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Overview

▪ This campaign posit ions PTC as a leader in sustainable engineering , dr iving awareness, 

engagement, and lead generation. It targets engineering managers, sustainability off icers, and 

executives , highl ighting design eff iciency, regulatory compliance, and l i fecycle optimization .

▪ The multi-channel strategy  includes:

-Owned media  –  Webpage, blogs, email, socia l  media.

-Earned media  –  PR, thought leadership, inf luencer partnerships.

-Paid media  –  L inkedIn Ads, Google Ads, retargeting.

▪ Key tactics: A landing page ,  intro video ,  eBook ,  case studies , and social /email campaigns  to 

nurture leads and drive conversions.

▪ KPIs: +20% website traf f ic,  500+ MQLs, 10% increase in engagement.

▪ Timeline: 12 weeks  –  Launch, engagement, optimization, and reporting.

▪ This campaign strengthens PTC’s sustainabi l ity leadership and accelerates customer adoption.



Key Objectives

Industry leader   Lead generation   Support sales teams



Key Messaging 

Design for Sustainability       Ensure Compliance      Optimize Product Lifecycle

Core Message

Build smarter, greener products—faster. PTC’s Green Engineering solutions (PLM & Windchill Platform) 

embed sustainability and compliance into every step of the product lifecycle.



Product Positioning

For product teams aiming to build 

sustainably and stay compliant,  PTC’s 

Green Engineering solutions are a digital 

engineering platform  that drives eco-

conscious, regulation-ready, and cost-

eff icient product development . Unl ike 

traditional tools, i t brings sustainability and 

compliance insights directly into the 

design workflow .



Value Proposition

PTC helps product development teams and manufacturers achieve 

sustainable, compliant, and cost-efficient innovation by integrating 

environmental insights, regulatory intelligence, and lifecycle optimization 

directly into their engineering workflows.

Market Differentiator: PTC stands apart by embedding sustainability, 

compliance, and lifecycle insights directly into the engineering workflow—

unlike traditional tools that treat them as afterthoughts. The result: faster 

innovation, reduced waste, and proven gains like 30% shorter development 

cycles.



Target Audience

▪ Primary: Engineering managers, 

sustainability off icers, product designers.

▪ Secondary: CTOs, CSOs, operations 

leaders, supply chain managers.

▪ Industries: Renewable energy,  aerospace, 

automotive, and industrial equipment.

▪ Personas & ABM

Target Audience



Buyer Persona: Engineering Manager

Indust ry :  Manufac tur ing,  Aerospace ,  Automot ive ,  Indust r ia l  Equipment

Role  & Responsib i l i t ies

• Oversees product  des ign,  deve lopment ,  and  eng ineer ing processes.

• Ensures  e f f i c iency ,  compl iance ,  and  sus ta inab i l i ty  in  p roduct  l i f ecyc le .

Chal lenges & Pa in  Po ints

• Manag ing comp lex p roduct  data  and  co l l aborat ion ac ross  teams.

• Ensur ing regu latory  comp l iance and  sus ta inab i l i ty  goa ls .

• Reduc ing cos ts  wh i le  ma in ta in ing product  qua l i ty  and  innovat ion.

Goals  & Mot ivat ions

• St reaml ine eng ineer ing work f lows  and  reduce t ime - to-market .

• Improve  product  l i f ecyc le  e f f i c iency and  sus ta inab i l i ty .

• Leverage d ig i ta l  too l s  (PLM,  CAD,  IoT)  fo r  smar ter  dec i s ion -mak ing.

Buying Cons iderat ions

• Pre fe rs  sca lab le,  easy-to- integrate  so lut ions .

• Needs  proof  o f  ROI  (e f f i c iency  ga ins ,  cos t  sav ings) .

• In f luenced  by  peer  recommendat ions,  case  s tudies ,  and demos .



• Top-of-Funnel

• Mid-Funnel

• Bottom-Funnel

• Retention & Advocacy

Buyer’s Journey - Assets



Content Plan

▪ Landing page

▪ Intro video

▪ Sales enablement

▪ eBook

▪ Customer testimonial 

▪ Case studies

▪ Webinars

▪ Blogs

▪ Social media campaign

▪ Email campaign

▪ Paid media

Explore Assets

Explore Assets 

https://carlosmelg.com/


Smart Goal

▪ Specif ic  –  Increase website traf f ic by 20%  

and generate 500+ new MQLs  through 

targeted marketing ef forts.

▪ Measurable  –  Track unique vis itor growth 

and lead generation using analytics tools 

(Google Analytics, CRM).

▪ Achievable  –  Leverage SEO, paid ads, 

content marketing, and lead nurturing to 

drive engagement.

▪ Relevant  –  Supports business growth by 

increasing brand awareness and capturing 

qual i f ied leads.

▪ Time-bound  –  Achieve these results within 

12 weeks  of campaign launch.

L E A D  G E N E R A T I O N  &  E N G A G E M E N T



SITE VISITS

22,928
(25% increase)

MQL LEADS

643

CONVERSION RATE

12% form fill 

rate

ENGAGEMENT

6% CTR on ads & 

18% email open 

rate

SOCIAL GROWTH

5.33%

CONVERSION RATE

0.06%

SITE VISITS by Month per 5k

TOP CHANNELS by Conversion TOP CAMPAIGNS by Conversion TOP PAGES by Conversion
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Content Map - Customer’s Lifecycle 
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