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I mean it.

You're about to embark on a journey that has the potential to be absolutely
groundbreaking for your company. Whether you're struggling in this new economy, or
thriving but curious about how far you can push your success.

Most companies we work with are at the beginning of this journey, so we've set out to
introduce the keys of full funnel growth marketing that breaks these concepts into their
most fundamental elements.

These changes won't happen overnight. But as you slowly introduce these keys into your
organization, you'll see powerful, incremental results that change how you see your
organization’s sales and marketing operations — and increase your enthusiasm for
what’s ahead.

And we’ll be there to help you work through it all, step by step.

Prock, Fitnice

CO-FOUNDER AND MANAGING PARTNER
TRUEVOICE GROWTH MARKETING

TrueVoice Growth Marketing unleashes the power of full funnel marketing to accelerate demand, increase qualified leads, and drive meaningful
growth. We use Al and precision targeting to help clients find their most valuable customers and nurture their experiences across the marketing funnel.

TrueVoice is a Dun & Bradstreet Open Ratings top performer and trusted partner to Fortune 100 clients across an array of highly-regulated sectors
including government, healthcare, insurance, financial services, and manufacturing.
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INTRODUCTION

The accelerating dynamics of the digital economy and continuous evolution of customer behaviors and demands have created
a new urgency for companies to innovate how they market their businesses through the digital lifecycle.

This urgency is here to stay, leading CEOs to expect more from their marketers than ever before. But there's a problem: CMOs
hear the call to lead revenue growth from 70% of executives, but only 20% of them can actually substantiate their ability to do
that.

[t's difficult to bring marketing and sales together in a meaningful way. CMOs often lack the tools and insights to build
momentum for a strategy that can foundationally shift their organization's approach.

But that foundational shift is exactly what's required to succeed in today’s competitive digital marketplace — and that's why
full funnel growth marketing is the most competitive, realistic, and effective path forward.

INTERNAL , EXTERNAL
Misalignment among Extensive internal Attribution of Increasing New and stringent Customer data
marketing departments silos block the marketing efforts is : competition for requirements Is not 100%
and between marketing flow of vital vague and difficult paid media around consumer accurate or
and sales leads to information. to pin down. : channels makes data and cookies reliable.
competing priorities channels more make it hard to
and different measures : expensive and less understand your

of success. . effective. customer.

In order to find, convert, retain, and grow an audience of customers, you have to
intimately know who they are and where they are in the journey. You need a single
PP . view of your customer’s data, and you need that view integrated into your
: ' marketing and sales operations so you can use it.

Full funnel growth [f you dont deeply understand your audience in the first place, you cannot infuse
marketing is the best 5 sales and marketing activities with effective, impactful insights — nothing you
path forward for success ; plan, create, or execute on will achieve its full potential.
because it's the only :
approach to marketing : Companies that don’t start this transformation to a truly audience-first approach to
that meets the digital : sales and marketing will soon find themselves unable to function in the new world
transformation of the } of marketing — unable to identify the right customers or connect with any
customer head-on. : customers, let alone reach the full potential of their ability to build relationships,

convert prospects into customers, and retain and grow those customers, as well.

R ERRREEE ' What follows is a concise but comprehensive breakdown of why full funnel growth
marketing’s time has come, and why any company that wants to thrive in this new
world of commerce must make it an imperative to start down this road.

We’ll also share examples of why TrueVoice Growth Marketing™ is the growth partner most uniquely suited to help an organization develop this new
mindset and set the structures in place that make full funnel growth marketing an organizational competency. Our decades of experience in marketing,

proprietary artificial intelligence and machine learning capabilities, and passion for business growth and transformation ensures our clients are
uniquely equipped to achieve a level of growth that is otherwise increasingly unreachable.
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THE FUTURE IS RIERE, AND [T [ FULL FUNNEL

Marketing efforts that do not take into account and impact the entire funnel disregard the power of the full customer
experience. This leaves important opportunities on the table for relationship-building, cross-promotion, and value realization -
opportunities organizations cannot afford to overlook in a competitive, high-stakes environment.

Put simply: organizations that have not adopted full funnel growth marketing have not adapted to the current competitive
digital environment.

