
                                                   

                              

 

A 

             Summer Internship Project from Bio- Rad  

                                             On 
 

“SOCIAL MEDIA OPTIMIZATION AND MARKETING 
CAMPAIGN ON SALES FORCES FOR Bio- RAD” 

 

 

BY 

 

MANSI RAWAT 

(SCHOOL OF PHARMACEUTICAL MANAGEMENT) 

PM – 10 

ROLL NO – 140 

 

SUBMITTED TO 

 

ACADEMIC MENTOR 

Dr. Sandeep Narula 

Dean-in-Charge and Assoc.Professor, 

IIHMR University, JAIPUR 

 

 

INDUTRIAL MENTOR 

Mr. Vipan Manhas 

Lead-Marketing Communication 

India & Neighboring Countries Bio-Rad 

 

 
               



UNIVERSITY

',-

CERTIFICATE

This is to certify that Mansi Rawat has undergone Summer Training at Bio- Rad laboratories,

Gurugram from 1
st

April 2019 to 31st May 2019.

The candidate himself/herself completed the project assigned to him/her in Summer training. His/her

approach to project was sincere and proactive. This Summer Training is in partial fulfillment of the

course requirement recommended for the award ofMBA in Pharmaceutical Management.

I wish him/her success in all his/her future endeavors.

rl~
Dr. Sandeep Narula

Dean-in-Charge and Assoc.Professor,

IIHMR University, JAIPUR

1. Prabhu Dayal Marg, Near Sanganer Airport, Jaipur- 302029, Rajasthan, India.

Ph.: 0141- 3924700,2791431- 32, Fax: 0141 3924738, E-mail: iihmr@iihmr.edu.in, Web.: www.iihmr.edu.in



Bio-Rad
Laboratories (India) Private Limited
(A wholly owned subsidiary)

EMAAR Digital Greens, 9th Floor,
Tower A, Sector-61, Golf Course Extension
Gurugram -122102 '
Tel. : (91)-124-4029300
Email: sales.india@bio-rad.com
Tech Support: 1800-103-1224,09873177477
www.bio-rad.com
GST No.: 06AAACB3202A IZR

ISO 900':20'5

---10 llOIOmu

•
"

Registered Office: Plot No. 1270 Basement, Lal Dora, Village Kapashera,
Opposite Fun-Food Village, New Delhi - 110037. Tel: 91-11-25065913
CIN No.: - U3210+DL 1996PTC078494, GST No.: 07AAACB3202A IZP

Date: May 31, 2019

To Whom So Ever It May Concern

This is to certify that Mansi Rawat pursuing Master of Business Administration in

Pharmaceutical Management from IIHMR University, Jaipur has successfully completed her

project on "Campaign Management and Social Media Optimization" with Bio-Rad Laboratories

(India) Private Limited under the guidance of Vipan Manhas (Lead - Marketing

Communications) for duration of 2 months (April 1, 2019 - May 31, 2019).

During her project period, we found her creative, talented and keenly dedicated towards her

work.

We wish her good luck for her future endeavors.

For Bio-Rad Laboratories (India) Private Limited

Brijender Kumar

Commercial Director - India



 

 

 



 

ACKNOWLEDGEMENT 

 

 

 

The internship opportunity I had with Bio-Rad was a great change for 

learning and professional development. Therefore, I consider myself as a 

very lucky individual as I was provided with an opportunity to be a part 

of it. I am also grateful of having a chance to meet so many wonderful 

people and professional who led me through the internship period.  

 

Bearing in mind previous I am using this opportunity to express my 

deepest gratitude 

And special thanks to Mr. Vipan Manhas (Lead-Marketing 

Communication India & Neighbouring Countries) who took initiative and keep 

me on correct path and allowing me to carry out my project at their esteemed 

organization and extending during the training. 

 

I express my deepest thanks to Dr. Sandeep Narula (Dean-in-Charge and 

Assoc. Professor IIHMR University) for taking part in useful decision & 

giving necessary advice and guidance and arranged all the facilities to make easier. 

