CASE STUDY

TBUQH
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OBJECTIVE

To strategically launch Tough Mudder Bootcamp’s
franchise growth plans as well as to generate
awareness and quality franchise leads.

APPROACH
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“TOUGH MUDDER
BOOTCAMP OPENS FIRST
DENVER LOCATION IN
CITY PARK”
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“All Points’ breadth of expertise has
enabled us to support our franchise
network with a built-in, localized go-
to-market strategy and has helped
us as a franchisor to craft compelling
multi-channel content across the
full spectrum of PR, marketing and
social media to reach new qualified
franchise owners.”

Dan Henry, Vice President of Sales and Operations,
Tough Mudder Bootcamp Franchising
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