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l This phase involves nurturing the leads to an extent that will result in a purchase.
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[ Express Interest J / Give a demo
Mail Content : Product
brochure, customer
testimonial through a /"
white paper/case study j \
& product video links. To understand the
'\ / operating model and
way DUIl can provide
value through the
product ' Demo of the
\\ / application to explain
3 in detall the value
proposition of the
product with some key
\ success stories
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Offer dema credentials to the user to play with the product and note the
feedback shared by the prospect. Create a product roadmap of the said
features and share a time estimation on the same.
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