I choose this moment to Acknowledgement his contribution gratefully. 

 

I perceive as this opportunity as a big milestone in my career development. I will 

strive to use gained skills and knowledge in the best possible way and I will 

continue to work on their improvement to attain desired career objective. Hope to 

continue cooperation with you all of you in future. 
 

 

 

 

 

 

 

 

 

 

                                                                                                     MANSI RAWAT 

 

 



 

        CONTENT  
 

 

 

 

 

 

 

 

 

 

 

 

1. ABSTRACT ………………………………………….................

2. INTRODUCTION …………………………………………………

3. OBJECTIVE ………………………………………....................

4. INTERNSHIP DISCUSSION  .....................................

5. CONCLUSION AND RECOMMENDATIONS ...............



 

 

The summary of the study is to create a single platform for customer and the organizational team by which they 

can interact more which will help them to increase emotional connection as well with the customer, which is one 

of the important factors to increase bran equity. The social media is driven in many segments of marketing, here I 

and the team used LinkedIn as a primary marketing platform to optimize the social visibility. Bio-Rad having their 

social media pages on a different platform, but they didn’t get any positive feedback from it. Due to this 

problem, we run a campaign on LinkedIn to attain a good and professional target customer. 

My objective here is to collect their customers on one platform so that their customers may know about each 

and every update of the company and also through social media to go deeper and wider with India's target 

segments and focus areas. Previously they started this activity on Facebook but didn’t get any valuable results. 

In LinkedIn Company have their administrative rights. We create one specific QC page for the company and 

collect their customer on the pages by sending personal emails. On the other side, the company is also working 

on salesforce.com.In that the data of the company is mixed previously. They have two verticals of data i.e. 

LSG () and CDG (). The data of SFDC was not properly cleaned. They have 10000 complete data and in that 

6000 data was cleaned. But that 6000 data was not cleaned properly. Our objective here is to clean the 

remaining 4000 data and also reclean that 6000 data. Through this data, we link this data with LinkedIn. In 

SFDC we run the campaign and also check the MQL, ROI measurement. By Data clean-up in SFDC Increase 

lead conversion and improve segmentation of the company. A webinar was also conduct with India KOL in 

association with Singapore team to get their feedback regarding the topic. Overall result and learning was 

good. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Executive summary/abstract 



 
 
 

Bio-Rad is a multinational company. It is a California based company. It is established in 1952 in Berkeley, 

California by David and Alice Schwartz. Norman Schwartz is holding the position of CEO and President of 

the company presently. Bio-Rad is working as a B2B marketing company that is business to business model. 

In India there headquarter is present in Gurugram, Haryana. 

 

Bio-Rad mainly working on two segments: 

 

➢ Life sciences group 

➢ Clinical diagnostic group 

 

Life sciences group – This company having various life science product like instruments, different software, 

and various product on protein purification as well the quantitation. 

Even though they are working on different drug discovery instrument, science education and the food safety 

reagents. These product and instrument mainly used for separating, purifying, analyze and to increase 

biological material like protein etc. 

 

Clinical diagnostic group – There diagnostic instrument having wide range of product in this group. And 

these product and instrument provides different clinical information in blood transfusion and blood 

purification, diabetes monitoring, different autoimmune disorder, and in testing market of infectious disease. 

 

This Company mainly having five verticals. Diagnostic, Blood-banks, Diabetes, Thalassemia and 

Accreditation body (labs, health institutes, hospitals, etc.) 

 

They are having the slogan that is followed by worldwide: 

 

 

 

 
 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

“Advancing, Discovering, And Improving lives.” 
 

