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Lauren

I'm at a beer fest that was free

to get into and one token gets
you an entire can and free
music. There are lawn chairs
and a brown ale that tastes like
oatmeal raisin cookies.




Topics for today

1. What is a martec stack/ecosystem?

2. Our integrations and how they work for us (as an example for you,
not a prescriptive how-to)

3. From request to ROI — follow the campaign D!

4. Questions




What the What?




There really isn’t. So What Is
1

« All the systems that touch leads, contacts, customers, expenses,
campaign metrics, and reporting that Marketing needs.

« Connected via API or out-of-the-box integrations.

« Data moved automatically between systems based on rules




How do integrations usually work"

1) Unique ID 2) Triggers 3) Rules about what data to
update, change, or ignore in
« Defines what record to pull «  When to pull the record(s) specific fields
« Dates
- Data change
« Updates



Examples of ID's, Triggers, & Rules

1) Unique ID 2) Triggers 3) Rules about what data to
update, change, or ignore in
Project ID * New record specific fields
Issue ID (not reference) - Entered between X and Y date
Expense ID - Status change . Update if blank?

Overwrite if changed since last
date?

Create new record?

Delete record if X

Many other options



*  Project brief
- Sync with CRM choice

How Our Main Integration Flows

Or your chosen

/ vendor \
@ &= snap —>e|cquqm m—)

. Campaién |deas

-  DIY API middleware - Creates campaign canvas
- Triggers and rules - Captures campaign fields - Creates campaign ID

\



ADP Marketing Ecosystem
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Projects/Programs
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Entering requests

amazon

webservices™

Data
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Opportunity
Closed/Won Data
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Campaign Object

de+ableau

Visualization




At ADP, Workfront reporting is for high level and ad hoc campaign results,
reporting, and planning, hopefully soon the operational system of record for
marketing.

Tableau mainly, but in cooperation with other systems, acts as the analytics
“final-final” analytics and reporting system.
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Campaign Template

ES - SE - Multi-Touch Nurture Prot

Child Campaign Budgeted Cost

alaTaTlTa
’-3 l-,l |-.I lc-l ',-l

Child Campaign Actual Cost

Campaign Type

1‘_‘1 m o5 m o)

Child Campaign Reporting Start Date



13

Lead Generation

Web - SEM/Display

6/30/16

70133000000x0S0O

70133000000x0Rz

Campaign ID’s returned for use in
campaigns!




Some nomenclature

e Program = Parent in SFDC e Project = Child in SFDC e Elogua ID = Canvas

THIS IS SO HARD TO GRASP FOR SOME REASON!
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|D’s Can Be Used For:

® Tagging PPC links

® Hardcoded to form fields

® Tagging referrals

® Supply to advertising vendors

® Tagged emall links

e s TaTaTaTaTa' .
70133000000x0S0O
- el NSNS NI NN AN

- sTaTaTaTaTa ap
701323000000x0RzZ
- el WNINI NN AN -—
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Super easy to track!

Business
Unit

Corporate

Corporate

Corporate

Corporate

Small
Business
Services

GES

Corporate

Name

ES_ION_BLOGS_INFLUENCE

ES_BOOST_INFLUENCE

ES_THRIVE_INFLUENCE

ES_SPARK_INFLUENCE

SBS_FY18_HR411_Add EE Lead

IPA Website Lead Capture

ES_FY17_Q3_EnagementMeter2.0-Leads

o/
0

Complete

100%

100%

100%

100%

100%

Eloqua
Parent
Campaign
ID_via
Program

15984

15984

15984

15984

17523

Eloqua
Child
Campaign
ID

Program: SFDC
Parent Campaign ID

7010b0000013TSC

7010b0000013TSC

7010b0000013TSC

7010b0000013TSC

7010b0000013VGo

7013300000130I1

701330000013KAJ

SFDC Child
Campaign ID - DO
NOT EDIT

7010b0000013XMcC

7010b0000013XMZ

7010b0000013XMX

7010b0000013XMY

7010b0000013VHS

7013300000130kr

7013300000130IM




Adding Expenses to Project and Integration

GD Vendor Expenses FY2018

$60,000.00

$48,000.00

$30,000.00

' |
524 .000.00
249, .

Pln Amt (Sum)

»12.000.00
12, .