Full funnel growth marketing is made up of five keys. These keys integrate with each other to create an effective and holistic
approach to marketing. These keys are not stepping stones or sequences of structure, but rather key elements that must be
infused throughout the organization to build a vibrant, full funnel approach to growth marketing:

KNOW YOUR ANALYZE & ALIGN YOUR MEASURE
AUDIENCE OPERATING MODEL ACROSS THE
FUNNEL

& o

TEST AND MANAGE
LEARN CHANGE

Full funnel growth marketing is an approach to marketing that allows an organization to leverage every

What is full funnel growth marketing? . . .
'S TUH T Jrow NI part of the customer journey at every stage of the funnel and in real time.

Through full funnel growth marketing, an organization can take control of the levers that transform
marketing into a revenue center and capture a complete picture of exactly how marketing is driving
growth. Ultimately, the organization can increase and optimize demand, grow and convert more qualified
leads, and better retain and grow customers.

Why is full funnel growth marketing important?

Full funnel growth marketing remains elusive to CMOs who don’t put the five keys in place. The challenges
What challenges prevent most companies from achieving  preventing CMOs from putting the five keys in place range from a lack of knowledge and experience with

full funnel growth marketing? the keys themselves to organization-wide resistance from leadership, culture, or even the process of change
itself.
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Without full funnel growth marketing, an organization With full funnel growth marketing, constant,
cannot intimately know its target customer. Its operating comprehensive, incremental increases in the effectiveness
model won't support the best marketing opportunities, of marketing become possible. Combined, the five keys of
and it won't understand the full funnel view of its full funnel growth marketing improve even the smallest,
marketing metrics. It also won'’t be able to learn from most focused part of marketing efforts to help it achieve its
experiments or maximize growth in the long term. full potential. Something as small as a paid media campaign
Marketing efforts will be short-sighted, disconnected, and becomes more effective, more informative, and more
scattered. Ultimately, organizations that don’'t embrace profitable to the whole organization — without adding any
this transformation will never achieve their full potential. additional complexity or effort along the way.
E &
BEFORE: FRAGMENTED ZE. AFTER: INTEGRATEDn

Individual marketing departments
and teams are not aligned, often

Every marketing effort feeds into the
whole ecosystem of the full funnel,

siloed and executing independent nurturing customer touchpoints
Initiatives with completely separate deeper in the funnel and tracking
metrics and outcomes, seldom tied to those that lead to conversion. Every
meaningful or measurable growth. Investment, no matter how small,

benefits departments from the very
beginning of the customer journey.
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As marketers and executives, we like to think we know our audience pretty well. After all, success at scale is never an
accident. But what many marketing executives and practice leaders miss today is just how detailed and specific marketing
data can get — and how that data can be turned into meaningful and measurable results. Growth requires customer-
centricity, and real customer-centricity requires a deep and connected view of the customer, supported by real-time

integrated insights.

We've yet to encounter an enterprise business that has achieved a clearly defined view of its best customers without our help.
Because we bring something truly unique to the table — our ACCESS leverages a proprietary dataset of billions of points of

live prospect metadata from more than 160 million individuals, then uses Al and ML to find, qualify, and surface new, dynamic
views of engaged prospects and clients.

SOCIAL NARRATIVES

Social
Networks

Book-
Marking

Campaign
Metrics

What does it mean to know your audience?

DIGITAL ENGAGEMENT

INDUSTRY PERSPECTIVES

Professional
Sites

Online

Profiles Campaign

Response

Web
Behavior

Content

Engagement
Commentary

Photo Sites

SOURCE
BEHAVIORAL
METADATA

Projective

Professional Techniques

Groups

Competitor

Business &
Product

ENTERPRISE PERSPECTIVES TRADITIONAL RESEARCH

insight into the specific problems they’re trying to solve at each stage of their buying journey.

This is the core of
funnel management
and the catalyst for
growth. Your teams
are empowered with
unified views of
performance at each
stage of the
constantly evolving
customer journey,
which allows for
analysis, learnings,
and decision making
in real-time, building
the muscle memory
that leads to
consistent success
when decisions are
made proactively,
not reactively.

Knowing your audience means understanding who they are as individuals, then as groups, then as segments and having

When an organization is empowered with a true, clear, and accurate picture of the customer journey, it can target,

message, and respond to those customers more effectively.

What challenges prevent most companies

from achieving it?