Introduction  
 



Company Brand Guideline : 

Innovation 

Integrity 

Independence 

Involvement  

 
The whole team which is holding the business in India and neighbouring countries are consist of these 

people: 

  
 

 

This company is holding good and respective position worldwide. But they are lacking in social media and 

there rating on social media because they are not active on social media thoroughly in India. So, they give the 

project on Social Media Optimization and Campaign Manager. By which they can more visible in social 

media. They want the professional portal that’s why we choose LinkedIn to optimize there social media 

presence. 
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➢ About LinkedIn: -. LinkedIn now  has over 50 million users in India. These people are 

professionals. And hence, LinkedIn is also favorable for b2b marketing it would be good for the 

company profile to show their visibility in such type of platform.  
So, we can use it to find the target clients .It may help to develop engagement with your connection. 

It may utilize advanced search to search for leads. As Bio-Rad is a biotechnology company and it have 

its five verticals i.e. diagnostic, blood bank, diabetes, thalassemia and accreditation bodies. Thus their 

business is very large and also working with B2B marketing model. We found that LinkedIn is the 

best option for Bio-Rad to connect to their customers. Business-to-business could be a state of affairs 

wherever one business makes an advert dealings with another. In B2B marketing there is a close 

relationship with customer and also their customers are very few. It may cause limitation for the 

company but company is doing great job worldwide with this business model. 

We create five pages on LinkedIn for Bio-Rad. 

 

➢ Campaign manager on SFDC:- SFDC is also outlined as Salesforce.com 

➢   Salesforce Campaigns as promoting techniques that square measure designed to realize specific 

goals that may be half-tracked and measured victimization Salesforce. Once enforced properly, 

Campaigns square measure a superb tool to trace ROI and KPIs, optimize efforts, record promoting 

activity and supply irresponsibleness and visibility to the remainder of the corporate. 

➢   Salesforce Campaigns square measure indeed an especially powerful and underrated thanks to link 

alongside your promoting initiatives, and therefore the leads/opportunities that square measure 

generated as a result. You may be able to track prospects from the instant they enter the system, all 

the means through to the chance, while measure their progress and price against a particular. SFDC 

information is especially divided into 2 classes i.e. LSG and CDG.LSG stands for the natural science 

cluster and CDG stands for a clinical diagnostic cluster. 

 

 

❖ Bio-Rad having 10000 SFDC data but their was not cleaned properly .so we cleaned their data. 

Through this company may found their valuable customer, dead customer and total number of 

customer in particular region.  
 

 

 

 

 

➢ Webinars: - The word webinar is divided into two words web” and seminar. A webinar is an 

occasion continued the web that is attended completely by an internet audience. This distinguishes it 

from a webcast that conjointly includes the presence of a physical audience. Different terms used as 

alternatives for international web event, on-line seminar, webcast, internet lecture and virtual event. 

We took three webinars i.e. LinkedIn, template on email, SFDC data cleaning and learning about 

SFDC. These all webinar are held with Singapore team. In this webinar we learned some technical 

skills. Singapore team having a specific team for LinkedIn so they are mainly focusing at LinkedIn as 

asocial media platform. In webinar they talked about why they are focusing mainly on LinkedIn. 

 

➢ Soft skills: we taught about different soft skills like as; Microsoft excel, personal and professional 

selling skills and handling of different software like, Marketo and photo shop 

 

 

 



 

 

  

 

 

 

Drive Marketing Campaign Workflow for India

➢1) End-to-end planning to execution support for key 
marketing priorities

➢- Review/plan of major events/programs

➢- Key tactics and focus planned as follows:

➢a) Event: Marketo linked events with controlled execution 
and analysis

➢b) Campaign: Data clean-up, increase lead conversion and 
improve segmentation

➢c) Webinar: Pilot a local QC webinar with India KOL in 
association with Singapore team.

➢d) Social Media: Co-develop social media plan for India to 
build a KOL group in LinkedIn to expand Outreach.

➢2) Monitor India campaigns for ROI measurement

➢- Baseline: Leads generated, MQL and Opportunity revenue

➢- Evaluate Lead Conversion Campaign for India

Social Media Optimization Edit

➢Leverage social media to go deeper and wider with India's 
target segments and focus areas

➢- Help executing India's social media plan

➢- Co-work with marketing managers to build workflow, 
timeline and ROI.

