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What weoOl |l <cover Marketor

» Detalled tracking of web visitors and views

A Evaluate impact of Marketo campaigns on website traffic

A Analyze the web behavior of different target segments

Conversion tracking by marketing channel

A Compare efficiency of email vs. website vs. CPC vs. word of
mouth
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Why is this important Marketom

» Campaign Success Indicators

A Primary: Conversions, Lead Score, Interesting Moments
A SecondaryDelivery Rate, Opens, Clicks

» Key Questions Remain
A Which communication channels converted the best?
A What messages / offers / channels were most effective?
A What content are visitors indicating is most interesting?
A How can results be improved?

© 2010 Marketo, Inc. Marketo Proprietary and Confidential Page 3



A bit about Googl e wvreey

» Websites with Google Analytics installed place
tracking cookies on the hard drives of visitors

&4 Visitor

€ Session (2) Google Adwords
Auto Tags URLS

%) Segment

& Campaign (_utmz)

www.marketingsolutions.com
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Taggi

ing URLs in this fashion enables  Maretos=

detailed visibility of traffic and pageviews

+ Examples

A
A

A

Which campaigns, ads & keywords drove the most website traffic?
What pages did visitors find most interesting?

| 26 RAR OGAAAU2NAE FTNRY Ol YLI A3y
OF YLI A3JYy a. €K

After they landed on my website, what paths did my (campaign)
follow?

How much revenue was generate by campaign?
What were my conversion rates for goals and orders?

What was my average order volume by campaign?
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Tagging URLs in Marketo campaigns  Warketoz

+ Using these same parameters to track your Marketo
campaigns provides deep visibility into campaign
effectiveness

%:ii Website
MARKETO e SMal
— CPC
(Example) —
S h a r e
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Exampl es: Tagged U Rrind .

Website Info.example.com

emaill Info.example.com?utm_source=Marketo&utm__
medium=email&utm_campaign=Sept-Newsletter

WOM Info.example.com?utm_source=Twitter&utm_me
dium=WOM&utm_campaign=Great-Whitepaper

CPC Info.example.com?utm_medium=CPC*

*With auto-tagging enabled, this value will be ignored in Google
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Define custom segments in Google Marketolzo

~
GO()gle Ana I ytiCS Mghclitfsema gmall.com | Settings | My AccountfHelp | Sign Out
: Ao et

%% Dashboard - < = 6ot

1o Intelligence =

A Visitors Dashboard Sep 6,2010 - Oct 6, 2010 -

<2, Traffic Sources

[J Content —T—
B Goals A Visits - -'--'-"-'ﬂ‘ [=

' Ecommerce .I ‘N/\—‘N J\_\/\\__,\Jv\/\\d ;

[l Custom Reporting o

Sep o Sep 13 Sep 20 * 7 D«4
My Customizations -
(i} Custom Reports
(©) Advanced Sagments
Ls_inteligence Beta
=1 Emed oA 979,386 Visits ¥ 37.70% Bounce Rate
WAt 7.066,858 Pageviews 00:04:11 Avg. Time on Site
Help Resources
(2) About tris Repart T 7,22 pagesiVisit T 54.01% % New Visits
() Conversion Unéversty
(@) Somon Sosbrs [ mapovery |
40,000, 40,000

10,000 20,000 w

657.254 Visitors

view report view report
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Define custom segments in Google

Marketo(=

USER SUMMIT

Google Analytics

Anatics Settings | View Reporis:

