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Einstein Al Within
Account Engagement

e Evolution of Einstein

e Competitive Advantages
e Expected Benefits

e What You'll Need

e How Each Feature Works

e Einstein Life Hacks




Evolution of Einstein

M— Salesforce Introduces Einstein

200117

— Einstein for Account Engagement launch

——— Lead Score, Behavior Score, Campaign Insights

——— Behavior Scoring Dashboard

——— Data-Driven Attribution

——— Send Time Optimization

——— Key Account Identification

Engagement Frequency




Einstein Al for
Account Engagement

Growing set of TURN-KEY Al-powered features
across MULTIPLE OBJECTS

that CONTINUOUSLY monitor & analyze data
fromm ACCOUNT ENGAGEMENT & SALESFORCE
for MARKETING & SALES INSIGHTS




Our Advantage: Easily Leverage (s==rF< Data

saesforce

[ Prospects H MQL H sSQL H Closed Deals }




Our Advantage: Easily Leverage (s

salesforce D

Leverage Data Stored in Salesforce Custom Objects

The Einstein Key Accounts
Identification model scans for
signals on fields from objects such
as the ones listed here.

Account
Contact
Currency Type
Event
Lead
Opportunity
Opportunity Contact Role
Opportunity Line Item
Pardot Prospects
Pardot Visitor Activities
Pricebook Entry
Task
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The Luxuries of using Einstein Al

e Turn on the features with the flip of a switch
e Automates time-consuming tasks

e Eliminates annoying guesswork

e Brings the insights to you

e More accurate/insightful reporting

e Includes context within insights




What You’ll Need

Account Engagement - Advanced or Premium

Salesforce Lightning - Enterprise, Performance, or Unlimited

Ample data

Data Integrity




EINSTEIN MENU

&

Optimization

Send Time Optimization

Engagement Frequency

A

)

Lead Scoring

Behavior Scoring

Key Accounts Identification

Campaign Insights

Data-Driven Attribution

Behavior Scoring Dashboard



https://help.salesforce.com/s/articleView?id=sf.pardot_einstein_leads.htm&type=5
https://help.salesforce.com/s/articleView?id=sf.pardot_einstein_behavior_scoring.htm&type=5
https://help.salesforce.com/s/articleView?id=sf.pardot_einstein_key_accounts.htm&type=5
https://help.salesforce.com/s/articleView?id=sf.pardot_einstein_campaign_insights.htm&type=5
https://help.salesforce.com/s/articleView?id=sf.pardot_einstein_attribution_parent.htm&type=5
https://help.salesforce.com/s/articleView?id=sf.pardot_b2bma_einstein_behavior_scoring_dashboard.htm&type=5
https://help.salesforce.com/s/articleView?id=sf.pardot_einstein_send_time_parent.htm&type=5
https://help.salesforce.com/s/articleView?id=sf.pardot_einstein_engagement_frequency_parent.htm&type=5

Send Time Optimization

Engagement Frequency
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Einstein Send Time Optimization

Send emails at the right time for each recipient

v

» Maximize Opens & Engagement Send Time
Einstein analyzes each recipient’s historical engagements ST | SNSRI
. . Einstein can optimize email send times for individual prospects.
and Sends at the Optlmal time for eaCh prOSpect m Select a time frame for sending emails. Tell Me More
*Start Date *LabelTime
» Beat Your Inbox Competition 11042022 = 12:00PM o

*Send Emails Within
e 4 ©  hours
Of yOU rsu bscrl be rs Enter a number between 3 and 168. @

Be above the fold in the email inbox to capture the attention

The email is scheduled based on your timezone: Oct 27, 2022 1:22
[ AM PDT
® Pro Tip:

Use this to transcend time zones & email throttling limits o) A e A A O B




Einstein Engagement Frequency IR Drenes

Identify the optimal send frequency for marketing emails

» Al-driven engagement frequency status is stored in a

aigns
I

prospect field based on customer email behavior

-----

-ducation Nurture » €3

AAAAA my

Start
Internal Test List

- =)

“« PROSPECT DEFAULT Cancel
FIELD

® Uses engagements with list email sends, sends

n

through Engagement Studio & “Sales Emails & Alerts

Prospect default field

Einstein Engagement Frequency

® Protip: Create a dynamic suppression list of

oversaturated prospects to easily avoid email fatigue

v Select a value
On Target

Undersaturated

Evaluate when?

