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Marketo Engage

Demand Marketing | Adobe Experience Cloud

End-to-end
engagement for _
demand marketing

Deliver exceptional experiences across every =

stage of the customer journey to drive efficient :'"_,3

growth in concert with Sales.
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Powering Sales Foundation for
Experiences Growth
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Overcome Al complexity for high impact and return

= Al is a priority for Sales and Marketing
= Intelligent targeting is critical to success

= Better experiences = higher revenue
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40% 66%

PRIORITIZE Al TARGETING

40% of Marketing and Sales prioritize 66% of marketers want their Al
Al and machine learning — higher applications to help them identify the
than any other department right accounts and individuals to target

\

20% 18%

LIFT IN ADOPTION
REVENUE

Marketers who leverage Al see a 20% Only 18% of B2B marketersshav
or more lift in revenue within 2 years adopted Al-driven personalizatio



Predictive Audiences

Confidently engage the right customers for the right programs, every time

Audience Segmentation &
Targeting

Al-powered audience segmentation filters, goals &
recommendations for the marketing data environment

* Understand which audiences are more likely to
convert for specific programs

* Engage the right buyers based on Al-powered
predictions without fear of unsubscribes

* Replicate marketing success from prior
campaigns using Lookalike Audiences
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| Kylie's Webinar

Type: Event with Webinar ~ Modified: 14 February, 2019 by Jill Jackson

Overview Assets Setup Tokens

Details Schedule Reports

Members

Based on data from Program 4, setting 17% as your registration likelihood threshold would ha
registrants, but with a 96% reduction in the invitee list.

> @0

Goal Tracking

Total Members Breakdown

¥ Not Registered @

1,300 m Highly Likely
Total members m Likely
Less Likely
/ ® Processing

Estimated Conversions

W Registered

Estimated conversions based on
past averages

60 @

() Attended

0]

Members

Actual conversions for this
program so far

25




Predictive Audience’s drives program success

Create exceptional customer experiences with features including ...

Likelihood to Attend
Predictive Filter

Al-Powered Insights &
Recommendations
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Likelihood to Register
Predictive Filter

Individual Member
Predictions

Likelihood to Unsubscribe
Predictive Filter

Lookalike
Audiences



Making Artificial Intelligence part of marketing fundamentals

Predictive Audiences offers unique value to Marketo Engage customers

Foundational and Predictive goal tracking based on your Features Powered by

Accessible unique goals Adobe Sensei
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Foundation for
Growth

Sh

Connecting People
& Content
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Trends Transforming Marketing & Sales Alignment

Customer Expectations
are on the Rise

51%

OF BUYING GROUP INFLUENCERS DON’T
INTERACT DIRECTLY WITH A SALES REP

"/

(TrustRadius research)
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Sales Insight boosts sales impact

Provides sales reps with the
intelligence needed to maximize
productivity and drive results by:

1. Gaining deeper insight into
buyer behavior and interests

2. Prioritizing leads & activities

3. Personalizing engagements
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1]) Marketo

Al w Q  Search

Sales Home  Accounts »  Calendar »  Campaigns v Contacts Marketo Sales Insights

v Opportunities

Marketo SalesQutbox ~  Tasks v

1l) Marketo Sales Insight

BestBets My Watch List

Name

Qutlaw

Aeki Scarbrouc

Michell

Michell

Web Activity  Anonymous Web Activity My Email

Account

EZ Logistics

PatientPop, Inc.

Showpad

SecureAuth Corporation

Criteria Corp

Assurity Life Insurance Co.

Netrix

Spencer Stuart

BeyondTrust

SmartDrive Systems, Inc.

Liferay

MNetrix

Directive Consulting

Yonge Street Group

Bay Securities

Last Intaresting Moment

Web:

illed Out Form: Asset Download on www.marketo.c...

Web: Heavy web activity in past 3 days

Web: Heavy web activity in past 3 days

Web: Heavy web activity in past 3 days

Web: Heavy web activity in past 3 days

Web: Downloaded asset from Content Syndication: The De

Web: Downloaded asset from www.marketo.com/cheat-sh

Milestone: Registered for Marketing Nation Live 2020

Web: Downloaded asset from Content Syndication: The De

Milestone: Attends Webinar: GL | Web | ALL | ALL | 2019 | thd...

Milestone: Person Engaging + High Account Intent

Milestone: Person Engaging + High Account intent

Web: Visited Capabilities page: www.marketo.com/softw.

Milestone: Person Engaging + High Account Intent

Milestone: Registered far Marketing Nation Live 2020

Status

AQL

Customer

Inquiry

TAL

Recycled

TAL

AQL

Recycled

Customer

AQL

Recycled

AQL

Customer

TAL

Customer

Hide

Web: Filled Out Form
Asset Download on www.r

Web: Filled Out Form

Asset Download on www.market

PatientPop, I
Robert Bles

Web: Filled Out Form

Asset Download on v

Criteria € \ruk

Michelle Silverstein

Web: Filled Qut Form

Asset Download on www.market

mson

: Filled Out Form




Next-Gen Enhancements driving accessibility and productivity

Mobile Design

Refreshed Ul
— __=asl v SEDC Lightning Compatibility

BestBets My Walch List  Web Activity  Anenymous Web Activity My Email = / M H M
w/ Mobile Responsive Design
vipw: My Bast Bots 1 Edit | Create New View This ;1 ext] v Besl Bats ,’j.