© 2022 TrueVoice Growth Marketing. All rights reserved.

existing customer data is not always reliable.
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New and stringent requirements around consumer data and cookies make it hard to understand your customer, and
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Using the TrueVoice Growth Marketing’s approach to In practice, “Knowing Your Audience” can mean being able
validate internal assumptions introduces an organization to literally choose the channels to use specific to the stage
to the virtuous cycle of an audience-first approach. In of the journey a customer is in, then optimizing the tactics,

building enterprise-wide consensus around the target
prospect and their journeys, an organization ensures true
alignment of customer outreach strategies and tactics
across a prospects journey and unifies organizational silos
to serve audience needs.

format, and messaging to engage and influence a
customer’s behavioral change. Especially in a landscape
where third party data is becoming increasingly unreliable
and difficult to capture. Having this kind of nuanced,
granular insight into specific customers is priceless.

A dynamic view of your audience brings into sharp focus
who the marketing and content is for, where they prefer to
consume content, the formats that will resonate with
them, and the customized messages that will spark
engagement at any stage of their journey — ultimately
making your marketing more relevant, engaging, and
effective.

By looking at live prospect data, corporate sales and
marketing become more flexible and nimbler, rather than
simply undertaking a backward review of performance
data month-over-month or year-over-year. These real-time
views allow for quick decision making to improve the
media mix and spending to maximize return-on-
investment.

KNOW YOUR AUDIENCE IN ACTION

» Narrative Analysis. Plot the timely topics and content of greatest interest and organic engagement among target audiences
and prioritizes those of greatest engagement, interest, and opportunity to shape messaging and content.

» Audience Behavioral Segmentation. Complete a forensic analysis of captured audiences to translate audience behavioral
data into reliable targeting of best prospects and delivery of personalized messaging and content.

» Journey Mapping. Align live audience metadata with a map of the specific “rules” for effective targeting and engagement;

this map provides defined pathways for targeting and delivery of best segments which proactively responds to prospects’
needs at each stage of the self-guided journeys.

» Content Modeling. Define the specific content, formats, touch points, and channels needed to activate audience segments

in each journey stage - tailored to each distinct market and spend - to create a tailored roadmap to drive prospects forward
in their buying process in a coordinated fashion across channels that minimizes friction and accelerates growth.

Go deeper than theory. Connect with TrueVoice Growth Marketing today to leverage our proprietary data set of 160 million individuals and understand the specific

buying journey your customers are on. Click here to schedule a Discovery Session.
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Lack of marketing and sales alignment is regularly cited as a top concern for organizations, and for good reason—
misalighment between these two teams (and misalighment within each of these teams) accounts for millions of dollars in lost
opportunity every year. Because growth is not just a marketing issue; it is a whole-system problem. Without alignment and
commitment to a shared single source of truth about customers and performance, the entire organization is at a disadvantage
to realize its growth goals.

Many of the companies we work with do not have marketing and sales departments that are aligned. In these situations,
increasing marketing spend solves nothing: anything invested at the top of the funnel loses its impact if the organization is
creating demand without mechanisms or processes in place to nurture, convert, and retain the right leads.

We also see situations where these departments are not aligned within themselves: for example, the paid media team might
not be working closely with the email marketing team, which isn't aware of what the content marketing team is doing. Adding
to the challenges, each may have a very different measure of success rather than being unified around a single key
performance metric.

At TrueVoice Growth Marketing, we anchor the process of aligning your operating model in the buyer’s journey. Because the
most important outcome of an audience-first framework is that it not only validates internal assumptions, it also helps to build
enterprise-wide consensus around target prospects and their journeys.

Aligning your operating model means that an organization’s marketing and sales teams are unified
What does it mean to align your operating model? behind the same goals, interact to facilitate action, and commit to a shared change management
framework.

Aligned teams have a shared understanding of qualification criteria, central knowledge of standard
Why is it important? processes and technology, and a cooperative approach to communication — all elements that lead to
profound, cumulative progress.

What challenges prevent most companies from Existing data silos, a culture of non-collaboration, and a lack of communication are common reasons
achieving it? organizations find it challenging to align their operating models.
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When marketing and sales are aligned, it becomes easier for an organization to make progress toward a common set of
outcomes. The departments develop a common vocabulary, common long-term goals and key performance indicators (KPIs),
and naturally amplify each other’s efforts — in short, alignment leads to an order of magnitude improvement in the effort and
results of the entire organization.

Specific benefits we’ve seen come out of an alighment within marketing and sales as well as between marketing and sales
include the following:

FS0)x F20)x Sx Ox

gains in efficiency increase in lead volume iIncremental sales growth faster lead-to-close rates

For most organizations, this means re-imagining the marketing and sales funnel as a revenue cycle. This cycle integrates
marketing and sales initiatives throughout the entire process. Strong sales and marketing alignment leverages the long-term
vision and data-focused methods of marketers to support the short-term quotas and business problem-solving approaches of
salespeople.