%% Dashboard

Lo Intelligence **
A Visitors

2, Traffic Sources
[J Content

= Goals

W Ecommerce

[l Custom Reporting

My Customizations
[l Custom Reports

(@) Advanced Sagments
Lo irteligence Beta
[ Emadt

Help Resources

(7) About this Repart
() Conversion Universty
() Common Guestions
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~
highcliffsem@gmaidl.com | Setings | My AccountHelp | Sign Out
~ T -]
Export v |53 Emad | Advanced Segmants: |-M—Vis¢s -!‘
Default Segments Custom Segments
Advanced Segments otitcanlin b drind
Selecty g i |4 anvasits Al
p to four segments by which to filter }
your report O] New visitors
[ Returning Visitors
|[J paid Search Tramc
Create a new advanced sagment ) Non-pald Search Traffic
nts [ search Trafic
|[J Direct Trame
0] Referral Traffic I | :
el
Dashboard Sep 6. 2010 - Oct 6, 2010 ~
~" Visits = Graph by ;n.—‘ [
Sap® Sep 13 Sep 20 Sep 27 o4
Ay 979.386 Vvisits % 37.70% Bounce Rate
St 7,066,858 Pageviews 00:04:11 Avg. Time on Site
7.22 PagesiVisit 54.01% % New Visits
v
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Define custom segments in Google Markztorm

GOOS'C A na | yt ics Wighclifsem@gmail.com | Settings | My Account] Help | Slgn Out

Manage Advencad Segments s Creats Advancad Segment

B e to il Out of a total of ? visits... Test Segment
Cliistview

» Visitors |

fvl‘lam:Sollcn | Lo

g owe ) MCER )
g e and
g - | [e—

o] macomen |
®_ ..this segment matches ? visits Test Segment

o MECTEI
of swe L
o EEE T 4
= = Name segment: | | [ Create Segment | [ Create and Apply to Repont | Cancel
» Site Usage
» E-Commerce

+ Comtent
» Goals

Diag and drop dimensions and metncs
mio the boxes to creste a vist segment

Leam More about Advanced
Segmentation and how 1o build & custom
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Traffic Sources Marketo(s

Which sources, mediums and campaigns drove the
most website traffic? How do they compare?

58 Dashboard

Lo Intelligence % Traffic Sources by:
A Visitors Source, Medium & Campaign

%, Traffic Sources

AN Visits = rapht u - =
Crverviewy
o,
Direct Traffic e /°"\’\.- ._,/ \’\ e —_— P
.\t—' Aug 12 .\/./ Avg23 ; \'—o/ Aug30 \\‘_'—'ﬁ.—
Feferring Sites ) o — B
All traffic sources sent 2,431 visits via 93 sources and mediums
Search Engines Show  Source Medium
) e TR GoalSet1 GoalSet2  GoalSet3 views: Bl @I 2T
Al Tratfic Sources -
" Tr -”“ . Visits Pages/Visit Ayg. Time on Site % New Visits Bounce Rate
2431 3.27 00:03:08 69.31% 46.89%
HE:‘:,-'WDr'dS % of Site Total: 100.00% Site Avg: 3.27 (0.00%) Site Avg: 00:03:08 (0.00%) Site Avy: 69.40% (-0.12%) Site Avg: 46.89% (0.00%)
. SourceMedium None ¥ Visits b PagesiVist Avg. Time on Ste % New Vists Bounce Rate
Campalgns 1 620 374 00:03.01 67.26% 3113%
. 2, 619 389 00:0345 69.79% 44.75%
'ﬂl'd I'l.l"ErSIl:lnS 3 3 134 00:00:30 U7 67% 85.38%
EE‘[ 4 145 m > 00.00.00 9517% 9931%
I%A([Wﬂr{lﬂ a 5 59 253 00:0234 79.66% 4407%
6. 59 419 00:06:54 169% 3051%
D C'} "tE "t 7 55 535 00:04:02 40.00% 4545%
8 52 410 00:04:31 40,38% 50.00%
P Goals 9 » 247 o001:38 a7.36% 061%

10, 3 585 00:10:32 253% 2632%
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Top Content Marketo(s

How many visitors to my most popular pages resulted
from the nFall 2010 dri p ema

