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MEET JAKUB

Head of Marketing Automation, Business Consultant

JAKUB LYSACEK

@ ABouTjAKUB

+ 10+ years of expertise in Marketing Automation & Data

+ Delivered 20+ projects across diverse industries,
including  financial services,  startups,  telco,
manufacturing, and e-commerce

+ 6x Salesforce certified specialist
+ Participatedin 50+ presales

+ SFMC, Data Cloud, Integrations, Data Model Design,

Multi-cloud patterns, Custom Development, Security

*  Roadmaps, ROI calculation, KPIs, Journey Design,

Change management
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EXPERIENCE WITH CLOUDS AND PRODUCTS

salesforce salesforce

marketing cloud service cloud sales cloud

JAKUB'S CERTIFICATIONS

CERTIFIED | CERTIFIED J CERTIFIED § CERTIFIED

Marketing Cloud Marketing Cloud i Marketing Cloud Marketing Cloud
Administrator Consultant Developer Email Specialist

ACCREDITED ACCREDITED

Marketing Cloud
Personalization L

NN

JAKUB WORKED ON PROJECTS FOR COMPANIES

£qua bank carvago.
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INTRODUCTION (\
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Work experience?

Experience with Marketing Automation?
CRM?
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BUILDING RELATIONSHIPS WITH TODAY'S DIGITAL
CUSTOMERS IS DIFFICULT

ene ha no Source: Salesforce State of Marketing Report and State of the Connected Customer Report, Salesforce Research



BUILDING RELATIONSHIPS WITH TODAY'S DIGITAL
CUSTOMERS IS DIFFICULT

The experience
a company
provides is as
important as
its products
and services

up from 80% in 2020

ene ha no Source: Salesforce State of the Connected Customer Report, Salesforce Research, 2022



BUILDING RELATIONSHIPS WITH TODAY'S DIGITAL
CUSTOMERS IS DIFFICULT

88% 78%
The experience Customers
a company used multiple
provides is as channels to
important as start and
its products complete
and services transactions

up from 80% in 2020 up from 72% in 2020
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BUILDING RELATIONSHIPS WITH TODAY'S DIGITAL
CUSTOMERS IS DIFFICULT

88% 78% 66%
The experience Customers Customers have
a company used multiple stopped buying
provides is as channels to from a company

whose values

important as start and T _

. didn’t align with
its products complete theirs

and services transactions

up from 80% in 2020 up from 72% in 2020 up from 62% in 2020
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BUILDING RELATIONSHIPS WITH TODAY'S DIGITAL
CUSTOMERS IS DIFFICULT

88% 78% 66%
The experience Customers Customers have | feel an
a company used multiple stopped buying emotional
provides is as channels to fror: d comlpany connection to
. wnose values
important as start and ) . .
. P didn’t align with the brands |
its prodlfcts complgte theirs buy from the
and services transactions most
up from 80% in 2020 up from 72% in 2020 up from 62% in 2020 Up from 53% in 2020

eneha noe Source: Salesforce State of the Connected Customer Report, Salesforce Research, 2022
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MARKETERS NEED INSIGHTS AT THEIR FINGERTIPS

To move at the speed of the customer

Source: Salesforce State of Marketing Report, Salesforce Research



MARKETERS NEED INSIGHTS AT THEIR FINGERTIPS

To move at the speed of the customer

Data Silos

Advertising

@ Email & Mobile
Web and Apps
@ Sales & Commerce

@ Other Data Sources

Source: Salesforce State of Marketing Report, Salesforce Research




MARKETERS NEED INSIGHTS AT THEIR FINGERTIPS

To move at the speed of the customer

( Data Silos Team Silos
Advertising Sales @
@ Email & Mobile Digital Advertising
Web and Apps Email@ Mobile
@ Sales & Commerce BaCk_Ofﬁcge%]tcear!

