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¢/ INNOTAS Profile

<

SaaS Project Portfolio Management for IT & PMOs
Four-person Marketing Team

Relatively Mature Market with Formidable Competitors
First Touch to Sale = 6-9 Months

Typical Cycle Requires 20-35 Marketing & Sales Touches
Inbound Web Leads Have The Highest Conversion

Marketing responsible for 70% of pipeline

THE MARKETING NATION

SUMMIT

Page 3



s servicemax Profile

<

Leading Field Service Management Software Provider

17 person marketing team

Large emerging market (5 Billion) with many competitors

Sell to: SMB (HVAC to plumbing) & large enterprise (GE)

Average deal cycle - SMB <3 months, enterprise > 9 months

Won deals - 36 average marketing touches (leads - deals)

Lost deals 17 touches

90% of pipeline is marketing influenced, 50% sourced inbound leads
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2015 Marketing Priorities

What will be your top areas of investment over the next 12 months?
Please select two.
(% respondents)

Shift to digital marketing and engagement

Customer acquisition programmes

Managing the customer lifecycle
27

Measurement of marketing ROI
27

Acquiring appropriate skills
24

Data analytics
19

Connecting data silos

Other
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Top 4 Digital Marketing Initiatives

1. Insane focus on ARR grOWth w5 v Irevenss T UbliC SaaS Valuation and Growth Rates

14x
@ Workday
2. Care most about non-branded term ™ | s
10x e v i :ahlaau
sx @ Adobe i ® Hubspot
3. Execute multi-channel plans Ex e
. ® Comerstone Marks
4x |
4. Proactively communicate trended r *, i . e o =t
15 Rev Growth

As of March 2, 2015
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Set Marketing’s Goals to Growth

Enterprise

% Marketing-Led 70%

% Inbound 30%

% Outbound 15%

% Teleprospecting 15%

% Referral 10%

% Sales-Led 30%




The Digital Marketing Leader’s
Dilemma

More, High-Quality, Improved CAC

Leads
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Modern Marketing Technology Stack

Marketing Automation
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.11l B2B Mobile Marketina
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Apps [ Reports Chatter

.'ll
Marketo

MARKETING SOFTWARE
Marketing Automation
Consumer Engagement Marketing
Real-Time Personalization
Marketing Management

ABOUT MARKETO
Our Story
Contact
Careers
Leadership
Investors
Partners
Developers
Trust

MARKETING RESOURCES
Definitive Guides
Ebooks
Cheat Sheets

marketina-tanics/h2h-mahile-marketina

Demo

LOGIN | BLOG | CONTACT | +1.877:

Products

Optimizing B2B Mobile

Today's fast-paced business culture is more dynamic and
mobile than ever before. As a result, people are checking
large quantities of email on a mobile devices or tablets
This means your B2B mobile marketing correspondence

may be viewed on every type of device.

From our latest version of mobile email marketing white
paper, we have picked the top 5 tips that you can
implement to enhance your B2B mobile marketing and

optimize emails for all mobile devices

1) Keep your subject lines short.

Engage Buyers with Targeted Campaigns

L

Marketing Automation

Marketo Marketing Automation gives you
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Engage Buyers with Targeted Campaigns
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F!. Marketing Intelligence

The New Marketing , | -
: "Words to live by that will guide you to
E)(ecuu on Re port marketing revenue" - Michael Hienz

Learn the Keys to Success
You will learn from thought leaders on the metrics that

matter and leverage proven techniques.
The 3 Keys
o Learn from thought leaders.

o Metrics that matter
o Proven techniques
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Standard Test and Target
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Real-Time, Actionable, Competitive Insights

Dashboard

Content Stream

Salesforce di
@ dsalesforce Videos
Audio

Conversion ~

The Complete Salesforce & Pardot Microsite for Marketer

Reps sforce.co/1zI3gn2

The Complete Salesforce & Pardot Microsite for Marketers & Sales
Reps

Learn more about how Pardot and Salesforce can help support common
marketing and sales goals in this new microsite from Pardot

& Salesforce @sa
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Amplity Marketing Productivity

Seminal Metric: Digital Marketing Campaigns Per Marketer

Without Captora

555

Campaigns

Digital Campaign Lifecycle: ldentify, Create, Launch, and Optimize
) SUMMIT
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ServiceMax Example: Scaling Organic Search

