salesforce

pardot




1 How did we approach the
project



Problem(s):

Segmentation

Due to lack of consolidated system,
segmentation was pretty much
impossible.

deliverability

Duplication of data, numerous
domains, uncleaned data resulted in
lower than expected deliverability rates

Inability to track ROI

Due to range of platforms and
unmapped customer journey - there
was not ROI tracking

Targeted journeys

All digital marketing operation focused
on manual mass sends

Low click-through rate
on the e-mails

E-mails were created for ad-hoc
purposes, design ranged in style

No single customer
view

Lack of single customer view due
to decentralized data and multiply
platforms

DIGITAL
AQUILA™!




2 Phase 1: Enablement



Baseline configuration:
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Pardot baseline configuration: folder, structure, account fields, prospect fields & opportunity

fields

HOME > ADMINISTRATION
Prospect Fields

Cu

Filter:

NAME ©

Videos Viewed [Hub 1D:89330]
Videos Viewed [Hub 1D:88523]
Videos Viewed [Hub 1D:106281]
uf_last_visited_item_title
uf_last_visited_item_id
uf_conversion_item_title
uf_conversion_item_id

Type of training

Type

Tweets Viewed [Hub ID:89330]
Tweets Viewed [Hub ID:88523]

Tweets Viewed [Hub 1D:106281]

Test_Uberflip
Test_Radio
C to Pardot
stateus  Updaed Fiter:
AlTime v
State Can
Stateaus  NAMEQ

. Annual Revenue
s Billing Address One
Billing Address Two
Billing City
Billing Country
Billing State
Billing Zip
Description
Fax
Industry
Name
Number
Number of Employees
Ownership
Phone
Rating
Shipping Address One
Shipping Address Two

Shinning Citv

FIELD SALESFORCE.COM FIELD NAME
uberfliphub89330videosviewed

uberfliphub88523videosviewed

uberfliphub106281videosviewed

uf_last_visited_item_title

uf_last_visited_item_id

uf_conversion_item_title

uf_conversion_item_id

Type_of_training Type_of Training__c
Type Type__c
uberfliphubg9330tweetsviewed

uberfliphubg8523tweetsviewed

uberfliphub106281tweetsviewed

Test_Uberfilp

Test_Radio

Sync_to_Pardot

TYPE CRM FIELD
Text AnnualRevenue

Text BilingStreet

Text

Text silingCity

Text BilingCountry

Text BilingState

Text BilingPostaiCode
Textarea Description

Text Fax

Dropdown Industry

Text Name

Text AccountNumber
Text NumberOfEmployees
Dropdown Ownersnip

Text Phone

Dropdown Rating

Text Shippingstreet

Text

Text Shinninaity

TYPE
Number
Number
Number
Text

Number
Text

Number
Dropdown
Dropdown
Number
Number
Number
Radio Button
Radio Button

Text

UPDATED AT
Feb7,20196:32PM
Feb7,20196:32PM
Feb7,20196:32PM
Fen7,20196:32PM
Feb7,20196:32PM
Feb7,20196:32PM
Feb7,20196:32PM
Feb7,20196:32PM
Feb7,20196:32 PM
Fen7,20196:32PM
Feb7,20196:32PM
Feb7,20196:32PM
Feb7,20196:32PM
Feb7,20196:32PM
Feb7,20196:32 PM
Fen7,20196:32PM
Feb7,20196:32PM
Feb7,20196:32PM

Fen7 2019632 M

<+ Add Custom Field

UPDATED AT

Jul 24,2019 2:14 AM
Jun 5,2019 7:18 PM
Sep 20, 2019 6:54 AM
Aug 21,2019 12:11 PM
Aug 21,2019 12:11 PM
Aug 21,2019 12:11 PM
Aug 21,2019 12:11PM
Jul 25,2019 10:15 AM
Aug 8,2019 4:21 AM
Jul 24,2019 2:14 AM
Jul 24,2019 2:14 AM
Sep 20, 2019 6:54 AM
Oct 21,2019 1:42 PM
Oct 21,2019 10:59 AM

Oct 18, 2019 7:06 AM

10:47 AM
Tools ~
18:13 PM
ACTIONS 193107 AM
= Lmao mas
&
&
&
&
&
&
&
&
&
&
&
&
&
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ACTIONS

&
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* Review of all the fields

required to run lead-
allocation rules in CRM

Review and creation of all
the fields required by
Marketing to run: webinars,
campaigns, forms creation
etc

Adding custom fields that
are mandatory for highly
customized CRM setup.



Baseline Forms: ’M

Development of baseline forms: Contact-us, Internal Referral and External referral forms.