➢- Tools to improve internal knowledge, best practices and 
extension of social media in marketing initiatives.

Objectives:- 



 

 

 

• Induction program. 

• Orientation with HR (Kushal sadhu) and Marketing.  

• Learning  

 Branding of Bio-Rad. 

• Basics of marketing by Vipan Manhas(marketing comm. lead) 

• Basics of SFDC. 

• Branding audit at Bio-Rad Head office 

• LinkedIn quiz with Bio-Rad head office 

The project is all about the marketing campaign management and the social media optimization. Which is 

the concern of every organization. Digital media is the platform which is connecting the customer and the 

company member. It is the easy way to reach the customer as well as the company member. Digital 

marketing has been going through in the trend because people are spending so much time in internet. It is the 

way to target that people easily. Digital marketing is in working since 1990s and 2000. 

 There is various type of marketing; 

 

these are the various kind of  marketing which has been going through by digital marketing. 

 

Search engine marketing

Search engine optimization

Social media optimization

Influencer marketing

E-mail direct marketing

Display advertising

E-book

Optical disk

Content automation

Content marketing 

Internship discussion:- 



One of the types of marketing I am used there is- 

 

 

Social media optimization (SMO) is the kind of marketing in which the awareness about the product, 

different events and some other activity are given to the set of people or group of people. By the SMO it is 

also known as the publicity of a company about their product and services. As I am working with the 

company who is handling the high-end product ex, DDPCR. Which needs deep knowledge and awareness 

about the upcoming CME. Social media optimization has been done by the different social media platform 

like, Facebook, Twitter, LinkedIn, YouTube, Instagram, etc. 

The researcher and team have taken the social media platform that is LinkedIn. Because in other social 

media platforms all kind of people are present, and they might not interest in those products as bio- rad 

dealing with high-end product. 

The Bio-Rad is very reputated organization and they are not targeting the whole population because there 

marketing model is business to business. They have their specific customer and those are the diagnostic 

center and the different research organization. There one important concern about the social media 

marketing is also about the bad comments by the customer. So, LinkedIn having various admin rights by 

which they can improve their customer concern also. LinkedIn is the professional site as well, people who 

are really interested to the organization will follow the hashtag. 

 

 Fig 1.1-This graph is showing that the percentage of people who are easy to target by social media. The linkedin is 

more professional then the other social sites that’s why the decision has been done and it is also having 12% of 

professional customer which are already known about the product. In INDIA there are 493 million people who are 

active on social media in which the people who are active on LinkedIn is 50 million. The other platforms also having a 

huge area but Bio-Rad wants to target only professionals that’s why LinkedIn comes under the process. 

youtube
66%

twitter
6%

instagram
16%

linkedin
12%

SOCIAL MEDIA USER IN INDIA

Social media optimization: 

 



After to finalize the platform we have to understand the guidelines of the 

organization which is going to help me to make different material for social 

media- 

 

 

➢ Bio-Rad Logo Colors 
 

 

 

 

 

 

 

 

 

 

Step 1- How to use their logo 



 

 

 
➢ Bio-Rad Logo Placement 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

➢ Incorrect Logo Usage 

 

 

 

 

➢ Co-Branding 

 

 



 

 

 
➢ Channel Partners 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 
 

 

Colors 
 

 

 

 

 

 

 

 

➢ Using the wrong type of logo files 

 
 

     

 

 

 

 

 

 

If you use a CMYK Logo for digital use, the logo color will look like this 

 

 

Step 2- what colour they refer to produce different 

marketing messages 



 

 

 

 
➢ Bio-Rad Corporate Colors 

 

• Primary and Secondary Colors 

• Use RGB code for PowerPoints 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

➢ Trademarks Update 
 

Starting May 1 the team will begin implementing the new Trademark Use Guidelines developed by 

the Bio-Rad legal department.  