ALIGNING YOUR OPERATING MODEL IN ACTION

» Create a shared understanding of target audiences. Build enhanced target audience profiles fed by audience insights,
analytics and marketing automation tools, and historical knowledge from sales.

» Build content and assets that enable full funnel engagement. Find, organize, and create connection and fluidity between
the content created by marketing and used by sales.

» Develop useful, specific guidelines for Marketing and Sales Qualified Leads. Use marketing automation tools to create
clean databases with accurate lead scoring.

» Establish feedback and communication norms that facilitate action. Define, establish, and enforce Service Level
Agreements that outline the expectations and actions needed from both teams at each stage of the funnel.

» Debrief performance metrics. Establish regular “stakeholder” meetings to discuss sales funnel movement, closed deals,
and potential clogs.

» Support change management. Implement a structured approach to change management to tackle the challenges
associated with re-alignment head-on.

Organizations accomplish more when they work as one. Connect with TrueVoice Growth Marketing today to discuss your unique circumstances when it comes to

aligning sales and marketing. Click here to schedule a Discovery Session.
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Marketing and sales campaigns today are spread across At TrueVoice Growth Marketing, we’ve seen multi-touch
channels like paid media, email, and social, creating a full funnel attribution create billions of dollars of value for
fragmented modern customer journey that’s anything but our clients. In this model, each touchpoint across the
straightforward. A potential customer may view a entire sales cycle gets assigned an equal value, giving
Facebook post, watch a LinkedIn video, click a Google ad, marketers a holistic, high-level look at the performance of
sign up for a newsletter to get an oftfer, and scroll through their digital marketing mix. As a result, an organization
thought leadership content — all before taking the plunge can accurately credit all the marketing touchpoints
and deciding to connect with sales. And that’s just one involved in an online conversion and trust its data to
example of the hundreds of journeys taking place at any accurately inform ongoing marketing investments.

given moment.

Measuring across the funnel means an organization captures a holistic, high-level look at the
What does it mean to measure across the funnel? performance of its digital marketing mix and can accurately credit marketing touchpoints involved in
a customer’s conversion.

Even if an organization is getting acceptable results from its digital marketing mix, it’s leaving a lot
of potential on the table by not implementing a full funnel measurement strateqy. Slowing down and
looking at the big picture of the funnel helps an organization identify the best opportunities to speed

up growth.
What challenges prevent most companies from Existing data silos, a culture of non-collaboration, and a lack of communication are common reasons
achieving it? organizations find it challenging to align their operating models.
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No marketing team wants to dedicate weeks or months to a sales or digital marketing campaign only to see it struggle to
nudge the company's sales upwards. Or spend half of the budget orchestrating a paid media campaign, affiliate promotion,
and email outreach to promote a service or product launch only to hear crickets on launch day. But outcomes like this are
common when marketing teams aren’t measuring across the funnel.

That’s why it's so important to pay attention to sales and marketing data across all touch points. Because we often see
companies spend too much time, energy, and resources on one part of the funnel, such as the initial stages of awareness and
consideration while neglecting the decision stage of the buyer’s journey, which is equally important in driving conversions.

A full funnel attribution model connects an organization’s efforts to each part of the customer’s buying cycle so the
organization can see the impact on the entire buying journey. The organization can then pinpoint the most impactful content,
determine when and where to deploy it, measure the desired effect, and capture the results in real time.

MEASURING ACROSS THE FUNNEL IN ACTION

» Nurture Your Prospects and Your Customers. Leverage customer analytics to understand who your customers are, what
they want, and why they want it, and invest in the organization’s relationships with them with the right content and offers.

» Harness Advanced Analytics Tools. Choose a comprehensive analytics tech stack that allows the organization to easily

integrate disparate marketing data sources into a singular full funnel view and understand how touchpoints contribute to
the customer journey.

» Analyze, Experiment, and Improve. Get an informed understanding of how effectively an overall marketing strategy
contributes to conversions, then use that information to experiment with new marketing ideas.

