engagement 3

Engagement 4

Channel: Channel: Channel: Channel:
Offer: Offer: Offer: Offer:
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