 

--- The team will no longer use TM ™ or acknowledge common law trademarks 

--- The team will no longer use the reg mark ® for Bio-Rad registered trademarks -- instead we will 

use a general legal statement (see links below to documents published by legal for further details) 

--- The team will no longer call out individual third party trademark attributions (except in instances 

where team are legally required to do so) -- instead we will use a generic/general statement when 

required (see below documents for details) 

• Trademark Use Guidelines 

• Bio-Rad Registered Trademarks 

 

Where to find the Bio-Rad Corporate PowerPoint 

 

• To access the ppt folder, go to: 

• Bio-Net Connect (http://bio-net.bio-rad.com) 

• Select “Corporate” from the top header bar  

• Select “Corporate Communications” 

• Select “ Company PowerPoint Template 2018-2019” 

http://livelinkprd.bio-rad.com/livelink/livelink.exe?func=ll&objid=82364658  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Step 3 – How to use their trademark 

https://drive.google.com/file/d/1H1fvDle_md5Zev8NfBO3u0Ihr1kUmN18/view
https://drive.google.com/file/d/1H1fvDle_md5Zev8NfBO3u0Ihr1kUmN18/view
https://drive.google.com/file/d/1I7P8Fyr_OQt2PyO0LXCO0-V2G-yRE6pM/view
http://livelinkprd.bio-rad.com/livelink/livelink.exe?func=ll&objid=82364658
http://livelinkprd.bio-rad.com/livelink/livelink.exe?func=ll&objid=82364658


 

 

 

 

 

 

 

 

 

 

➢ Email Signature Guidelines 

 

 

 

➢ Email Signature Suggested Styles 

 

Step 4- for e-mail marketing there e-mail 

sign guidelines 



 

 

 

How to Setup your Email Signature 

 
1. Right click and Save the logo picture on the right 

2. Open Gmail and at the top right click the “gear icon” and click “Settings”  

3. Under “General” Tab, scroll down and go to “signature” 

4. Copy & Paste the content below and update the content of the signature 

Jane Doe | Marketing Manager, Clinical Immunology Division 

Bio-Rad Laboratories (S) Pte Ltd | 27 International Business Park, #03-02 iQuest@IBP, Singapore 

609924 | 

TEL +1 510-000-000 | CELL +1 510-000-0000 

jane_doe@bio-rad.com 

5. Select all the text and choose “Sans Serif” as the Font and “Normal” as font size 

6. Select “insert image” – the icon with the mountains that is to the right of the “link” icon 

7. “Upload” the logo you saved from the top right 

8. Once uploaded, the logo looks too LARGE. Click on image (don’t right click on image, as that gives 

another set of options) and select “Small”; the logo will shrink down to a proper size 

9. Scroll down and click “Save Changes” 

 

 

 

 
 

 

 

 

 

 

 

 

 

 



 

 

 

 

  

 
                                                                                                                                

LinkedIn is a mobile software or a website which is founded by America. It is for employability of persons to 

fond their dream jobs. It is primarily for job seeker. Earlier people use to update their CVs to get a job or else 

making professional connections. LinkedIn was founded on December 28,2002 and launched on May 5,2003. 

Nowadays people using LinkedIn thoroughly. As it covers a big area of social media worldwide. The users of 

LinkedIn world widely present are 467 million approx.  

 

 
 

Fig 1.2-This is the growth rate of LinkedIn worldwide, with time increases. The number grows from 48 to 

467 million from 2009 to 2016. 

 This is forecasting that with time it will be increasing by which marketing would be easy via LinkedIn. Earlier people 

are using this platform just for getting job opportunities. But now professionals are using this platform different 

marketing campaign, advertisement and CME activity. The customer relationship is also getting empower by this. 

  

We execute on social media plan (LinkedIn) are as followed: 

In INDIA there are active users on social media are 493 million, in which LinkedIn users are 50 million, it is a huge 

area of marketing. These people easily targeted on one single platform. And the number will increase with time also. 

