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Agenda

The Significance of Data-Driven
Marketing

Introduction to B2B Marketing
Analytics

Benefits of B2B Marketing
Analytics

Incorporating B2B Marketing
Analytics into Your Strategy
Real Life Examples

Q&A
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Some stats on how marketers feel

about data driven reporting

38% 62%

Are confident in of marketers say

their ability to use they lack the skills
data to make and knowledge to
marketing effectively use
decisions data

*Marketers Lack Data Confidence: 2022 Report https://funnel.io/blog/marketers-lack-data-confidence
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54%

of marketers say
they don't have
the right tools and
technology to
manage their data



Improved Enhanced

targeting and efficiency and

personalization resource
allocation

Comprehensive
customer
insights




e Audience segmentation °
with targeted marketing
campaigns

e Campaign optimization °
with KPI metrics and
results

Measuring ROI
investments by channel
and member response

Improved A/B testing
with design based on KPI
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Introduction to B2B




B2B Marketing Analytics is a CRM
Analytics app that segments and visualizes your

marketing and sales data. Included in Account
Engagement additions Plus and above!

This tool provides insights into how marketing
campaigns are performing and how they can
improve their results.

B2BMA also allows marketers to create custom
dashboards and reports to meet their specific
needs.

i3 Tebleau CRM e
+I¥ Analytics Studio '9ag

Engagement ¥

6.3Mm

List Email Engagement
Unique Clicks

2201k

Total Opens

Bounce Rate

Updated content announc
Upgrad
Winter ne
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Gain insights
into your Improve your

marketing marketing Increase ROI
performance campaigns
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enefits of B2B




W7
Reasons to Use B2B Marketing Analytics MARCREAMINY

Pipeline Value by Account

Pardot FilterCampaign
Opportunities

Easy Efficient

— —
e mme — —

Interactions and Faster Time to Results Using data to improve
engagement are easier processes
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e Identify your most e Measuring ROI
engaged leads by investments by channel
campaign and member response

e Track the performance of e Improved Pipeline and
your ABM campaigns lead source insight for
lead generation efforts
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Customer Insights and Segmentation

INEW LEIS

Datasets

e Activity by top Accounts

0 Prospect and Activity v

= DATA Y FILTERS

e Identify your most qualified leads . ,

Bar Length

e Improved customer targeting . -

Bars ;
> i
= Form Success

Account ¥ 5
<
D
F ]

! Asset Activity v 2
A
€
o

+ 3 File View
<

Trellis

Custom Url Click
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Campaign Performance Tracking

. —_—
C ontent M ar k eti n g V¢ Amalytics Studio MultiTouch Attribution

Multi-Touch Attribution - AMER32 v

Influence Model Salesforce Campaign Member Modified Date Account
Channel Efforts e B

v Al v Al

. Revenue S447 4 . . = Total Value
ABM Campaigns )

Top Salesforce Campaigns Revenue Share by Campaign T

= Annual Customer C
- bt Rl Direct Marketing
- Best Practices Webi
K \

Nurture your leads more effectively

Email
Executive Lunch Ev.
Google Adwords @ Event

Industry Tradeshow Social Media

Improved operational efficiency

$1.3m

Industry Websites Web Marketing
Invitation to Annua

Referral Program L

Regional Field Mar.. @

Telemarketing Cam

Twitter Inbound Ca.
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ROI Measurement

Values: Open, Won, and Lost

Pipeline Trending
Expected and Actual Campaign Budget

Visitor Conversion

Leads in Hierarchy
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Incorporating
Marketing




Incorporating B2B Marketing Analytics MEJ(RXN’

into Your Strategy M

Assess your
needs

Get buy-in from
stakeholders

5
N
)\

Clean and prepare
your data
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Incorporating B2B Marketing Analytics MARQREAMIN
into Your Strategy
Install B2BMA

Train your team

Use the data!




Start small
Use what is OTB!

Integrate with other Salesforce Objects
Review, get feedback, and get buy-in!
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Advice to make it work!

e Consistent source of truth

e What story are you trying to tell?

e Reporting should be accompanied with an action
e Dataisn't there? Use automations!

e Share it in meetings
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Marketing Operation Admin Reports

MarketindOppsPage

Business Unit D v || sunose v
A

e Missing Budget
Campaigns Missing Budget LeadsNotin Pardot OpportuntiesMiss Contact Roles

e Leads notin Pardot 193 103

Home Campaign Details Opp Details

e Opps without Contact Roles

e Form Errors j

0 [ |

No 15 Dec 15 Jam 15 Feb 15 Mar 15 A 15 May 15 Jn 15 i 15 Al 15 Sep 15 Ot 15 MNo 15 Dec 15 Jn 15 Feb 15 Ma 15 Aw 15
€nd Date Year Morih-Day)

Form Ermors

Sum of Tota Erors | Measure
4 8 sumof Total Emors. @
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Demand Generation Team

e Combination of Campaign Details and ER—
Account Engagement Details " e ) B
e Quantity and dollar value of what's

coming in the pipe 6.3m 22.0m 360%

List Email Engagement

e Quantity and dollar value or what was
sold

Unigue Clicks Unique Open Rate

220.7k 360%

Total Opens 225M
Bounce Rate 1%  Opt-outs 62.7k
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Sales and Marketing Dashboard

Campaign Review | Number of contacts in
campaign, number of opportunities created
from campaign, total opportunity value from =
that campaign r— " ’

Campsign Name v

Campaign Start Date
Al

Sumof Gontcts i Campan, Sum of Leads n Campaign Weasure Sumof Amount
0 6 12 8 % 30" Sum of Contacts in Campaign
ed fom Saesorce Sumof Leads n Campaign

e Opportunities won |(list and total dollar value) " e—
and which campaign they came from i —

Trend of Opps won by year with Source Details

- Jun 17-19, 2002

Percentage of follow-ups from sales by
campaign member
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Recap!
1. Have a data-driven mentality with KPIs you track!

2. Incorporate B2BMA dashboards for easier benchmarking
and quick time to results

3. Build in analytics as part of your marketing process

4. Review, get feedback, and get buy-in!
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Thank You




