Project Portfolio (Use Cases)

Business Pillar:
Advanced Analytics (Customer 360)

Goal:
Create an integrated data architecture (executing directly with IT) and a series of
consolidated customer reporting dashboards.
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Data & Analytics: Data Model
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Data & Analytics: Dashboard

SFMC Performance Dashboard

Campaign Country Campaign Type Campaign Name Campaign Start Date
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Campaign Performance Table
gztn:mlc Campaign Type Responses MQLs Won Opportunities Y faimis Conver::;: Opportunities/Lead
1/1/2021 Conference 0 0 0.0%
Digital Ad Display 2 0 0.0%
Digital Ad Retargeting o o
Email 329 Z 27.3% 27.5%
Email Nurture 27 (/] 0.0%
Email Promo Offer 0 el 75.0% 70.0%
ISC Initiative 12,638

97 75.2%

Metrics include:

» Contacts

» Converted leads

» Dynamic conversion rate
* Leads

« MQLs

» Opportunities

* Opportunities/leads
* Responses

» Won opportunities
» Campaign country
» (Campaign type

» (Campaign name

» Campaign start date
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