5E Dashboard

1 Intelligence ™ Content Views by
A Visitors Source, Medium & Campaign

=, Traffic Sources
# Pageviews - vopn vy EN B
B Content v
CErYiEwy °
o\ /\
Top Cortent — 2 A2 N r—ge—e oy O i
L 28 pages were viewed a total of 48 times in the "Marketo Email" segment
Cortent by Title pag 9
Contert Drild
onte FI0Ww' M
Pawios )| UkuaPogmions )| SRTTINCNN ©) Bomcofus 0 XA 0tk
Top Landing Pages Somber 1, 0048 | Sopumta 1 201037 | SOBTEN 1,200 Sugunta 1,200, | Soa 1,200 Seprkort, 20
. Page fione ¥ Pageviews Ehie (I Ava e on Bounce Rete % Ext $index
Top Exit Pages = P Pae
1 -y 8 4 00:00:23 0.00% 000% $1250
Si‘tE ':"'."E-'I"a'y' 2 5 3 00:0234 100.00% 2000% 3833
3 4 2 000514 $0.00% 50.00% $2500
- 4 3 2 00:08.05 100.00% 3333% $0.00
E{ Site Search
s 3 2 00.00:28 0.00% 3333% $1250
6. 2 2 00:05:21 0.00% 0.00% $37.50
% Event Tracking 7 2 ' w003 ocon s000% $00
8. 1 1 00:00:06 0.00% 000% $2500
9 1 1 00:00:08 0.00% 0.00% 3000
P Goals
10 1 1 00:00:09 0.00% 000% $25.00
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Top Content: Segments Marketolrs

Relative to other segments, how did visitors behave on
my pages (time on page, bounce, exit, etc.).

5E Dashboard

Ji_Intelligence " Comparisons by
A Visitors Source, Medium & Campaign

=, Traffic Sources

B Content
Overview e e
Top Content 288 pages were viewed a total of 8,194 times in the "Marketo Email" segment
Cortert by Title Page None Pageviews ¥ WW Ava.mp.: e o Soa N
I:Dnterrt Drl"dl:l"."'."l'l 1,901 1353 00025 038% 2883% $1223
T|:|F| Land""g Pageg a2 “e 00:01:34 3753% 2027% $13E0
* of Total 35.35% 097% 985% 2355% 0.30%
Top Exit Pages i S
i 276 00028 3125% E-REE S 870
Site ':"'."E-'I"a'y' & 70 000046 2857% 4524% 3928
*s of Total 22.52% 5% AT 2% E57% 1557% n
%{ Site Search it
%4 %8 000122 3579% B0% 325
124 94 0m 3% 37 90% $10%0
% Event Tracking o Tota sor s25% wax  arem
4 >
F Gﬂals 302 248 00.01:25 S8.06% BTN 878
1% s 000230 Q255% HAN% 12
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Top Content: Navigation Paths Marketo=1

How did visitors get to a particular page and where did
they go next?

5 pashboard

Ji_ Intelligence ™ Page Views by
A Visitors Source, Medium & Campaign
D Er ey
Direct Traffic i aunty B==
Referring Sites )
Search Engines ' /\ /\ /’\
All Traffic Sources =0z s ey .
p— e
Campaigns 33.33% Entrances 20.00% Exits
Ad Wersions 66.67% Frevious Pages 80.00% Next Pages
& AdWords "2 e e = -
339% s000%

[] Content
F Goals
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Capturing channel in Marketo: Step 1 Marketors

-l."
Marketo*

Hidden fl'EId form Form properties

This form is not used on any pages

v IM Type:
First Name: [abl irnaid:

Last Name: [zbl Industry:

[sbl Inferred Cormpany:

Email Address: [abl Inferred Courtry:
[$ Internet 500 Rank:
w |z Partner (L}

Phone Number:

Job Title: Jaoh Title:
~ June 2005 Weh Email:
Company Name: Last Marme:

[abl Lead Rating:

( [stl Lead Source:
ey

w List Source:

&3 Main Phone (8);

&3 Main Phone (L

[sEl Main Phone:

[iZ: Marketo Sales Insight Welcome Counter:

bl Middle Marne:

& Mobile Phaone Number:

[Z° Monthly Call Yalume (ay;

[Z° Maonthly Call Yalume:

~ Metwark Config (A)

¥ Network Config:

¥ Metwork Routing (A

¥ Metwork Routing:
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Capturing channel in Marketo: Step 1 Marketors

-l."
Marketo*

Hidden field form

This form is not used on any pages

First Name:

Last Name:

Email Adidress:

Phone Number:

Job Title:

Company Name:

© 2009 Marketo, Inc.