Learn how we've helped organizations
like yours

Contact us for more information

As a leading provider of training, SAl Global offers a wide range of training *Required Field

courses delivered to more than 100,000 customers across the globe annually. Y FO rm S h a d b e e n C reate d to

Leam 1o plan, implement, assess and improve your management systems
across your organisation. ‘What solution can we help you with?

v match existing forms, but
- as the new forms are
hosted on Pardot,

5 marketing team have full

control over what can be
. shown

Last Name

Company

SAl Global’s expert trainers will present you best practices through a practical o FO rm S h ave dyn a m IC

and applied learning experience. We understand all organisations operate a Industry

e v components to adjust for

Our range of training delivery options lets you upskill and refresh how you Country of residence

v different opt-in

Online Training — available anytime and anywhere
Nature of your enguiry

Public Training - at a range of convenient locations re q U I re m e ntS I n regl O n S
On Site Training — at a time and location of your choice
Find out more about how SAl Global Assurance training solutions can benefit ) H g H
y<I>ur organisation, or ret;uesi ano obrgaxion qume.I l I FO rm S a re Syn C I n W Ith
) Please keep me up to date with SAl Global's solutions. both Pa rdot a nd CRM

By filling out this form and clicking submit you are accepting SAl Global's privacy policy

SUBMIT



4 Phase 2: Enhancement



Migration of data: numbers

o

Email

Migration of over

50

E-mail templates

© O

Automations Prospects data

Migration of over Migration of

200 100,000

dynamic segmentation rules and prospects profiles with
lists. some historical data

& More...

gl‘

v,

VA;
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Campaigns

Migration of over

150

campaigns.



Engagement History

Engagement history configuration & enablement

Engagement history data
that's stored

in Pardot shows up in
Salesforce when you
view it

Engagement History can
sync up to 90 days or 10
million rows of data

Everyone can easily see
exactly how many times
a Pardot form or landing
page has been viewed or
submitted, or an email’s
statistics for total
delivered, total unique
opens, open rate, total
unique clicks, click
through rate, and more.

Engagement

Email Open Rate

11.7%

1,200 Unique Email Opens

Form Submission Rate

12%

375 Total Form Submissions

Email Click-Through Rate

5.4%

550 Unique Email Clicks

Total Form Views

3,125

Include Child Campaigns

Total Emails Delivered

10,250

Unique Marketing Link Clicks

4,500 o

Score: 45 @

links £ g

a Engagement History (25)

E Form Success

We found no potential duplicates of this contact.

Engagement History (93)

Website Visit
Page Views: 1 (Show)

Form View
Form: "

Landing Page View
Landing Page:

Tracked Link Clicked
Email:
Link:

Email Open

Email:
List:

9 days 19 hrs ago

9 days 19 hrs ago

9 days 19 hrs ago

9 days 19 hrs ago

9 days 19 hrs ago

23 hrs 28 mins ago

White Paper Download

ng Page View 1 day ago
'g Page: Expense Management White Paper o
Success 1 day ago

White Paper Download

View 1 day ago

Event Registration

[,




Connected Campaigns

Connected Campaign setup enablement

. s New
All B2B Marketing Campaigns v
-'m y e
29 items - Sorted by Campaign Name - Filtered by Campaign Record Type - Updated a few seconds ago @ ¢ 7 €Y
CAMPAIGN NAME t v TOTAL FORM SUBMISSIO.. v TOTAL FORM VIEWS INCA.. v TOTAL FORM SUBMISSIO.. v TOTAL FORM VIEWS IN HL.. v
AdWords: Expense Management 0o 0 0 0 v
Best Practices Webinar ] ] 0 ] v
Blogs ] 0 0 ] v
Cold Leads Re-engagement Nurture ] 0 0 0 v
Competitive Deal Nurture ] ] 0 ) v
Corporate Website 1,099 10,274 1,099 10,274 .
Dreamforce 43 432 43 432 .
Dreamforce 2017 Campaign 0 0 0 ] v
Dreamforce Campaign! ) ] 0 ] v
Education Nurture ] 0 0 ] v
E
m E Al v Search Campaigns and more. *|[~ 208 S
Fac -
fac S5+ Sales Home Accounts v Contacts v Lleads v,  Opportunities \, Tasks v  Calendar v Groups v Notes v Reports | Campaigns v [Morew a
Linl . 5 -
Customer Conference - Email Invite (Sample) & Edit Delete Clone w
My
. = N P
Influenced Opportunities (6+)
OPPORTUNITY NAME CONTACT NAME REVENUE SHARE AMOUNT
Global Media - Jon Amos ( $0.00 $15,000.00 v
Global Media ca Sample) $0.00 $15,000.00 v
Global Media Geoff Minor (Sample) 50.00 $15,000.00 v
Jennifer Stamos (Sample) 50.00 $4,000.00 v
Leanne Tomlin (Sample) $0.00 $4,000.00 v
Howard Jones (Sample) $0.00 $4,000.00 v
View All
Campaign Hierarchy (0)
Campaign Member Statuses (2) New Change Default Status
MEMBER STATUS 1S DEFAULT RESPONDED LAST MODIFIED DATE
{, Phone £ Notes @ History

Campaigns

The entire organization can
see at a glance how a
marketing initiative is
performing, and compare
campaigns against each
other in insightful
Campaign List Views.