Understand the impact of your marketing efforts. Connect with TrueVoice Growth Marketing today to see how measuring across the funnel could impact your

organization. Click here to schedule a Discovery Session.
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The best performance in growth marketing comes from innovation, and innovation comes from analyzing the information,
testing something new, and changing course in response to the results. Change is never easy, but by taking small incremental
steps to prove the value to the organization and the individual departments along the way, change is possible. TrueVoice
Growth Marketing’'s “Test and Learn” philosophy leverages all of the newfound customer perspectives and empowers
organizations with a new level of agility to marketing and sales activities.

TrueVoice Growth Marketing's “Test and Learn” philosophy goes beyond what we think of as “testing,” like creative campaigns,
A /B subject lines, and messaging, to test operating norms and operating models. Running these constant, iterative tests
throughout the funnel and using the results to craft data-driven strategy updates allows an organization to lift key
performance metrics that can serve as a catalyst for the organization to change the way it views marketing.

In this new culture of experimentation, an organization can begin to view testing as part of an ongoing conversation with a
market that lives in a world that never stops changing. It will know what it means to fail small, fail fast, and fail as many times
as needed until it has the data and learnings needed to get it right.

A “Test and Learn” philosophy acknowledges the quick-moving nature of digital marketing and uses
What does it mean to test and learn? real-time data to create, implement, and analyze small experiments in an organization’s operating
norms and operating models.

“Test and Learn” experiments allow organizations to vet and pressure test new ideas before investing
Why is it important? heavily in them. They also work as a way to build organizational muscle memory to truly build a full
funnel growth marketing capacity that focuses on incremental, holistic changes.

It can be challenging for organizations to move forward without a clear plan, or with the intention to
change the plan frequently. Resistance to exploration and experimentation can be found in even the
most innovative companies.

What challenges prevent most companies from
achieving it?
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Every marketing organization operates under unique circumstances, and will therefore have a unique path to transformation.
An operating model that is centered on the “Test and Learn’ framework builds on an organization’s capabilities and
advantages to capture the biggest possible ROI for its marketing investments. We've seen positive outcomes from adopting a
“Test and Learn” approach include aligned expectations, increased accountability, a shared language, and more reliable
processes and structure.

With a “Test and Learn” framework in place, organizations can start to take on true full funnel marketing experiments. These
experiments enable marketing leaders to start building a track record of success as they validate and calibrate their data-
driven decision making, identify the right data sets required for a given decision, and test transformative ideas for viability
and gain valuable insight before fully committing.

A “Test and Learn” approach can lead to not only rapid validation of marketing outcomes, but also sizable savings in time and
money. It also helps marketers become more agile — allowing stakeholders to have the information they need to pivot on a
dime. This process can be applied to any foundational marketing principles, but it works exceedingly well in the areas of
messaging strategy, launching new products, pricing strategy, and promotional strategy.

TEST AND LEARN IN ACTION

» Identify a Hypothesis. Set up the parameters, or rules, for deciding what kind of tests are appropriate for resolving
different types of questions or achieving particular marketing outcomes.

» Learn From Your Tests. Promote the results of tests through concrete actions that align business objectives, business
growth, operational efficiency, and marketing knowledge.

» Support a “Test and Learn” Culture. Put a cultural emphasis on exploration, experimentation, and failure— this will align
the team, enforce accountability, and drive the desire to maintain a rigorous data-driven standard.

» Create a Shared Vision. Share a clear vision for the types of strategic and operational objectives to be tackled and how to
mitigate cross-functional conflicts.

Experiment, explore, and profit. Connect with TrueVoice Growth Marketing today to learn more about adopting a “Test and Learn” philosophy for your marketing

efforts.Click here to schedule a Discovery Session.
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When an organization is trying to adopt a new way of doing things, how it manages the change plays a starring role in how
successful that change is. If even one team member has doubts or reservations, it won’t be long before that perspective makes
its way through the entire team and undermines the goal the company has set out to achieve.

Unsuccessful change management is increasingly relevant for companies leaning into full funnel marketing. Why? Because a
successful marketing transformation requires a committed focus on organizational change management. By focusing on
change management, marketing leaders can take steps to stop resistance before it snowballs.

Managing change is the process of assigning clear, intentional effort to establishing and maintaining

What does it mean to manage change? . . S .
the new full funnel marketing practices an organization puts in place.

Managing change is critical, because if any one part of the change management process doesn’t take
place, an organization runs the risk of missing out on the full potential of its investment.

Because managing change requires intense, strategic thinking and communication over a long period

of time, it can be difficult for a company to maintain high levels of motivation and effort for the full
change management process.

