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Goal For Today
This session will provide a brief overview of CRM Analytics and how B2BMA 
fits into the landscape. We’ll also walk through specific examples of how 
marketers can leverage this tool beyond the out-of-the-box reporting 
dashboards.
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What is B2BMA?

● CRM Analytics “App”
● 5* licenses provided for MCAE Plus and above
● Preconfigured marketing dashboards
● Customizable
● Gateway BI tool
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Draw Your Data



Getting Oriented - Front End
● Salesforce App: CRMA lives inside Salesforce and is accessible through the App Launcher

● CRM Analytics App: Collections of assets within CRMA

● Dashboard: A collection of visualizations to present data in a particular way

● Component: A reusable building block of a dashboard

● Lens: A particular way of looking at a dataset

● Dataset: Building block of all of the above



Getting Oriented - Back End

Data Manager - Back end workspace

● Jobs Monitor
○ Actions that are in progress or have been 

completed to pull in and/or modify data
● Data Assets

○ Datasets available for use/exploration
● Recipes

○ Modify and prepare raw data for use
● Usage

○ Company limits
● Connections

○ Control what Salesforce (other other system) 
data is ingested into CRMA



Use Cases



Leads + Contacts in 
an ABM Context

Problem: Prospects are added as both Leads 
& Contacts; MQ’s are not defined as lead 
conversion but based on other fields/factors; 
desire to see outcome of record acquisition in 
one place

Solution: Use CRMA to join Lead, Contact & 
Opportunity data for comprehensive person 
lifecycle reporting



Start with Leads

The gray icon to 
the right means 
they haven’t been 
pulled into CRMA 
yet, but will on 
the next refresh

We’re pulling in Salesforce Leads and choosing a couple of key fields. 



Remove Converted Leads

Remember you’re working with ‘raw’ data and need to specify 
particulars that might not be of concern in other contexts



Add Account Fields to Contacts

Unlike in a standard 
Salesforce report, we 
only have access to 
the Account Id in the 
Contact dataset, and 
need to specify a join 
in order to pull in 
Account Name



Append Contacts

Append = add more 
rows to your dataset; in 
this case by combining 
Contacts & Leads

You have control over 
how to align fields 
across different 
objects, including 
custom fields without 
the same API name



Add Campaigns & Opportunities
Campaign join adds Campaign details (Name, Type) based 
on a Lookup field from Lead/Contact for a ‘First Touch’ 
Campaign (similar concept to Pardot Campaign but using 
Salesforce records)

Opportunity join adds Opportunity details, if 
they exist: created date, close date, amount, etc



Clean It Up

You can modify 
values or 
metadata; pay 
attention to null 
values & your 
CRMA settings!

x



Final Recipe

Make sure to save in B2B Marketing Analytics App 
if others need access!

Join Campaigns with Leads/Contacts to add ‘First 
Touch’ (acquisition) Campaign Name & Type

Add Opportunities

Add (join) Account 
fields to Contacts



Leads, Contacts, Opportunities

What happened to MQLs from January?



Campaign Influence

Problem: Sales reps don’t create Opportunity 
Contact Roles; I want more Campaign 
Influence models without a lot of Salesforce 
configuration

Solution: Use CRMA to create custom 
Campaign Influence models without 
Salesforce automation, and/or which don’t 
rely on OCRs



Pipeline Creation 
Dataset Design

1. Only use ‘Responded’ Campaign Members
a. ANY Contact at the Account (‘implicit’ influence)

2. Calculate days between First Responded Date vs 
Opportunity Created Date
a. Remove any Campaign Members responded AFTER 

the Opportunity was created
3. Divide Amount of Opportunity by count of Campaign 

Members to arrive at revenue share
a. BONUS: change touchpoint weights!

4. Aggregate to any meaningful level
a. Channel (Campaign Type), Campaign, Parent 

Campaign
5. Append this dataset to other models and 

use dashboard filters to toggle between
them



Recipe: Pipeline Creation

Ensure only Campaign 
Members who responded 
BEFORE the Opportunity was 
created are included

Count campaign members using an 
aggregation, then join the count 
back to Opportunity & divide the 
Amount by this number to arrive at 
revenue share (or add in another 
variable for weighted share)



Weighted Engagement

Calculate Revenue Share by 
weighting different 
Campaign Types differently



Dashboard View:
Marketing Influence on Pipeline Creation



Other Conversions

Problem: We have more key milestones in 
the sales process than are easily supported 
with OOTB Lead & Opportunity metrics; for 
example, demos or meetings booked post MQ 
but pre-Opportunity

Solution: CRMA dashboard that isn’t limited 
by Salesforce reporting features



Engagement Prior to Form Submission
The success metrics in this 
example are specific types of 
form submissions (Contact 
Us, Demo, Pricing Request)

Bars indicate channel engagement (Campaign Type) with 
various assets PRIOR to the form submission

Data in a Lens can be 
explored ‘live’ without 
the context switching 
of Salesforce build vs 
view



Acquisition > MQL > Demo > SQL

One chart to show count 
of new records, MQs, 
demos booked, and 
Opportunities created



Acquisition > MQL > Demo > SQL

Hover over a 
certain month to 
view a configured 
drilldown



Acquisition > MQL > Demo > SQL
● Consolidated place to tell the story of ‘what happened’ after record 

acquisition
● Lots of ways to slice the data using filters
● Hover to view monthly breakdown by campaign

Heads up:
● Dates & visuals

○ In this chart, dates all tie back to acquisition, NOT the date of the 
MQ/demo/opportunity

● Aggregations & CRMA behavior
○ We’re using both person & Opportunity data; be careful not to 

double-count data from some objects



Key Takeaways

Wins:

● Powerful, included with most MCAE editions
● Fully functional for small teams or to build proof-of-concept
● Gateway to more sophisticated analytics

Gotchas:

● Licensing doesn’t scale well
● Null values
● Data scheduling and refreshes
● Requires more care & attention than Salesforce reports (aggregations)



Thank you!
We appreciate your attendance at this session. If you have any 
questions please reach out to us via Goldcast or use the information 
below. We hope you enjoy the rest of the conference!

Duncan McGovern
duncan@pedallucid.com