""""" R e v' Bulk Actions for Lightning
T “' o v Add up to 200.contacts to a
campaign or email!
B — v Admin Governance Features
. Zo I v Control user visibility into
engagement and upcoming
event options

Mcfarand

*Update for Salesforce CRM Users
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Take sales further with the all new Insights Dashboard!

i :
Lead Actions -
<100 130
Contact Timeline iPost 90 days) Show ACCOUNE ACTVILy Upcoming Events v =
. s . pee
: eeh Week of Dec B — Dec 14 17 Future of Marksting »
@2 1z &1 AN
: 5 . ® & & @ 27 2020 Vision: Strategies for High Growth ?
. 3 T
1 Web: Filled oul web form
& 7 o e il 14 Bizible Brunch & Learn, Atlanta »
o o .
- - - i >
. [Summit 20:20] Tickets Sefling Like 27 Acing the AJB Test: Optimizing Emails }
s
@ ® pEC A= FER y
16 [Summit 20:20] Rick Astley is our .. 2 4 eToil West, Polm Springs
= FE
[IE..r'nrr' + 2020] Speciol Pr cing Ends 3 1 Soles & Marketing Alignment: Tips & Tricks
. 0 E

*Update for Salesforce CRM Users
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Think fast with the contact & account activity timeline

|" Insights Interesting Moments Score Web Activity Emo +100 ::: =

Contact Timeline iPesto0days) | | Show Account Activity

Ty Mo T Dl

i

5
IR d':"‘ . . '
Mewnsnts
(i1
s e ® o
S = L E
= 5 .'... lllll

*Update for Salesforce CRM Users
EXPERIENCE MAKERS ..\:




Deeper understanding with engagement details

|“ Insights Interesting Moments Score
Contact Timeline (Post 90 days)
LT A M St T T This
Kl -5 4 30 1 i [ Wesek of Dec B — Dec 14
°2 =2 81
5
L EIRAT ] 'ﬂ' . . '.
Slsaan {1 DEC i
17 Web: Filled oul web form ?
& =~
- - . . Bl Eman
[Summit 2020] Tickets Sefling Like >
=
Emrail . . DEC %
16  [Summit 2020] Rick Astley is our >
B iman
o [Summit 2020] Speciol Pricing Ends »

*Update for Salesforce CRM Users
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Understand the buyer group with account activity insights

+100 333

Contact Timeline (Pest90days) [ Show Account Actvity

Weekof DecB—Dec™
T2 =22 1

b 4

B wiliises LosESES

Web: Filled out web form

w LT
A WL | SRR

[Summit 2020] Tickets Selfing Like

i, [EIRIL

5 Reosons Why Your Marketing Op

i ssiTECs Coar

*Update for Salesforce CRM Users
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Act as a trusted advisor with upcoming events & campaigns

siahts ntearast 71 BAnyments e C OIS Ve At t Emmo L ¥ -

Upcoming Events #

DEE - EBi% AT
17 Future of Marketing

JAK il i
27 2020 Vision: Strategies for High Growth

AR '
14 Bizible Brunch & Learn, Atlanta

[TV RS, ;
227 Acing the A/B Test: Optimizing Emails

FEB= FwvEb
4 eToil West, Polm Springs

FER= : 2
11 Scles & Marketing Alignment: Tips & Tricks

*Update for Salesforce CRM Users
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Insights Dashboard drives more productivity, insights, and value!

|II Insights Interesting Moments

9
&
@

DEC

Ll

DL

Week of Dec B — Dec 14

T2 12 21

Web: Filled oul vweb form
B s

[Summit 2020] Rick Astley is our

b

3
[Summit 2020] Speciol Pricing Ends

+100

W -
I *
ifprige Lead Actions

Upcoming Events o
bec
17 Future of Marketing

1AM

22

1AM

14

Jam

22

FEB

4

FEB

1

2020 Vision: Strategies for High Growth

Bizible Brunch & Learn, Atlanta

Acing the ASB Test: Optimizing Emoils

eTail West, Polm Springs

Sales & Maorketing Alignment: Tips & Tricks

*Update for Salesforce CRM Users
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Connecting People Powering Sales
& Content Experiences
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Marketers still faced with attribution challenges

ROl measurement gaps
No credit to successful strategies
One dimensional reporting

Time consuming / resource constraints

EXPERIENCE MAKERS .«

Only 15% of marketers say they can effectively
measure their marketing performance

.e

Only 30% of marketers 44% of marketers
say they are confident in don’t know the ROI
the quality of their data of their marketing