What challenges prevent most companies from
achieving it?
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Because of the many players involved, managing change is a process that requires clear, intentional communication from the
beginning. Because when a company is transparent with its team, there’s less room for misunderstanding to brew.
Furthermore, building trust between the C-suite and cross functional teams makes it easier to ensure that the iterative nature
of full funnel operating model adoption always keeps the imperative of managing change - large and small - in constant focus.

Experience with full-funnel marketing provides invaluable organizational learnings that illuminate the enhancements needed
to align and synchronize a company’s people, processes, and technology for replicable success. These operating model
changes often include breaking down the silos between marketing and sales, moving customer teams into the marketing
organization, and creating a company-wide, single source of truth to provide the entire organization with end-to-end visibility
of the customer and their journey. These changes, coupled with access, makes it possible for companies to truly connect leads
to revenue and, in the process, provide better experiences for its prospects and customers at every stage in the funnel

MANAGING CHANGE IN ACTION

» Involve internal stakeholders early. Gain individual insights, create consensus for targets and goals, and create ownership
by involving internal stakeholders as early on in the process as possible.

» Ask the Right Questions. Face challenging, critical questions to break through resistance to change.

» Use Assessments. Perform a risk analysis and an organizational readiness assessment, then use them to create a
sponsorship roadmap that identifies the most helpful and prominent executives who can support the change.

» Communicate progress. Communicate progress — including successes, failures, and learnings — openly and often so that
stakeholders stay engaged and see the results of their involvement.

» Stay Active and Deploy Specific Plans. Keep up with the active period of change that shifts from preparing for change to
managing it; use tools like a communication plan, resistance management plan, and a training plan.

» Reinforce the Change With Corrective Action. Continue gathering feedback, checking in with cross-functional teams,
monitoring for resistance, and reinforcing the new way of working.

» Sell program outcomes. As “Test and Learns” garner success, they become powerful tools for accelerating change in both
process and culture; use those wins to gain attention and advocacy across the organization.

Change for the better. Connect with TrueVoice Growth Marketing today to learn more about effective change management for full funnel growth marketing.Click here to

schedule a Discovery Session.
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UNILOCK EVERY ADVANTAGE

OF THE DIGITAL MARKETING AGE

Do your current digital marketing efforts fall short of your high expectations? There’s a
reason this is happening so pervasively among otherwise successful, cutting-edge
companies — it's because few of them have truly unlocked the full potential of their
audience or tapped into that potential with a full funnel growth marketing strategy.

Full funnel growth marketing enables your organization to operate as one organism and to
one end: ensuring the growth and profitability of the whole organization, regardless of the
department, the objective, or the scope. Full funnel growth marketing aligns each and every
effort of your organization with the ultimate goal, optimized for your real customers.

Far more than just a campaign strategy, full funnel marketing is a total shift in how
marketing works. It requires long-term thinking, close collaboration, and hard work. But
the results are worthwhile. You enable your organization to harness the complete range of
marketing capabilities to increase the impact from all campaigns, ultimately allowing the
CMO to provide the C-suite with a much richer and more complete picture of how
marketing is driving growth.

[f this sounds like a vision of the future you want to bring to life in your organization,
contact TrueVoice Growth Marketing today. Our hybrid, full funnel growth marketing
agency and consultancy can help you responsibly, comfortably, and effectively navigate this

realighment and find success quickly. So you can align everyone within your organization
behind the goal of delivering positive, powerful business results through marketing.

FULL FUNNEL GROWTH MARKETING IN ACTION

ﬂ Meet with our co-founders to get a sense of what’s possible with full funnel growth marketing.

@ Follow up with our co-founders for a personalized Discovery Session that lays out what full funnel growth
marketing can do for each unique organization.

3 Partner with the TrueVoice Growth Marketing team to implement a full funnel growth marketing strategy.

ABOUT TRUEVOICE REACH OUT
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TrueVoice Growth Marketing unleashes the power of full Brock Pernice _

funnel marketing to accelerate demand, increase Co-Founder and Managing Partner
qualified leads, and drive meaningful growth. We use Al brock.pernice@TrueVoiceGrowth.com
and precision targeting to help clients find their most 203-291-9142

valuable customers and nurture their experiences across
the marketing funnel. TrueVoice is a Dun & Bradstreet
Open Ratings top performer and trusted partner to
Fortune 100 clients across an array of highly-regulated
sectors including government, healthcare, insurance,
financial services, and manufacturing.
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