@ Other Data Sources Marketing Analytics @

\

Source: Salesforce State of Marketing Report, Salesforce Research




MARKETERS NEED INSIGHTS AT THEIR FINGERTIPS

To move at the speed of the customer

Data Silos

@ Email & Mobile —

Advertising —

Foundational Challenges

r

Web and Apps

@ Sales & Commerce —

A\

@ Other Data Sources —/

\ 4

Ineffective use of tools and
technologies

Creating a cohesive
customer journey across
channels and devices

Building/retaining trust
with customers

Team Silos

— Sales @

— Digital Advertising

Email @ Mobile

Back-office & Call
Centers

Source: Salesforce State of Marketing Report, Salesforce Research

“— Marketing Analytics @




MARKETING TECHNOLOGIES ARE HIGHLY FRAGMENTED

There is 6,521% growth in MarTech over the last 11 years

2011 2023
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CUSTOMER SUCCESS PLATFORM
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Marketing

Partners

Employees Commerce
&3 i
Learning Analytics

E O

Industries ; Integration

Platform
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CUSTOMER SUCCESS PLATFORM

9 Sales '

Success

&

Marketing

Partners

Employees Commerce
+
@; et
Learning Analytics

o @

Industries 7 Integration

Platform
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Customer Data
Platform

Real-Time Interaction
Management

Multi-Channel
Journey Management

Account-Based
Marketing

Email Marketing

Digital Advertising

Analytics
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SIS marketing cloud

(Personalise &W

E .] | G}_ .:l o EI _] ‘o) | x o O | ©

Social Journe ..
y Personalizations

Email
Studio Builder

Web Mobile
Studio

Automation Contact
Data Cloud . . Advertisi .
atatlou Studio Builder vertising Studio Studio

(o] . .
@) einstein Al
@ datorama | Marketing Intelligence *
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JOURNEYS



CUSTOMER JOURNEY

A series of steps a customer goes through during an interaction with a company. It concerns itsef with all

channels, touchpoints, systems, people, objects etc. Involved directly or indirectly with the interaction.

Custonmer Point of
Service Sale

Prodeact Service Marketing Call Centee
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UNDERSTAND THE CUSTOMER EXPERIENCE

o Know your customer’s lifecycle.

e Audit today’s customer experience.
Be objective and honest.

e Identify moments that matter in your

customer’s experience.

enehano
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Who should we put on this journey?

For Example:

e Friends of current members who have never before tried our product/service.

Onboard New Premium Checking Account Holders.
Engage Our subscriber base who has shared their birthday with us and hasn't
scheduled a checkup in a year or longer.

Customers whose shipments were delivered after the promised time
Frame.

Advocate Customers who have given reviews in your community.

enehano




JOURNEYS ARE BUILDING BLOCKS OF CUSTOMER

EXPERIENCE

Awareness & Acquisition Onboarding & Engagement

e Informational
Welcome New
Subscribers
First Purchase
Refer a Friend

Encourage Sign-ups
Influence Next Purchase
Download the Mobile App
Encourage Survey Completes
Profile Completion

enehano

Retention & Advocacy

Product/Service Review
Abandoned Cart
Re-Engagement
Win-back
Birthday/Anniversary
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NEW CUSTOMER ONBOARDING FOR CREDIT CARD

Researches
online

Invest In
Your Future
Today

Talk to an Advisor

\

Fills out
form &
submits

Receives welcome
email with prompt
to complete profile

Our preference center lets you
tailor your experience with
Cumulus

You're now an official Cumulus

‘customer, and it's time to tell us
what types of communicasions.

you'd like to receive from us.

Update your profile to let us know
i i
gl e
o e Lo

Opts-in to
receive push
notifications

Profile
completed,;
email invite to
download the
mobile app

533G

Friday, October 14

eeses ATAT B 233PM 7% 6%

< Primary a [ ] v

Download the Cumulus
app

& umulus

On the go?
So are we.

With the Cumulus mobile app
you can:

- Review your account balance and
charges

+ Find Cumulus locations.

+ Transter money between accounts.

- Deposit checks Welcome!

+ Sign-up for rewards.

Thank you for downloading the Cumulus
mobile app, we're so glad you're here!

Receives
custom offers
based on
geolocation and
preferences

Monday, June 2

“ Cumulus
Get 25% off your purchase from our
friends at Northern Trail Outfitters
using your Cumulus Freedom card!