   

 

 

 

The growth of different countries is: 
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Fig 1.2- This graph shows that the growth of LinkedIn is high by which to attain the higher customer will be easy.  

There 10 countries are highly active in social media, and available on LinkedIn. By this graph I want to show that the 

india ranks 2nd who is using LinkedIn subscription thoroughly. 

Various steps to attain LinkedIn traffic- 
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Prepared template for LinkedIn

Segment their customer according to their professional 
need

Made different pagaes for their different verticals 

Different engagement activity for their page followers

Interaction between customers and the specialist of 
bio-rad with queries and different CME activities and 
updation of upcoming events



 

 

 

 

aThis template is prepared for the LinkedIn optimization: 

 

This template is covering different key points that is: - 

 

Campaign objective 

➢ To get followers on LinkedIn pages for five verticals of organization(1500 each). 

➢ Segmenting the customer among the different vertical of organization. 

➢ To target the professional for the different verticals. 

➢ For retention of the customer different engagement program are made. 

➢ Creating social media awareness for organization. 

➢ For creating the high CRM activity. 

 

Target audience 

➢ Blood bank/ laboratories 

➢ Research organization 

➢ Research professional's 

Step 1- LinkedIn template 



➢ Diagnostic center's 

 

Highlighted product 

➢ Creating groups- 

➢ Segmenting the followers by which they get selected information 

➢ Group Progression- 

➢ By increasing followers, as well as the customer participation, like wise posting there articles 

on the page. 

➢ Loyalty program to retain the followers- 

 

VALUE PROPOSITION / KEY DIFFERENTIATOR 

➢ Official groups in LinkedIn pages, which is providing quality data to the customer. 

➢ Solving queries and giving opportunity to interact among the people. 

 

CAMPAIGN TACTIC & TIMING 

➢ Tactic 

➢ Post/ abstracts/ research articles 

➢ Events update 

➢ Loyalty programs 

➢ Engaging programs 

➢ ex – quiz etc. 

➢ Tool 

➢ Likes and Sharing links 

➢ Quiz creators 

➢ Content writers 

➢ Measurement 

➢ Social Visits: Increasing followers. 

➢ Number of Leads from Social Media: Increasing ROI and CLV. 

➢ Lead Growth from Social Media:  the growth rate of conversions from social leads to sales 

leads. 

 

SALES / SUPPORT TOOL 

➢ Technical points- Potential customer data – sales team can contribute in this campaign by 

providing the data by which the association with customer is easier and follower will be 

higher. 

➢ Promotion of the events. 

➢ Help in sharing the links of LinkedIn with there peer groups as well. 

➢ For providing some software's by which quiz can be held online by which people will be 

attracting to the page. 

 

 

 



 

 

 

Bio-Rad mainly having five verticals : 

➢ Quality control   

➢ Accreditation bodies 

➢ Blood bank 

➢ Diabetes 

➢ Thalassemia 

 

The customer is segmented by these verticals. The customer who is handling the diabetes will not interested in 

the material of quality control. That is why this segmentation is necessary. 

At least 1500 each customer is targeted to add on every vertical’s pages. 

 

 

 

In engagement activity team have purposed to the organization to increase or attract the customer in segmented 

manner. And researcher and the marketing team started writing content about the different event and new updation. In 

this activity I and marketing planned to have a quiz on the page, that is the online quiz competition which attract 

people thoroughly. Customer enjoyed and attracted to the page because quiz is done based on their segment only. 

Team also have publishing activity, in which researchers can send their research papers on the page of the Bio-Rad. 

because it has been associated with the accreditation bodies also and that was a engagement activity planned for the 

researcher’s as well. 

                      

     Fif 1.4- : this graph is showing the growth of the follower on the page of LinkedIn. As earlier the company is not 

having any social visibility after creating page more people get to know about the CME activity by the company. 
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Step 3 – Engagement activities 

Step 2- Segmentation of customer according to their professional 

 



 

 

 

 

 

These are the educational awareness for there customers, by they which get new updates as soon as possible. 