2018 State of Pipeline Marketing Report
21



Bizible everytouch revenue attribution

Reveal the ROl of every channel, campaign and content asset

@bizible My Account ~ Discover Measure Learn Marge

Bizible Boards Smago @
I 1] Overview 2:
» FILTERS Date Type is Close Date Date is from 2017/07/01 until 2018/06/30 Attribution Model is Full Path Attribution Metric is Revenue Dimension is Channel Channe m

1l Growth (2

1dl Ads ROI (%

’Eqd]ai(ecncr?gm.’sased $33,51 7,751

1] Marketing Spend (2 Revenue

1dl Web Traffic 2

Role-Based Views Overview

il CMO 3 6722712 $2,695,655 W 24)'(

ol Paid Media (7 Spend RO

5.870,778.97

1l Cantent Marketing (2 6,000,000 5.463,005.39

ol Velocity 2 4,000,000 l

1l Snapshot 7 o 264 5 $1 0’1 91
2,135,201.61 - 2,290,448.9:

e et =t
, - = - =

Journey

Revenue

July September Nevember January 18 March May
Month
$8,804,169 $126,721
@ Direct ® Display © Events ® MarketingOps @ Organic ) : )
® Organic Search @ Cther ® Paid Media ® Paid Search Partner P pel ne Reven... Deal Size
® social ® social Media ® Web Referral
Channel Summary Subchannel Summary Campaign Summary
Channel Revenue v Subchannel Channel Revenue Campaign Name Channel  Revenue
1 Social $8,193,166 1 Linkedin Social $7,768,700 1 Data Protection Organic $2,483,113
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* LEADER

SUMMER 2017

G

Leader

2020

Gartner. 2017

CoolVendor
I —

Saas 1000

SUMMER 20117




Why marketers prefer Bizible

v Capture every touchpoint

43.0% 36.0%
increase in MQL decrease in MQL
volume cost

v Reflect your unique business

FORRESTER’

Results from a Total Economic Impact Study
of Bizible Customers

v Unlock more insights

EXPERIENCE MAKERS .«



Bizible delivers more value and scale in 2020

Bizible Now in 6 LinkedIn Ads
Languages Integration
— I
= (197
248
Microsoft Dynamics Adobe Analytics

Activities Integration Integration
0.0 9
O
2 o4
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Bizible supports global users across six languages

English

Japanese German

Portuguese French

EXPERIENCE MAKERS .«




Optimize ad spend with Bizible’s new LinkedIn Ads integration

- Visibility to LinkedIn ad spend,
revenue attribution and ROI

- Compare ROl of multiple
campaigns and assets

- No additional cost. Easy to
switch on and easy to use.

EXPERIENCE MAKERS .«

,@bizibl.e My Account ~

Bizible Boards
od Overview =
i Growth 2

wl ROI 2

foll Account Based Marketing
?

0l Marketing Spend 2

woll Web Traffic 2
Role-Based Views

ol €MO 2

ol Paid Media 2

tal Content Marketing 2

ol Marketing Ops 2

Journe Y
Tl Velocity
ool Snapshot

td Passport 7

UJ[ Engagement Path 2

Discover

» FILTERS Date Type is Touchpoint Date

1,144,182 usb

Revenue

250,000

200,000

¢ 150,000

100,000

50,000

0

Dece

Date is from 2019/01/01 until 2019/06/30 Attribution Model is Full Path Attribution Metric is Revenue Dimensic

mtrinh@adobe.com ~

65,096 usb 3,097,271 usb

Spend ROI Pipeline Revenue

Overview

mber

January 17

February March




Analyze sales activity insights with Microsoft Dynamics integration

- Bizible integration enhanced to
include Dynamics sales activity data

« Customizable touchpoint rules .. MiCI’OSOﬁ:
B Dynamics 365

- No additional cost and easy to setup
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360° customer profiles now with Bizible + Adobe Analytics

- Easily enrich user profiles in
Adobe Analytics

- Attributes: Account Name, Open
Opps, Funnel Stage, Attributed
Revenue and more

- Use Cases: Account-based site
traffic, B2B content performance,
Live deal support

- No additional cost. Easy to setup.
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Stay Connected with Marketo Engage Innovation

Explore Marketo Engage
1. Interactive Demo

Current Customers

2. Release Webinar

Marketo Engage Interactive Tour

Geta high-level overview of everything Marketo Engage has to offer. Leamn how to use this best-in-class marketing solution to I I ' Marketo Engage
strategize, personalize, and streamline every part of your buyer’s journey.

July 2020 Release

Marketo Engage July 20 Release Innovations
Webinar

Join us August 11th at 1:00PM PT / 4:00PM ET for a live
webinar hosted by our product team where you'll see
how to use all of the latest product innovations.

First Name:
I

https://engage.marketo.com/July 20 Release
https://www.marketo.com/product-tour/ Webinar Registration.html

Current Customers

3. Release Notes docs.marketo.com
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https://www.marketo.com/product-tour/
https://engage.marketo.com/July_20_Release_Webinar_Registration.html

Adobe
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