Orchestration Plays Iriblio
by Use Case

Execute an When to Use

This play works best when you have a list of leads

eve nt n u rt u re from an upcoming (or past year’s) event that you can

leverage to maximize your return from the event.

How to Measure Success & Optimize

Success for this play would look like an increase in
meetings from accounts who attended the event. For
additional campaign optimization, you can add an
additional 'kickout’ stage to reduce wasted ad spend.
Accounts can be triggered to move to this stage if
they don't engage with ads or the nurture campaign
within the Unengaged Accounts stage after a certain
amount of time.

==y "90




- L - A d- C -t -
Audience Criteria: udience Criteria

WHEN

Develop TAL by combining event leads from your Hubspot List v @
MAP and your CRM i

Salesforce Accounts
Include
Accounts who attended in the last three years

Stage 1 - Target likely attendees
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Display ads run to promote case study
Event Murture
Personalized homepage offers prompt leads to book

Elements Add

meet | ngS & Display ads- Case study session

Leads are added to a timed drip campaign to Partan e harkspnge ot o
promote the case study

Actions Add

.)5 Add to BZBMX email campaign (]
Stage 2a - Convert responsive accounts

Accounts that click on stage 1ads are moved to
stage 2a automatically "

Display ads, website popups, and LinkedIn ads use

the same offer

2 Triggers

Elemeants Add Elements Add
Leads are added to a SaleSLOft Seq uence for 45 Display ads- Book a mesting % Display ads- Missing B2BMX?
immediate BDR touches Website CTA- Book a meeting _
i Linkedin ads- Book a meeting fﬁtlons fad
)ﬁ Add to final email nurture ®
Stage 2b - Nurture unresponsive Actions
ﬂ Add to sales campaign ®
accounts
Accounts that don't click ads are targeted with B

online resources instead

After two weeks, ads are turned off, and leads
are sent a final Hubspot email promoting related
resources from the even