Engagement Metrics
Component directly on the

Campaign page layout.

Multi-touch attribution:
when and what campaigns
a prospect has been
exposed to and what made
that prospect make a
buying decision



5 4

Connected Campaigns and Engagement His *

Pass valuable lead intelligence to your sales team for faster follow-ups, better connects, and warmer leads.

360° View of Your Leads

Who are they on What companies are
social media? visiting our site?

What emails have What pages have
they opened? they viewed?

When are they on What have they
our site? converted on?
What is their lead How engaged are

score? they?



At-risk journey

Re-targeting: "At Risk Journey" for prospects that had been inactive development

* See key email
performance metrics at a
glance in the Overview
tab.

* Drill down to details on
sent, delivered, opened,

clicked, and contacts lost.

* Track your email’s
engagement (opens and
clicks) over time, and
break it down by email
client and device.

ENGAGEMENT STUDIO
Nurture Inactive leads »

ACTIVITY

nynyny

Email Open



Double opt-in Journey 'jl '

In order to improve data quality and make sure that e-mail addresses in the database are
valid, double opt-in journey had been developed.

* Data is kept clean

o~
* Drill down to details on Q“’“
sent, delivered, opened,
clicked, and contacts lost. “ O = e
* Track your email’s ©
engagement (opens and s oy g o
clicks) over time, and
break it down by email o
client and device.
o g



Lead Nurture Journey development *

See a high-level overview of your email’s performance, broken down into the key categories
of engagement, deliverability, and contacts lost.

o--0-+-0-+-0--0--0

* Over 40 segments

* Fully-automated ALWAYS-ON drip campaigns

* Global coverage

» Scalable drips that can be adjusted per region needs



Scoring model development *

Pardot offers a great way to score your prospects with its out-of-the-box scoring mechanism.
You can add points to a prospect's score when they open an email, click a link, access
content, and much more.

Scoring Rules

ect Click 3 points

S Scorlng is based On the 'L:H‘:mau:-:er 5 points | Adjust score on the very, first email open only,
activates a prospect
performs

In 30 points
ed 2 points
ess 3 points

-5 points

-5 points

* Grading looking at Form Hondlier Submission. 50 poins
industry, role and job i

title and location

on 10 points
ror -5 points
ess 50 points
hat 10 points
ed 50 points

ost -100 points

* Enables to identify the
“best-fit” prospects so
internal Sales team know e
N e lihiood to make a
purchase.

on 0 points
ew 1 point

h Query 3 points

CRITERIA©® GRADE ADJUSTMENT MATCH?
Location 2/3 letter ol @
Job Title 2/3 letter ol 7@
* Grading and scoring o
Department 2/3 letter ofs |79

automates leads -
creation process.

Page 1of 1



Facts and numbers

Automation Rules <« { 43 automation rules

40 landing pages

Landing Pages zl-
0=
Forms =),

57 forms

‘|
NS

i

Total Emails Sent 510,705 total emails

0@

Email Templates 76 email templates

Dynamic Lists 99 dynamic lists

Lists 280 lists

Campaigns 294 campaigns

. G20






Overview: past state > current state

A comparison of the differences between past state & current-state from Marketing Automation process

point of view.

= T0 be State

—» Current State

Past state

Segregated data sources
De-centralized content

Lack of cross-regional platform
collaboration

Lack of consistency in “go-to
marketing strategy”

Lack of sophisticated Marketing
analytics

Lack of cross-regional re-use of
content

Lack of advanced marketing
automation programs

Limited Marketing-Sales
coloration due to range of
platforms used

Centralized content source:

. Landing Pages

. Email templates

. Campaigns

. Forms templates
Centralized Contacts database
Centralized database of marketing
qualified / not qualified leads
Advanced Marketing analytics
Centralized campaign management
Centralized “lead-source” channel
Fully Automated nurture programs
Scoring model
Automations and automated triggers
Centralized solution for Marketing &
Sales collaboration

Health Checks current feature
usage

Embedding & Support

Focus on Process & People as
well as Technology
Prioritisation of current and
backlog pieces of work



THANK YOU

¢