 

 

                                                                                                                                                                             *confidential*  

 

                                                                                                                                                                                                                            

*confidential* 

 

Step 4 – CME Activity and marketing communication 

messages 



 

  

 

 

Pilot testing- it is a process of testing which performed on small scale with limited sample size before 

performing a big task. 

we done pilot testing for LinkedIn page promotion tactics, on internal employee of biorad laboratories. We 

made quiz on branding of Bio-Rad to check efficiency of strategy and tactics made for linkdin page 

promotion for Bio-Rad.  

The objective of this testing was to check the effectiveness of tactics of promotion, and to check how much 

we are capable to attract customer(follower) on linkdin page of Bio-Rad. 

We take sample size of 100 people for pilot testing. 

Process- we created a quiz on google form based upon branding of Bio-Rad. Circulated the link of quiz of 

LinkedIn page of Bio- Rad amongst the internal employee of Bio-Rad. 

The motivator point of that quiz was employee should mention the state and highest scorer’s employee will 

displayed on page as “winner state of Bio-Rad quiz”. 

 

 

Fig 1.5-Quiz conducted amongst the employees of organization and 76 out of 100 employee participated of 

organisation then result of that quiz calculated through excel. Then the winner is declared based on result. 

 

Result- 

• we find that the effectiveness and success rate of that tactics to promote page of LinkedIn page 

is 76% 

                      this tactic will use to promote the page of Bio-Rad on LinkedIn 
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• SFDC may be defined as Salesforce.com. Salesforce Campaigns are marketing tactics that are 

designed to achieve specific goals that can be tracked and measured using Salesforce. When 

implemented correctly, Campaigns are an excellent tool to track ROI and KPIs, optimize efforts, 

record marketing activity and provide accountability and visibility to the rest of the company. 

• Sales force dot com is the 

                                                                             
Five most important benefits of salesforce  

  

 
 

 

 

 

 

 

 

 

Customer information

Time management 

Account planning

Team collaboration 

Accessibility

Campaign Planning Template for SFDC 



 

 

SFDC Campaign Creation – Live Demo 

 

 
 

 

Campaign Naming Convention 

 
Campaign Name example:  

APAC SINGAPORE CBB ZE5 Product Demo at NTU - June 2017 

{Region} {Product Business} {Campaign Description} {Date} 

LEGEND: 

• {Region} eg: 

  

APAC INDIA = India campaigns / APAC SEA = Southeast Asia campaigns / APAC CHINA = 

China campaigns / APAC HONGKONG = Hong Kong campaigns / APAC TAIWAN = Taiwan 

campaigns / APAC JAPAN = Japan campaigns  / APAC PACIFIC = Pacific (ANZ) campaigns / 

APAC KOREA = Korea campaigns 

Creating a SFDC Marketing Campaign 

 

https://na19.salesforce.com/setup/ui/recordtypeselect.jsp?ent=Campaign&retURL=/701/o&save_new_url=/701/e?retURL%3D/701/o


• {Product Business} eg:  

LSG = multiple LSG businesses / PCD = Process Chromatography division / PPB = Protein 

Purification business / PQB = Protein Quantification business / ACD = Antibody Content division / 

GXB = Gene Expression business / DBG = Digital Biology group / CBB = Cell Biology Business / 

DDD = Drug Discover & Development business / FSD = Food Science division / CDG = multiple 

CDG businesses / BVD = Blood Virus division /  

CMD = Clinical Microbiology division / QSD = Quality System division / CSD = Clinical Systems 

division /  

IHD = Immunohematology division / IDD = Infectious Disease division 

• {Campaign Description} eg: 

ZE5 Product Demo at NTU / Summer Dhamaka Promotion 

• {Date} eg: 

- June 2017 

• * Adding a Date ensures that the campaign name 

remains unique to similar campaigns ran in previous 

years 

 

                         

 

Campaign Types & Primary KPI Types 

 

Define your Campaign Type* 

 

 
 

 

Step 1 



  

 

* Note: 

  Primary KPI type should be relevant to the Campaign 

Type. 

