
Chughtai

Campaign



BRIEF
This campaign highlights the
USPlus® Clinical Study:

Significant Symptom
Reduction: 65 % of men saw an
improved International Prostate
Symptom Scores (IPSS) by week
12.

 
Faster Relief: Stronger urinary
stream and reduced straining
observed in as little as 6 weeks.

 
Enhanced Quality of Life:
Reduced urgency, improved flow,
and better uninterrupted sleep
by week 12.

Marketing Objective + Tactics

Timeline

KPIs

1. Lead Gen: Conversions [Feb 6 - Feb 26]
Lead Gen: Study landing page + Form | 2 emails + 1 organic social, 1 paid social
Connected HubSpot database with LinkedIn

2. PR: Awareness [February 19 - 24 - June]
Press Release: – published on Valensa website, 1 email + 1 organic + paid social, + Nutraceutical
World + NBR Press Release coverage
Nutraceutical World: April/May - Men’s Health [email + social]
Whole Foods Magazine: April – Active Aging [share on and email + social]
NutraIngredients USA: April – Longevity: Health span and Life span [share on social + email]
Nutritional Outlook: May – Men's Health [share on email + social]
Nutrition Industry Executive: June – Men's Health [share on email + social]

3. Influencer: Engagement [June]
Influencer strategy 
Costco IVC – similar to what we did last time, more geographical coverage, more impact, consider
a doctor; consider Meltwater.

February - June

Awareness: Open Rates | Impressions | Views

Conversions: Lead Gen - study downloads (form conversions)

Consideration: ER | Costco cart conversions | ROI



Email Comparison



Social Comparison
Organic Paid - pending
Objective:
Lead Gen

Objective:
Awareness

Objective:
Lead Gen

Objective:
Awareness

Budget: $300
Impressions: 192K
Clicks: 56

Budget: $700
Leads: 1
Impressions: 5,962
Clicks: 15
Pending Results



Landing Page:

Page Metrics:

Page Views: 124
Message Requests: 39
Form Submissions: 58 form submissions (1
from LinkedIn)
Time per page view: 2.7 minutes



Form Submissions - pending results

Form Submissions:

Message Requests: 39
Form Submissions: 58
form submissions (1
from LinkedIn)



LESSONS

Forms + Automation

Sales | MKT Alignment

Infuencer Marketing

Automate the form with follow-ups after submission

Invest in a platform for managing Costco inlfuencer campaigns and track ROI

Integrate forms with sales meeting links for seamless scheduling.

For paid social lead generation: require mandatory fields such as
“work email” to improve lead quality.
Implement follow-up strategies for both unopened and opened
emails.

Align marketing with sales to track how MQLs convert into
customers.

Establish lead scoring to qualify sales leads, ensuring only the most
relevant MQLs become SQLs.

Automate email sequences, resending marketing emails to
unopened leads with a different subject line.

NEXT STEPS

OPPORTUNITIES

Address message requests


