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8,000 PROSPECTS

4,000 Leads coming in from Pillar 1 - RETARGET THEM
2 000 MQL's coming in from Pillar 2 into CRM
Sales reps ¢ ! lie Zoho] - RETARGET THEM
meetings, calls, . o ) )
demos, pitches, etc. 1,000 SQL's coming in from Pillar 3 into CRM
[ie SalesForce - BUY READY] RETARGET THEM
500 500 Sales opportunities




