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Case Framework
The Core Mission and What We are Facing



salesforce

Executive Summary

Challenges Opportunities Al Insights

‘ How to Generate Awareness? ‘ Targeting Key Customer Segment ‘ Profiling, Segmentation,
Targeting, Customized User
‘ How to Achieve Customized Experience? ‘ Customer Journey Research Experience
‘ Cybersecurity Threats Detection Tracking,
y y Application of Al Tools Analyzing Conversions &
‘ HEAVY Competition along with: Collaboration with New Brands Live Chatting
il . Leverage Analyst Relations &
| | Leverage Partner Network
: Store |
: Zoho i
i 200m GoogleDCIoud Marketplace
| > i
| -, |
' h‘ Adobe IBM Cloud !




Workflow

How the Einstein brand impacts our customer




Who is our customer?

10M+ hours volunteering
to help others learn

&'/

==

Make the world a
better place = >
Sustainability value

19.5M and Growing!

salesforce

Looking for
Innovative ways to
Mmaximize success =
Innovation value

®_ 9@

100B+ hours
learned on the

R A e A ILHEAD B platform, 100M+
|y Trail Badges
9 s earned

The Trailblazer

Rely on the Salesforce
community =
Trust value




Consumer and Developer Workflows




Einstein App Detection - Productivity Notifications

Notification from Einstein 10m ago

Try the Mopsy App rather than
what you are doing to finish your
project in 25 minutes. This will
Use the Distribution Engine App to increase productivity by 30% and

increase productivity by 15% on your .. .

current project. You can save 20 you Can finish the prOJeCt tOdayI
minutes based on your current

workflow!

g" Salseforce From Einstein



The Customer Journey

Our Team’s Plan and The Salesforce Customer Experience

Awareness Decision Advocacy 4
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| sﬁgmﬁﬁéﬂ“'s't"’” | _ Decision Advocacy

I The H I Al Platform Options
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| The What | |
| Campaign Tactics: I Q<II'. Lead Generation =) Segmented o £ Lead magnet: ROI calculator 4 Email + LinkedIn
I Outbound Marketing I N [[78 Messaging * and Analyst reports + cold calls I
L e - J
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Primary KPIs:

The Outcome J imeline:

| O | Budget: $35,000 Top of the Funnel leads: 500 - 1000 N
| ROI | 4-5% CTR & 10,000 - 20,000 TAL ee =




e | 1
| @Tgoaghv e Salesforce Customer Experience
(D) goomerscvision | RS Decison Advocacy
L — — I

| __ TheHow I

) Leveraging . 225 Model-based list %‘ Target Account List by <0\ Segmented |

' A Insights I = Prospecting M scoring Purchase likelihood 000 Targeting |
Einstein App

Detection m )

— Activity Scorecard Leadspace

Component App Targeting App

This will
be quick!
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|@ Fs N Our Campaign using Al Insights
| e o] Awareness JNBeEsoR)  Advocacy
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I I | Al Platform Options

The How I >~ Google Analytics o i | @) instei

- (K Al driven chat einstein
I Leveraging ‘ Tracking/Scoring & Track KPIs support |
| Al Insights I | '
| Demandbase
L Y - ___ _
—re—————— _i_ —————————————————————————————— -
| The What
| Campaign tactics I —— Platform Navigations & Training @ Pricing Options (@@Q Sales team outreach & I
— feedback collection

I Lead Nurturing I Support ' ' I
L e e - J
———————— —— o —— —— —— —— —— —— —— —— — —— — — — —— — — =

The Outcome Primary KPIs:
| I Budget: ~$5000 Maximum Conversion from MQL to SQL Timeline: Week 3+ |
ROI | 100-200 SQLs: Assuming 20% MQLs qualify |




: The Why : Salesforce Customer Experience
Maximum conversion

| from MQL to SQL

e —

The How : . |
i I -(|-3 OO‘E-IG A}r;alyt! " % Track KPIs Al driven chat
Al Insights I Q Tracking/Scoring support |

_______________________________ i

LU/ A
Einstein App M

Detection
Wow,
Salesf
— Google Analytics Liveperson Einstein Bots acaez (d)gce

Plug-In App Al Chat App App that!




