The Difference is
B.R.A.V.E.

THE MINDSET OF BREAKING THROUGH

MARKETING
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DO what they DO
VS
THINK how they THINK
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dreamforce

Infroducing the new
Dreamfest headliners:

Imagine
£ Start your free trial today.
ra g O n s ) No credit card required, no software to install.

v Guided content, how-tos, and best practices

v Pre-configured processes, reports, and dashboards

v To upload your data in a few clicks

Sept 17-19, 2024 | San Francisco
#DF24

Questions? Talk to an expert: 1-800-948-3510
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Tap into an incredible source of inspiration to be your best.
Dive into these stories of Trailblazers from all walks of life.

(®» WATCH THE VIDEO
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Now Everyone's an Einstein 3 Ways Customer Service Teams How IT Leaders and Te
Can Solve Problems Faster With Power Productivity With
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A Demonstration.
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Brand

Will it strengthen the long-term value and

reputation of your brand?




Relationships

Will it strengthen relationships with the
audience we want to know, like, and trust us
long-term?




Audacity

Did | hold space for creativity and
embrace big, new, bold ideas?




Values

Does it uphold and strengthen the brand's
core values?




Energy

Does it either create or pursue positive
energy?
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What’s the ROI?

e Efficiency
* Effectiveness
* Retention
* Engagement




Unforgettable
(ROI of Brand)




R \
AN \ \
N "
- - 3
> . ’
-
‘,
%«
D

Connection
(ROl of Relationship)




Bigger Than The

um of Its Parts
(ROI of Audacity)
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Culture
(ROI of Values)
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THINK how they THINK
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