@ Immediately
D Wait



/. Q, Search \v Q ') ¢ ﬂ

EEE Account Engageme... Home  Analytics Campaigns v P Automations  Content  Email Templates v  Email Content ~  Landing Pages v  Pardot Settings More
RN 1 & T I B 2 0) g - S - 5 - . » < Y o TR .
Pardot Prospects v
i 3 E_'xrl Ron Abelin Edit  Delete  SyncwithCRM ~ |4
Leads = L
N mn&uvn.mtmmtﬂnmm;mmmmmtamnnmtmmmmﬂm (
Contacts
Overview Lists  Profile  Activities  Audits  Lifecycle  Opportunities  Related Objects
s Visitors 3 g
1< L4
3 Segmentation -
Contents Prospect Activities
Segmentation Lists
Name Ron Abelin el Jdin| Any Type v Any Category ¥
Segmentation Rules
Profiles Email rabelin@example.com &% ACTIVITY TYPE ~ SCORE DATE / TIME
Prospect Accounts HSTONS SO i 3 Form: Demo Request Success 50 May 6, 2022 9:05 AM
Account Name  No account 0 Form: White Paper Download Success 50 Oct 26, 2022 2:59 PM
Source Campaign Google Adwords @ Borm: Gortack s sazs R Jul 25, 2022 3:44 AM
) . @ Form: Contact Us Success 50 Jul 22,2022 9:17 PM
Mailability
@ Form: Contact Us Success 50 Apr 12, 2022 4:14 AM

Status &% Mailable
ShowRows: 5§ v «Previous Page 3 of11 Next»

Email Uniqueness Email address is unique to this prospect.

Opted Out @ False External Activities

Do NotEmail @ False

ACTIVITY DATE / TIME ~
Soft Bounce Detected No 4

No external activities to show

Hard Bounce Detected’-No Find out more about Marketing App Extensions



https://docs.google.com/file/d/1d9zXImIGP0wF-e4JArJA-KW2-Dq8dE72/preview
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Optimization Do More With Less!
Send Time Optimization
Helps you send the right message at the right time
DOING
Engagement Frequency * Opt-out rates MORE
Identifies the optimal email volume for prospects

- Flip of a switch WITH
LESS

- Pick the send window

- Eliminates guesswork

- All automated



https://help.salesforce.com/s/articleView?id=sf.pardot_einstein_send_time_parent.htm&type=5
https://help.salesforce.com/s/articleView?id=sf.pardot_einstein_engagement_frequency_parent.htm&type=5

| Optimization | oomore winiesst it
~ BN N member

T o/ S e 10 1

of) my team 15-30 minutes of
time in a day segmenting

leads.”
Zino Angelides,

Elegran

Send Time Optimization

Engagement Frequency
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EINSTEIN MENU
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Optimization

Insights

Send Time Optimization

Engagement Frequency
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Lead Scoring

Behavior Scoring

Key Accounts Identification

Campaign Insights

Data-Driven Attribution

Behavior Scoring Dashboard
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Lead Scoring

Behavior Scoring

Key Accounts Identification
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Einstein Lead Scoring

Target leads who are likely to convert

® Prioritized Lead Lists

Focus on leads that fit your ideal customer profile

Einstein Detected Department is Marketing

Industry is nonprofit institutions

Einstein Detected Job Rank is Manager-level . S m a rt WO r kfl OWS

® Top Negatives

ROE— Automatically assign tasks to help sales win

State/Province is FL

» Predictive Insights

See which fields drive positive or negative fit scores




Einstein Behavior Scoring

Know which prospects are ready to buy

# Continuous Machine Learning

Unique scoring models for your organization that

@ Benavior score automatically adjust as new patterns surface

® Top Positives

leuseiokelalension i * Enhanced Key Factors

Prospect has viewed the page "Pricing Page” 5 times in the last 7
days

This prospect uses the same email domain "salesforce.com"” as & S u rfa C e key fa CtO rS t h at i n fI U e n C e S C O re S

recently engaged prospects

® Improve Prospect Targeting

Use Einstein Behavior Scores to pass leads to Sales,

in Engagement Studio steps and Automations




Rules-Based Scoring vs. Einstein Scoring

Rules-Based Scoring Einstein Scoring
There is no “silver bullet” Takes away guesswork
There is a lot of guesswork involved in deciding what is Einstein uses patterns in your historical data to
valuable to conversion and deciding weighting automatically determine prioritization
Lacking context for sales reps Provides valuable insights
No details to explain why Score/Grade is high/low Einstein provides normalized scores (0-100) and the
and scores can get top-heavy top positives & negatives that influenced each score
Time-Consuming Automated & Continuous
Customizing, maintaining, & often times rebuilding Einstein is automatically & continuously analyzing your data
your models can be a daunting task and to give Marketing time back in their day while resulting in
results are not always accurate more accurate & up-to-date prioritization for Sales




Some Customers Use Both NI

They are not mutually exclusive!