JOURNEY LEVEL "YOUNGLING"

Journeys Dashboard > Journey
Sample Event Jourmy Emerging 7 > 0

Builder

v ENTRY SOURCES ©
n D u @ ey
API EVENT May 33,2021 23 hours Final Reminder
!mni with Eml»l Mln Email
Event Details Event Detaits

Data Extension  AP| Event Augence

CloudPages  Salesforce  Salesforce
Audience Data
Studio
Event
v ACTIVITIES
v Messages
M M M
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JOURNEY LEVEL "PADAWAN"™

o

Y

v ACTIVITIES
in-App
anmm Message
sms Emai
v Advertising
Ad Audience  Ad Campaign
~ Flow Control
Wait By w.a um Wait By
Ouration Atribute

0O

Decision Spit Path Optirmizer :W

@@@

Wait Untit
Event
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® 0°0 9 ¢ ¢ 0 o0 ¢ o6

1 Join

31,2021 Upcoming
API EVENT o oo
Event DM Wl m .
" D @ e
Don't Forget:
Confirmation
Event Details.
Confwmation  May31,2021  Reminder SMS 23 hours Final Reminder
SMS with Event 1:00 PM with Event SMS
Detains Detas

“8-0 0 O <§ O 0 ¢ CJ 8 o

Confrmation Confirmation 1day Open 1 May 31, m:
SMS with Event Email with Confirmation 1:00
Detais Event Details Email with.

-0 ¢

Don't Forget:
Confirmation
Event Details

Upcoming 23 hours Final Muvo.v
IM Email Event SMS

" ,)o ) Versionl w u’ * > .o Save v Valdate u

O~
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OURNEY LEVEL “KNIGHT"

Journeys Dashboard > Journey
ﬂ Sample Event Journey - Optimizi... # )o 9 Version1 w
il Sas Event Journe
Builder "‘"‘gp;:‘um‘ oy
v ENTRY SOURCES © Ema
“9-0-0 Qe =)
1 Join
ecision Optimizer Option A: 1 Open Journey 5-Promote 30,2021  Einstein STO - 23 hours
G Q ° AP Event ° il e ad i o S i MEotam ryobing oo
DataBxtension  APlEvent  Audience N
©0 0 >4
CloudPages  Selesforce  Salesforce Join
Augience Data
Studie
Event Confirmation
SMS with Event.
Details
v ACTIVITIES

Preparingfor  May31,2021  Reminder SMS 23 hours Final Reminder 1day
Your Upcoming 100 PM ‘with Event SMS
Event Details
Email
‘0 0 © ¢ 0 6 0 6 G-
Confimation  Confirmation 1day Random Split  May 31, 2021 Reminder 23 hours Final Reminder 1day
SMS with Event  Email with 100 PM Emall with Email
s Event Details Details
Ad Augience Ad Campaign
3% ehﬂw
~ Flow Control
May 31,2021 1dey
0O -
WatBy  WetUntd  Watdy 33%
Ouration Oate Attribute
May 31, 2021 Final Reminder  Final Reminder 1dny
100 PM SMs Email

u’ b 224 .o Save v Validate

0 ¢ 66—
Don't Forget: 1day

Your Event




JOURNEY LEVEL "MASTER"

"y Jou Dashboard > Journey
Q Sl;';leivnnu;unny-l.udlng/>° 2 Sl n’ b5t ‘o el bl B m

T“j:"mmm . o ex o o ? ¢ e ® @ o (= ] @ (= ] @ © ovemn

Declsion Spiit  Path Optimizer _ Option A:
Soestorce Data o Conprmation

e Q ° ‘with Event...
50% No
Databxtension APLEvent  Audience
Join

Option B: Resend
Confirmation. Confirmation
with Event... Emall with....
CioudPages  Saestorce  Salestorce 5
Audience Data SMS Onh Target i
Studio S—— L Exit Journey
1day

Confirmation 1day Froquency Spht  Reminder NS ey 31,2021 firal Reminder
100 PM SmS

Cross-Promote M9i30.2021  EreinSTO-  Reminder 23 hours Dont forget:
Product at Event 12 Hours Email with Your Event
Event Dotails Starts Soon

Event
869 8608 606 6
v ACTIVITIES 1Join
Submit Your Decision spit May 31,2021 Raminder SMS 23 hours FnalReminder  Likefihoodto  1ts Time to Log 1day
V Messages Questions 1:00PM with Event M OpenPush  n 0 Your Event
Anead of Time Details Notification
aind
@ Exit Journey
InApp 4
mnmm Message 1w
sms Ema °
Customer Join
v Advertising Service Action
Follow UP
©9° "898 [ T
Ad Audience  Ad Campaign
Preparingfor  May31,2021  Reminder SMS 23 nours Final Reminder 1aay
Your Upcoming 1:00 PM with Event sms
 Flow Control Event Detais
c e @ @ e P @ o @ U @ @ s
Wan By Wast Until Wait By Confirmation Random Spiit M-yn zm Reminder 23 hours Final Reminder 1day
Duration Date Attribute SMS with Event _Email with Email with Email
™ Event Details Event Details
00 ~O—8-9 8 B © 0-—
Decision Splt Pat Optimizer Engignmev\l
May31,2021  Reminder SMS 23 hours Final Reminder 1t Time 1o Log 1day
1:00 PM with Event sms o Your Ever
.
Random Spit
Mey31,2021  ReminderSMS  Reminder 23 houns Frnal Remincer irs Tme 1o Log
100 M wen Eeent Emat wth SMS i~ ik
. . . Detass Event Detaits