Form properties
¥ M Type:
[l irnaid:

[sbl Industry:

[sbl Inferred Cormpany:
[arl Infarrad Cannte

Hidden Field: Lead Source (LeadSource)

Value may be fixed or dynamic based on the URL or a cookie

Default Yalue: [Website

Get Dynamic Value: |Get Yalua from URL Parameter

Parameter Name: * |utm rmedium

unter:
& Mobile Phaone Number:
[Z° Monthly Call Yalume (ay;
[Z° Maonthly Call Yalume:
~ Metwark Config (A)
¥ Metwork Canfig:

w Metwork Routing {43
~ MNetwork Routing:
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Capturing channel in Marketo: Step 2 Marketorn

My Marketo Marketing Activities Design Studio Lead Database Analytics

zlest Smart List Flow Schedule Results

@hew v ) Campaign Actions ¥ b Viey Campaign Members

Drag flow actions from the right

G Change Status in SFDC
9 Convert Lead

1 Create Task

& Detete Lead from SFOC
@RmvefromeDCCu
=P Sync Lead to SFOC
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Capturing channel in Marketo: Step 2 Marketorn

My Marketo Marketing Activities Design Studio Lead Database Analytics

zlest Smart List Flow Schedule Results

@rew v ) Campagn Actions v B Viewy Campaign Members

A Collapse Al % Expand AS [ Auto-Save: Sep 19,1232pm
Find
S 1-Addto List R —— =
g Add Cho 25 Flow Actions
e <3 Addto List )
Choice 1 ¥ @mmvu
If: | Lead Source Bl s B4 Email O & chorie Riverse Sa0s
; : —8 ¥ Change Score
List Name: | List containing campaign members who converted by email M B & Detete Lead
Cholceow (& Interesting Moment
If: gegdga:ce i] B H E)PC—Qi' 3 Remove from List
List Name: | List containing campaigh members who converted by CPC E] (%] 3 Request Campaign
Choice 3 ¥ ggﬁ
If [leadsowce |5 Bl wom On Owet
List Name: | List containing campaign members who converted by WOM H a =&Y Salestorce Actions
G Addto SFDC Campaign
Default Choice ) Change Owner
List Name: | List containing campaign members who converted by direct/SEOtraff[LE] G Change Status in SFDC
5§ Convert Lead
17 Create Task
& Delete Lead from SFOC
@ Remove from SFOC Cat
& Sync Lead to SFDC
&5 2|
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Track conversions by channel Marketolzo

Campaign This Week | Life-to-Date | Over Target
Conversions (or Month) Lead Score

Channels
Website 7 65 14
Email 22 110 27
Social Media 3 37 15
CPC 7 20 6
Total 39 232 62

Establish a perpetual record of conversions
by campaign / channel

© 2009 Marketo, Inc. Marketo Proprietary and Confidential Page 19




Desigh custom parameter values Marketo(zs

Channel Type Channel Campaign
Website Google Offer / promotion
Email Yahoo Drip program
Social Media MSN Sales Insight email
CPC Marketo Banner Ad Name
Partner Salesforce Text Ad Ttile
Industry Media Pupllcatlon Name é
Event Tywtter
& LinkedIn

Facebook

Vd

e
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Checklist Marketolen

Confirm Google tracking code installed

Marketo form lead source by parameter

l RR LI N YSGSNR (2 @&2dzNJ | w]
A Source, medium, campaign

Define custom segments in Google Analytics
A Source, medium, campaign

Define campaign / medium lists in Marketo
ALYOfdzZRS G! RR (2 [Aalé¢ Cft 2
A Key off value in lead source field
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Still want a better view? Marketo(zs
Establishuser-d ef i ned segment

e f or t he more t

* View visitor web behavior by custom attribute
A Job Title
A Company
A Industry

» Howc setVar and supersetVar

A http://www.googlelytics.net/using-setvar-
utmsetvarutm_setvar-for-custom-segmentation/
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~ Thank You!
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