Organic Traffic Trending
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ServiceMax Example: Inbound Lead Scaling

% of Inbound Leads from Captora

40%

35% //
30% /
25%
/ == % Inbound Leads
20% /
5%
o / ‘
Before Captora 1st Year 2nd Year
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I nn OtaS ) M etri CS T h at M atte r! Captora: First Campaigns - Content Type

First Content Type Record Count
Report 53
Whitepaper 40
Captora: First Campaign Volume eBook 1
50
| 44 Captora: First Campaigns - First Campaign
40 39 First Campaign R(?;S:g
Report - Gartner PPM 2014 - Organic - Captora 53
— i Whitepaper - Agile Portfolic Management - Organic - Captora 27
5 30 Whitepaper - Resource Management - Organic - Captora 8
3 Whitepaper - Integrated Portfolio Mgmt - Achieving the Goal - 3
= 1 Organic - Captora
3] eBook - Scoring - Organic - Captora 1
5 = Various Content - Captora - Organic - Whitepaper 1
. Whitepaper - 5 Ways - Organic - Captora 1
13
10
i - Web: First Campaigns - Oppty Amount & Count -
Traffic Source
2 Q3 FY2014 2 Q4 FY2014 Q1 FY2015 g First Traffic Source Sum of Amount  Record Count
First Campaign Date Website |::j 283
Web T 9
Innotas | | 40
Captora b \ 1
Total foi g 418

First Touch Leads - Opportunities - Pipeline > Wins




Innotas: Metrics That Matter!

Organic Traffic Trending

99:89%99.98%99.96%96.49%95.30%93.34%
277093.98759.90706.49795.30%93.3

100.0%
80.0%
60.0%

40.0%

0:11% 0.02% 0.04% 3.51% 4.70% 6.66%
17 U.027% U.047% =>-9-2 - =

0.0%
Sept 2014 Oct 2014 Nov 2014 Dec 2014 Jan 2015 Feb 2015

I Non-Captora Organic Search (%) B Captora Organic Search (%)
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Innotas: Metrics That Matter!

Organic Captora Leads (% of Total Organic)
9.0%

7.0% 7.7%

7.0%

6.0%
5.0%
4.0%

1,4%
B%
1.0%

0.0%
1st Quarter 2nd Quarter 3rd Quarter (Partial)
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You Deliver Results At Record Speed

# of Paid Leads # of Organic Leads

™ 600 : 120 T
- # of Organic <
Q500 : 100 €
oo Campaigns o
‘5 400 80 g
g— 300 60 g
& 200 40 3
%5 100 20

(@]
** M1 M2 M3 M4 M5 M6 M7 M8 ++

Time

- You can produce Paid Search Application new leads in <2 months
» Strategy: Optimization...increase blended conversion rates by >20%

- You can produce Organic Search Application new leads in <4 months
» Strategy: Expansion...700 Organic Campaigns (new landing pages)




Summary: Tushar Lessons Learned

* Organic takes time....set the right expectations with your
CEO & VP of Sales

* By zeroing in on specific demand signals, conversation
rates will increase

* Organic is all about quality volume

* Paid is about optimization

@ THE MARKETING NATION



Summary: Janelle Lessons Learned

1.[Re] Evaluate Your Needs

2.Be Aqile

3. Know THE Metrics

4. Evaluate the Cost- Worth it or Not?
5. Involve stakeholders at the right time
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Call to Action

* Create a multi-channel, inbound marketing, plan
* Beat your visitor/lead goals
* Track & report conversions by investment over time

* Set goals to beat plan
* 600+ Organic 1:1 campaigns
* 1:1 optimized Paid campaigns across the bottom 50%
* 100% of content investment prioritized and report ROI

* Report results (productivity) to your business case (CAC-based)
« Stop by Booth #615 (a FREE Digital Marketing Assessment)

@ THE MARKETING NATION

Page 27



Thank Youl!

Tushar Patel
VP, Marketing

Paul Albright

2% W1 Janelle Donovan
CEO

@paulalbright @tushar_m_patel

Captora Innotas

Www.captora.com
Sales@captora.com

@SUMM"T Twitter: @ca ptora


http://www.captora.com/
mailto:Sales@captora.com

Thank You!
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