5 STEPS TO A JOURNEY STRATEGY

W IR Y=

A N
Goal Audience Data
Setting Definition Audit
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Content and
Channels

0

Journey
Mapping
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Marketing Metrics

Average Customer Success Metrics Achieved After Implementing Salesforce

Y

i/

33%

Increase in Overall
Marketing ROI

29%

Increase in Efficiency in
Marketing Analytics and
Reporting

Base: Total n=816-3074

26"

Increase in Lead Velocity
or Speed

28%

Increase in Ad Spend
Optimization

25%

Decrease in Costs to
Acquire New Customers

33%

Increase in Customer
Lifetime Value

28%

Increase in Customer
Engagement

26"

Increase in Lead Volume



Marketing Metrics

Average Customer Success Metrics Achieved After Implementing Salesforce

& /]
i Total
Sales
Average
Order
Value

Base: Total n=816-3074

Conversion
rate

Customer
Acquisition
Cost

Average
Margin

Cart
Abandonment
Rate

Repeat
Purchase
Rate

Churn
Rate



JOURNEY DESIGN WORKSHOP horthern () trail

NTO - E-shop zaméreny na prodej outdoor vybaveni

Business zadani:

BliZi se Vanoce a e-shop je pripraveny na kazdorocni narUst objednavek. Ma plné
sklady, posileny personal v logistice i na zakaznické lince a bézi vanocni kampan na
letoSni nejvétsi trendy. Je polovina listopadu a objednavek neni zdaleka tolik, jako tomu
byvalo minulé sezény. Tento trend se vyskytuje letosSni kalendarni rok v celém odvétvi.

Jste v roli CMO a vaSim aktudlnim cilem je podpofrit prodej, abyste letosSni sezénu

“prezili”. Rozhodl jste se spustit kampan na podporu prodeje. Mate ovSsem omezené
zdroje a musite tedy prioritizovat, jak kampan bude vypadat.

enehano 32



JOURNEY DESIGN WORKSHOP horthern () trail

Industry
m_

Website bounce Procento navstévniku, ktefi web opusti bez interakce. 65% 50%
rate

Cart Abandonment  Procento opusténych kosikd (ukazuje ztracené prodeje). 72% 70%
Rate

Customer Celkové nadklady na ziskani nového zékaznika za uréené obdobi.  $110 $60
Acquisition Cost

Email open rate Procento pfijemcu, ktefi oteviou marketingovy email. 40% 25%
Email click rate Procento prijemc, ktefi kliknou na odkazy v emailu. 8% 3%
Repeat purchase Procento zdkaznikd, ktefi nakupuji opakované, vyjadfuje 40% 28%
rate vérnost znadce.

Average order Primérna hodnota objednavky za uréené obdobi. $130 S95
value

Customer Lifetime  Predikované pfijmy, které zdkaznik generuje béhem celého $900 $410

Value vztahu s firmou.



JOURNEY TEMPLATE

N ézov J o u rr‘Ss\A‘/{ab overview
Faza (typ)

Businessové zadanie a potreba na
kt. reagujeme

Ciel journey

Cielova skupina Data Message Kanaly
Kto je cielova skupina journey? Ako ju aké data potrebujem pre Co st key messages a CTAs? Aké komunikaéné kanaly
najdem (ako klient ndjde nas)? Aké su journey a pre personalizacu Co by pomohlo zakaznikom pouzijem? Aky content mam a
jej Specifika? napr CZ/ENG lang. S obsahu? Kde st uloZzené? Co  keby dostali za info? kde je uloZeny a aky content
akymi konkretnymi atributmi pracujem? data triggruje? Where is it potrebujem znova vytvorit? Kto

located? mi ho doda?

enehano 34
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