 

 
Secondary KPI is optional 

 
 

 

 

 

 

 

 

  

 

Step 2 



 

 

 

 
Distribution list is the first parameter to add in the campaign. SFDC is the website or the software 

which is founded by America. This software is used for collecting the data about their customer by 

who are reliable to them. This SFDC portal also used for making the marketing campaign. Also 

helps to marketing communication messages to the customer. 

 

 

 

                                   

 

 

 

 

Login to SFDC

Create New Report

Choose Report Type:
Contacts & Accounts

Define your Filters

Run the Report

Add to Campaign

How to add campaign members 

in SFDC 



 

                                      

 

 

 

                                                                                          

 

 

 

                                                                                                                Accessible from the top or left navigation bar in 

SFDC 

                                                                                      

                                                                                                                  

 

 

 

 

 

 

Step 1 

Login to SFDC 

 

Step 2 

Create New Report 

 



                           

                

 

 

 

 

                  

 

 

 

 

 

 

                                                                                                                              

                                                                                                                    Click on New Report 

 

 

 

 

 

 

                                                                                                           Select Contacts & Accounts Report  

 

 

 

  

                                                                                       

 

                                                            

 

 

Step 3 

Choose Report Type: 

Contacts & Accounts 

 

Step 4 



 

                                                                                                       

                                                                                              Add filters to Define your list based on contact 

fields/values. 

                                                                              (use the Quick Find to search, then Drag & Drop on to the right 

panel.) 

 

 

              

 

 

 

 

 

 

 

 

 

Define your 

Filters 

 



 

 

 

  

 

 

                                                 

 

                                                  

 

             

 

 

 

 

 

 

 

 

 

 

 

 

 

Step 5 

Run the 

Report 

 



 

  

 

  

  

 

                                                               i) Once satisfied with your report, Click the Add to Campaign button 

                                                                       

 

 

 

 

 

                       ii) Type in your campaign name and/or use the search icon 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Step 6 

Add to 

Campaign 

 



 

 

 

Marketing campaign 

This study has given the execution plan for the marketing campaign drive workflows for the India. 

❖ Researcher and marketing team of the company added more customer through social media. 

❖ Team also segment customer of the company 

❖ There are so many data which not filled completely, so team have made the strategy to engage their sales team 

by which they collected data from their customer to create the useful data base which directly helps the 

organization to do much more CRM activities. 

❖ Researcher and team of marketing get to know about their potential customers, and we segmented them to 

target the marketing campaign. 

❖ This segmentation also increased their social media visibility on LinkedIn. 

❖ Researcher and marketing team of Bio-Rad also used marketo software to increase consumer data base and 

social media awareness of organization in different platforms. 

❖ Through various event we generated a method of adding new customer in a segmented way. 

Social media 

❖ Team started new pages according to different verticals on LinkedIn for organization. 

❖ The engagement activity planned by team has been successfully implemented on page and the result 

was increasing in segmented followers according to the page. 

❖ These pages become the same platform for the company member and the customer. 

❖ By this page follower can collect the information about the upcoming updates and the related field 

information’s. 

Recommendation to The Organization 

As Bio-Rad is the bio-technology company which is handling high-end product. Their customer 

relationship management is very high, because their product quality is very high, their product efficacy 

is also high. So, they must focus on these points mention below: 

❖ They should have to increase their brand strategy and promotions. 

❖ They should have to target medical practitioner also for their diagnostic agents. 

❖ They should highlight their unique point like, after selling services because they are selling 

complex machines and agents.  

❖ They should have to generate the platform where their customer can give their feedback. 

 

 

 

                              *************************** 

Conclusion And  Recommendation 

 