Einstein Behavior Score
@ Behavior Score

® Top Positives

Prospect’s form submission count is in the top 20 percent of all
prospects in the last month

Prospect has viewed the page "Pricing Page" 5 times in the last 7
days

This prospect uses the same email domain "salesforce.com” as &4
recently engaged prospects

-4

Score Overall: 484
e IT Services: 188
e Print Production: 45




Einstein Key Account Identification

Surface Account potential with Al

Einstein Insights
i

3X Likelihood to Convert Next Quarter

Based on 68 similar accounts who became top spenders from
December 2019 through December 2020.

Prediction Factors

Similar Account Profile Traits

® Industry is Automotive

® Company Size is 10,000+

Similar Account Engagement Traits

2 5 prospects filled out “Get a Demo” form last quarter

2 4 prospects attending “Product Demo” webinar in the
past quarter

» Account Prioritization

Valuable for ABM target identification & list creation

» Asses Fit & Intent to Buy

Uses historical Account, Opportunity, & Engagement Data

» Uses Normalized Data

Pulls attributes from Salesforce’s proprietary data

warehouse which can also be pushed to fields



What Else Can You Do with Einstein Scores?

More than just a Salesforce Lightning component

Last Day Last 7 Days Last 30 Days Last 90 Days. All Time Periods

» Use as criteria in your automations

1 Ei Select a row on th Activty graph {0 see which assals affect a Bshavior Score.

Last 365 Days

Form Submissions

A e SubmitedCaiat e Forn

‘Submitted *Product Demo Form'

Fle Views Attended *Product Demo Wiebinar*
» C | d H H H Video Views Viewed "Product Picng File"
ontrol dynamic content variations ot g =] Al o it
—— 0] ubmitod “Wainor Rt o
Pagovvavs e ———————
Email Opens o Attended "Become an Expert Webinar"

Pt S e ks o

® Visible on prospect records and list views T

#» Include in Salesforce flows, reports, or list views

ANy N Compony o camn o sy v st P
. Name ProspectType Behavior Score Title Company Industry
o D at a _d rlve n CO nte nt St r ate Rosa Abelin Lead 41 VP Consulting Universe Design Enineering
Timainé Load 4 President CEO Slacier Whalesalersne [o—
T Lead 43 vppurchasing Lew Enterprises nc Consuting
Debra Bochme Lead 48 Dicector of Finance AirControls Co nc Government
Guy Bohan = s cro Storsafe, e Transportation
Jye— o 42 VP Operations Satety Sign & Suppy Lta Agricuttre
Aisha Gl = 48 svpProcurement Northern Lights, Ltd. Consuiting
Jarics Grasribaum Lead 42 Human Resources Direstor Unicare Corporation Transportation

Tyrell Gunther Lead Director of Operations Midwest Industries, Inc. Communications.



Activity Count

Details Assets Engagement Campaign Members

Engagement History Data Updated: 10/29/2022, 8:33 AM

Activity Date
30 days agot... Al Al

Q Search... *]‘] 8 7% P

Home  Analytics Campaigns v  Prospects Automations Content Email Templates v  Email Content v  Landing Pages Pardot Settings More ¥

Campaign

ABM Account Targeting &
L3

+ Follow Clone with Related Send Engage Email View Campaign Hierarchy v

Status Start Date End Date Active
In Progress 2(27}2022 3/29/2022

Insights Activity Chatter

Einstein Insights

Assel Type Activity Type .o

PR

(@  High Email Engagement v
Richardson

v v

i Help

io Asset Activity Most Engaged Accounts
Form View «—

50

Form Success = D Relevant List Email

File View Acme Hardware
Lakeside Webinar
Custom Urf Click ===
".’ C Tech Labs Lakeside would like to extend an invite to our upcoming
Landing Page View webinar on transforming the remote experience.
: Tyconet
Landing Page Success —— <
Sent 07/15/2018 To: 243 Recipients
Form Handler Success —— Universal Conta...

(o] These Prospects have an email open rate of 73%, which
Is 22% higher than average

Website Visit ~ Zenith Distribut...