11,
| |
Yuri Designs Joan LeTerre Nom Perdue

Freelancer Name

Edgar Designs

Joe Smith Jane Smith

i1 Pln Amt Act Amt
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Example side benefit of expenses

AVS Project Budget vs Actual Cost FY 2017

—
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S—
—
L72]
(=)
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3
—
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=X

\ e

AVS FY17 Events - Marketing -

Program: Name

iix Actual Cost Budget
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Filters applied by Snaplogic

e Expenseisin an active project?

e EXpense is a marketing “type of work”™

e Expense is new (create) or existing (update)
e |f existing, has desc or amount changed

o Campaign end date is not => today

Total

actuals
summed
by Snap

GD Vendor Expenses FY2018

Project
Business
Unit Proj Owner

¥ Freelancer Name: Gary Herman (4)

Retirement

Services

Description

Guidebook

Type of
Work/Price List

Other including
drops, direct mai

small and large

Booklet Price B

Booklet Price A

Expenses
linked to
projects

nned Actual
Amant Amount

$3,975.00 $2,725.00

$500.00 $500.00

$1.200.00

$400.00

PR0) Name




STOP!! Why do we do it this way?

e [t kindly “forces” proper e Expense entry in WF e Easy to update many
data for campaign allows easy access to values at once and
tracking fields costs to-date update multiple systems

e EXpenses used in other
backend reporting
systems
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Revenue values returned by Snapl.ogic
o Summed revenue against CID to-date

e [otal is updated until campaign end date

=| ADP HCM Products BU

Fvent A

Q1Le

—

dll 'O

—

Current
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Tableau report revenue and pipeline data
INcluding campaign 1Ds

Note, Workfront is for quick, at-a-glance
reporting that is easy to access.

Tableau iIs the “final word” on reporting

We are changing so only lead-based info is In
WF such as CPL




« SO to summarize the klugy solution

® Revenue from Snap goes to Planned Benefit

® All costs are summed Actual Costs via expenses in WF

® Fxpenses also pushed to Tableau via Snap



24

Optimizer used for Reporting

Nice to look at, hard to use

= ADP HCM Products BU

Portfolio Details Updates Programs Projects Documents Portfolio Optimization ~

8 PROJECTS

$375,800.00 : : $1.11M 108.5%




By Campaign

Marketing Campaign

Type SFDC_CAMPAI.. ACJUAL COST INF OPPTY # INF OPPTY $ INF PIPELINE # INF PIPELINE $ INF CW # INFCW S

Grand Total SRO5K 19,976 $116,588K 7,395 $54,718K 5,867 $26,451K
J St 00 $16K 12 $1K 16 $1K
SOK | $23K 3 $23K 0 SOK
SOK : SOK 2 SOK 0 $OK
528 1 $17K 2 $1K

ggtfolio Optimization ~

8 PROJECTS

$0.00 ($1.02M)  $1.02M P00 $213M $1.11M  108.5% 0% O

BUDGET REMAINING TOTAL COST RISK BENEFIT NET VALUE ROI ALIGNMENT RISK TO NET VALUE

Set Priority
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We did it the hard way... we recommend instead

e For actual costs: e For actual revenue (or any » Use reporting and do ROl via

| | relevant fields): text mode in column
® \ia expenses as we did

® Use custom fields unique to
YyOur pProcess

® \/ia return from finance software
that generate expense entries
against unique ID



The easier way might look like this

» CPL and Revenue on HCM In-Market or Complete Campaigns

Details
Export «
Name

¥ Portfolio: Name: ADP HCM Products BU (8)

Demo 3

Lead Gen A

Inside Sales Campaign A
Demo 2

Integrated Campaign A
Event A

Demo 1

Event B

SFDC ID

Custom field
from
Tableau

Actual Cost Rev Goal

$2.000

$10,000
$34,000
$34,900

$10.000

Custom field
from SFDC

Actual Rev To-Date

$18,000

$50,000

$45.000
$100.100

$200.124

Can be ROI, oppty cost, pipeline value....

Calculated custom
column: Actual
Cost/Leads-to-

Leads To-Date
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Next Phase for Campaign Tracking and ROl for ADP

Tracking at Campaign level Expenses Integration EVP Dash for ad-hoc reporting
e Use reporting not Optimizer e Expense entry in WF triggers o Allow exec to see results without
Invoice payment in Finance meetings
e Use programs for aggregate software
reporting

e Build YOY or QOQ Dash
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Summary

First Steps
o Create an ecosystem
e Decide what fields to update

o Create system to capture
EeXPENSeSs

« Create form to trigger

Campaign Tracking Steps
o Get Campaign IDs

e [ag your campaigns

o Collect expenses

e See reporting

ROI Factors

« Combine with revenue data

o Combine with costs/expenses



Questions”?
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