P l Our Campaign using Al Insights
T e | ATEICHES: Decision . Advocary
J

Al Platform Options

Setup App Data Al Recommendation System: EINSTEIN RECOMMENDATION

|
| | I
|
\ The How I sss User & App based Al Predictive ! |
I . S$F  Streams: Usage : | BUILDER
I Al Insights I Le- patterns, pain points W gglrl)asblcr)gﬁ;l;/fylzl:tde&ng using Al Modeling | P |
l | CloudSense
L o o ) —_ e — J
————————— _i_ —————————————————————————————— |
The What 5 _ {e}
I : . I App Recommendations 8%8 Anti-Churn Offers 8 & @ Client Prioritization I
Campaign tactics I @ D ah & I
________ b ]
————————— _i_ —————————————————————————————— -
I Primary KPlIs: I
| The Outcome I Budget: ~$3500 Pipeline & Account Revenue Timeline: Week 7+ |
I ROI I Increase in NPS I
L ]
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e | i
; @ Goal: | Salesforce Customer Experience
| |

Increase the CLV / o
L — ]
———_——————— _i_ ———————————————————————————————
| \ The H.ow | SSS Setup App Data Streams Al enabled Recommendation Al Predictive
| Al Insights I Le =~ System Modeling |
L e - J

Einstein App
Detection

— Recommendation Listfit App
GPT App

Einstein,
we make a
great
team!




.8 ' (

salesforce ,

Strategy

Events, PR, Privacy, and Salesforce Values



PR Strategy

Digital In-Person [Partnerships & Testimonials]

PR made
simple!

salesforce

AI Apps to Consider}|

CISION

Media Tracking

<O

Meltwater

Sentiment Analysis

BRAND24

Analyzing Conversions
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Risks and Mitigationw

Operational and
Compliance

Technical

‘ Integration Complexity

‘ Cost Management Data Security

@ Customization Limitations @® Vendor LockIn @® Regulatory
' Compliance
‘ Performance Variability ‘ Support and
‘ ROI Realization Maintenance

@ Data Portability @® Training and Adoption

© donesate 4 magicfuse & CapStorm




Executive Conclusion

Al Insights / Methodologies

A Al Platforms / Apps: Budget
that were utilized:
3 9 ainstein EINSTEIN RECOMMENDATION Q
BUILDER @ g
Al-driven lead A/B Testing Customer [/ App
Scoring Proflllng 16 3 m\
E E E Data} Demandbase.  cj,,dsense Total Campaign Budget: ~$43,000
CISION BRAND24 Meftsc)ter + $1M for Al Implementation

Platform usage Al enabled Modelling for

pattern Recommendation

Churn prediction

identification System




Our Campaign x Salesforce Values

@® Innovation at the core
@® Customer Success exemplified
@ Trust is proven by Salesforce brand and testimonials | Productivity
® Equality among app developers and users

. 6
@ Sustainability through your business
' SO SUBEEEE [[ Sustainability 4 &

Innovation







sources

Salesforce Facts and Figures - Link

Salesforce App Exchange - Link

Einstein Capabilities - Link

Key Player of the Cloud Market Service Industry - Link
Risks of Organizational AI Adoption - Link

Security and Data Concerns with Al - Link

Forrester Report - Link

Business Research Center, UT



https://www.salesforce.com/news/stories/salesforce-company-facts/
https://appexchange.salesforce.com/
https://www.salesforce.com/eu/products/einstein/features/
https://www.statista.com/chart/18819/worldwide-market-share-of-leading-cloud-infrastructure-service-providers/
https://utexas-my.sharepoint.com/personal/rsb2667_my_utexas_edu/Documents/Working%20Deck.pptx
https://www.ibm.com/blog/security-ai-automation-protecting-against-data-breaches/
https://www.salesforce.com/form/appexchange/forrester-wave-2023-report/?d=cta-body-promo-43

