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What is Marketing Automation?

Define, create, execute and measure marketing activities

Identify Create
Targets Interest Opportunities
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Generate Higher ROl on Marketing Activities

MARKETING

Multi-channel Campaign Return On Investment
386,000 Revenue
e o
277,200 _ Exdae
198,000
158,400 | E
. 118,800 | |
@ Create and execute campaigns o = . B
- o N N
acrOSS marketlng Channels Revenue Investment Expected Rew Budget
e Captures |eadS direCtly into CRM ALL OPPORTUNITIES BY LEAD SOURCE
System i o
$1,110.00 b $1.200.00 i None

® Measures return on investment of
campaigns

& cold can
$620.00 B Eisting Customer
E Self Generated
$700.00 D Employee
A - Partner
| ]:' Public Relations
( $4:586:60 [ pirect Mail
i Conference
[ Trade show
$1,110.00 Wl web site

: i Word of mouth
$750.00 $890.00 B i
- Other
. Campaign - Spring Webil
i Campaign - Fall Special
Campaign - SMB target ¥

$1.520.00

$900.00

$820.00

W SUGARCRM.

6/6/2011 ©2010 SugarCRM Inc. All rights reserved. 3



SugarCRM Marketing Automation

Solution

- . = Multichannel campaigns and campaign ]
Difficulty launching and set-up wizard Create email, telesales, ad

managing campaigns campaigns in a few simple

across channels = Create target lists based on reports or steps
from 3" part data sources

Importing leads into CRM = Import/Export from multiple data sources Spend less time on manual

. . . in a few simple steps .
requires intensive processes and more time on

manual efforts = Web-to-lead forms capture leads on web effective marketing
site and auto-import into Sugar

- = ROI calculator for each campaign tracks .
Inability to measure lead-to-sale process Obtain all the tools to ensure

marketing programs marketing is accountable
= Pre-built dashboards show leads by
source and sales stages
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Multichannel Marketing

® Supports all disciplines:
® Broadcast Marketing o

® Direct Marketing e E—

® Lead Nurturing e e —
® Manage campaigns across —==-_ e

all channels —r——

® Emalil marketing

® Online advertising

® Newsletters

® Event planning

® Search engine marketing
® List rentals

® Telesales programs

® Ad Programs

W SUGARCRM.

6/6/2011 ©2010 SugarCRM Inc. All rights reserved. 5



Campaign Wizard

® Simplifies campaign design, execution and tracking
® Ensures proper testing, suppression, and list management
® Offers real-time activity and ROI reports

Campaign Return On Investment
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Email Marketing

® Ensure campaigns are brand consistent and coordinated across

customer channels

® Monitor campaign execution to ensure offers reach the targeted

audience

® Track and assign opportunities to campaign leads

@® Control opt-in and opt-out lists

Campaign Response by Recipient Activity

None
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Rollover a bar to view details.
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Web-to-Lead Forms

® Automate lead import
.I:rom WEb Into Campaigns » Lead Form Wizard
S u g arC R M Drag and drop lead fields in column 1 & 2

® No programming it [[ ::::::.( o [
needed =

® Presents all fields e
and values from the e
Leads module o

® Offers design vy sy

flexibility and lowers
IT time in marketing
support
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Lead Management

Home  Accounts Contacts  Opportunities  Activities  Reports gETEGH -

Leads » Import » Step 1: Select Data Source and Import Action ‘ ,
Actions Last Viewed
| Create Lead Aaron Akins |
What bs the Data Sourve’? < Create Lead From vCard Cliff Knipe
@ Comma delimited file @ View Leads Deanne Ogbum
Fields Qualified By:  poyble Quote () @ View Lead Reports Alexis Burkley
O Tab delimited file ©

O Custom delimited file @

() Salesforce.com
Import Action *

® Create Records
(O Create and Update Records

Next >

® Segment leads based on your sales objectives

® Import and export lists from third-parties

® Automatically capture leads across multiple channels

® Convert leads to opportunities and ensure appropriate follow-

up
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Marketing Analytics

® Understand the ROI of
marketing programs

® Track which channel is
most/least profitable

® Replicate successful
campaigns in a few simple
steps
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ALL OPPORTUNITIES BY LEAD SOURCE

Pipeline total is $12,990.00K
Opportunity size in $1K
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