Acme Partners « From Michigan
« From Technology Roles

« Engaged in Blog Content

Employnet

Activity Date (Year-Month-Day) XPower (o] These Prospects have an email open rate of 656%, which

is 14% higher than average



https://docs.google.com/file/d/1gj7QpKYjG2SwN2nMMz1SjuMy6WwuccJx/preview

EINSTEIN MENU

Optimization

Send Time Optimization

Engagement Frequency
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Lead Scoring

Behavior Scoring

Key Accounts Identification

Campaign Insights

Data-Driven Attribution

Behavior Scoring Dashboard
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Campaign Insights

Data-Driven Attribution

Behavior Scoring Dashboard
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Einstein Campaign Insights

Unearth hidden campaign insights

® Gain Performance Insights

Understand key factors that drive global and campaign level

engagement

Q© This campaign is creating leads with job title
CIO 72% more than other campaigns

5) Interesting Audience Iden...
Tradeshow Campaign

» Serves Content Engagement Insights

Will tell you if content is getting significantly high or low levels

of engagement with specific audiences

- ®» Optimize Target Audiences

JagesimieCampaen Adjust the audience of your campaigns based on the highest

& Lower Asset Engagement performing assets



Einstein Attribution

Data-Driven Model to measure Impact

» OOTB Al Data-Driven Model

Accurately reflect Marketing's revenue influence

® Auto-Captures Buying Committee

No longer requires Sales Reps to manually

populate Opportunity Contact Roles

® Accurate Campaign Weighting

Based on the number of meaningful engagements

with marketing content for each Campaign

IR Drenes

Influence Model Salesforce Campaign Member Modified Date Account Opportunity Contact
Data-Driven Model v All W All v All ¥ All v All
Revenue $25M g./\\'__._‘ Total Value $ 3.2m Actual Cost $3873 K

Top Salesforce Campaigns Revenue Share by Campaign Type

$0 $100x $200x $300k $400x $500k $600k $7
All Email Marketing Direct Marketing $153¢
‘ $353« All Event Marketing v
Email K
All Social Media ... @
All Web Marketing @ Event
$139%

$32M $244x  Annual Marketing ... Multi-Channel $46K
Best Practices We... Social Media $684
w Executive Lunch ... @ Web Marketing
Facebook Adverti...
Industry Tradeshow

Industry Websites ...




Behavior Scoring Dashboard IR Drenes

Discover buying behaviors with key prospect data from Einstein

® Understand Factors Driving Purchase Behavior

ence By Activity

View the assets and activities driving Prospect

Behavior scores

» Discover New Engagement Patterns

Compare Pardot Prospect Scoring model with Einstein's to

identify how prospects interact with your campaigns

» View Influence by Different Time Buckets

See the Asset Types and specific Assets that have been most

influential in various time periods




Q EINSTEIN MENU Vi

Optimization Prioritization Insights

Send Time Optimization Lead Scoring Campaign Insights

Helps to send the right message at the right time Helps sales prioritize their best-fit leads Learn what drives campaign performance

Engagement Frequency Behavior Scoring Attribution

Identifies the optimal email volume for prospects Identifies who is currently ready to buy Al-powered attribution modeling

\L\ Key Accounts Identification Behavior Scoring Dashboard

Identifies top-tier accounts Shows engagement activity influence on
the Behavior Score

<



https://help.salesforce.com/s/articleView?id=sf.pardot_einstein_send_time_parent.htm&type=5
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below. We hope you enjoy the res

Jeffrey Stollenwerk
jstollenwerk@salesfor



RESOURCE: Ample Data

by SERCANTE

Behavior Scoring Lead Scoring

6 months of prospect 1000+ leads created in last
engagement data 200 days

e 20+ prospects linked to e 120+ of those leads also
opportunities converted to an account

and contact

Optimized Send Times Engagement Frequency

v2 Connector 90 days of prospect email

e Pardot Email in LEX engagement data

e 1+ email activity from e 5+ variations of email sends
prospect in < 90 days over a 28-day period, based

on at least 10 recipients

Key Account Campaign Insights Campaign Attribution

Accounts that are 6+ e Connected Campaigns Connected Campaigns

months old e 50+ connected campaigns e Campaign Influence

e Atleast 1 account with opp
created & 1 with no opps
create in <6 months

e 100+ opp contact roles and
close date & amount values
on opps



Einstein Campaign Attribution vs. Campaign Influence

K Al data-driven model \

-———

Algorithmic formula with
predictive conversion credit

Virtual contact roles

K provided j

Influenced
Revenue

— ——

/ Rule-based models \

Predefined formulas and

Campaign conversion credits

Influence
Manual contact roles

______ K required /




