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Welcome to Microsoft
Dynamics Marketing!

Microsoft Dynamics Marketing helps you plan and execute effective
marketing campaigns to reach your customers and build your sales
pipeline. It gives you the tools you need to measure how your
campaigns are performing.

This eBook provides a visual overview of major Dynamics Marketing
features together with links to online Help topics that provide
detailed instructions.




navigate quickly with tiles

After signing in, choose Home in the navigation bar to see tiles for the marketing tasks you do every day.
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Get more details in Help
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http://go.microsoft.com/fwlink/?LinkID=399110

explore marketing execution

Under the Marketing Execution tile, for example, you'll find tools to help you set up campaigns, manage
leads and contacts, create marketing lists, oversee marketing events, work on your marketing plans, and

more. The navigation bar updates to show a breadcrumb with the path to your current location, which is also
highlighted in the menu.
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Get more details in Help @



http://go.microsoft.com/fwlink/?LinkID=400658
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build automated campaigns

Create a campaign by dragging and dropping activities to a canvas and arranging them in the order you want
them to execute. You'll find the campaign visual designer under Marketing Execution > Campaign
management > Campaigns. You can even configure and create entities on-the-fly while you work here.
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Get more details in Help @



http://go.microsoft.com/fwlink/?LinkID=399102

prevent email fatigue

Sending people too many marketing emails can annoy them and reduce your open or click rate.

Dynamics Marketing can limit the number of emails customers will receive during a given campaign or
program. You can enable this under Settings > Rules and Models > Cross-Campaign Rules.

CROSS-CAMPAIGN RULES

New

Active 7]

Company * | Fabrikam Inc

Name * | Maximum of 3 promotional emails in 7 days
Program Footwear & Apparel

Campaign

Cross-Campaign Rule Policy

-

Number of email me...* | 3

Duration =117

Get more details in Help

Created by
Start Date
End Date

Description

* | Arthur Peltier Fabrikam Inc

« [ 8/1/2014 12:00 AM ®

9/1/2014 12:00 AM ®

Footwear & Apparel (program-level rule): Maximum
of 3 promotional emails in 7 days

O,


http://www.microsoft.com/en-US/dynamics/marketing-customer-center/create-cross-campaign-rules-to-prevent-spamming-of-customers.aspx

plan the media for your campaign

Determine what media you want to use to promote or advertise your product. You can associate the media
with a campaign, so you know the impact of what you spend.

Interval :VMonth_ Y
OCRSNONGEONONCONGNUNORCNCONORORONONE)

[Drag a column header and drop it here to group by that column,
[ | Media Description Expense Account Cost| TotalQty| TotalNetCost | | Nov-2014| Dec-2014| TimeZ
8 Apparel Fashion Ma... Ads in Fashion Maga...  Media Expense $§5.00 114 §570.00 S0 24 Centra
I} Daily Newspapers Newspaper Ads Media Expense $10,000.00 230 $2,300.00 150 80 Centra
0 Radic Outlet Radio Ads Media Expense $100.00 300 $30,000.00 150 130  Centra
) Television Outlet Televisicn premoticn Media Expense $§2,500,000.00 12 $30,000.00 8 4 Centra
C Website Outlets Website Promotion+ Media Expense $1,000.00 40 $40,000.00 20 20 Centra
() Qutdoor Ads Vendor Qutdoor Ads Media Expense $2,500.00 30 $75,000.00 10 20  Centra

Total 726 $177,870.00

Get more details in Help



http://go.microsoft.com/fwlink/?LinkID=399108
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qualify leads with scoring and grading

Quantify intent to purchase by scoring and grading leads, and make sure the sales team doesn’t waste time
on people who aren’t ready to buy. You'll find lead scoring rules under Settings > Rules and Models.

Microsoft Dynamics Marke ECLNGEEAN Rules and Models v

PROJECTS MARKETING EXECUTION ASSETS & MEDIA BUDGETING PERFORMANCE -

SETTINGS

My Company Campaign Management Media Rules and Models

E Company Settings Virtual Teams Phone #s Fd Result Types Markets Lead Scoring Models
| —
I Channels m Staff m Source Codes Postal Codes Lead Assignment Rules
< E Departments E Teams Campaign Templates % Day parts Approval Templates
E Divisions m Offers Approvals
ﬂ Locations ﬂ Email Marketing Plug-ins Response Models
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Get more details in Help @


http://www.microsoft.com/en-US/dynamics/marketing-customer-center/manage-leads.aspx

identify the best leads

Score leads based on behavioral factors like responses to email campaigns, event registration, or number

of website visits. Or evaluate leads based on demographic factors like company size, industry, or the

person’s role.

New Rule
Condition

Field

Where

Action

Update score with:
Devaluate By

Score Range

* | Landing Page

For Each Submission

Min 0

Points

Max

L4

Any

Submit

Get more details in Help

New Rule

Condition
Field

Values

Where

Action

Devaluate By

Score Range

Update score with:

* | Email Message v

Is In Set

Event invite %

Start typing or press the Down Arrow key

* | ForEach Click v
Points
Min 0| Max
Submit | |

A

New Rule

Condition

Field * | Event | | Any v

Where ® | For Each Registration A

Action

Update score with: 10

Devaluate By Paints A

Score Range Min 0| Max 100
Submit | | Cancel

O,


http://www.microsoft.com/en-US/dynamics/marketing-customer-center/set-up-automatic-lead-scoring.aspx

define when a lead is ready to buy

Control which leads are passed to your sales team by setting the score needed to flag a lead as “sales ready.”

Grades @ @ @

| Grade | From | To | Sales Ready Grade

Get more details in Help @



http://go.microsoft.com/fwlink/?LinkID=399105
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sync data with Microsoft Dynamics CRM

Have the marketing and sales teams work on the same information by syncing accounts, contacts, leads, and
campaigns between Microsoft Dynamics Marketing and CRM.

Marketers can use data
from the sales team to
pursue activities that help
move leads forward

Microsoft Dynamics Marketing My Microsoft Dynamics CRM

A sales team can use the
data from marketers to
focus on the prospects
that are most likely to

\ / result in sales

Get more details in Help



http://go.microsoft.com/fwlink/?LinkID=399106

collaborate with your marketing team

Share files and marketing assets with your team, and route approvals to put campaigns together quickly.
You'll find tools to track and manage assets, media, and more under Home > Assets & Media.

APPROVAL REQUEST [3 AcTVATE [ VALIDATE
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Get more details in Help



http://go.microsoft.com/fwlink/?LinkID=399107
http://www.microsoft.com/en-US/dynamics/marketing-customer-center/design-a-graphical-approval-workflow.aspx
http://go.microsoft.com/fwlink/?LinkID=399107

collaborate with your sales team

Salespeople working in Dynamics CRM can be even more effective when they know exactly which marketing
communications are reaching their sales contacts. And because they know their contacts best, CRM users can
even sign into Dynamics Marketing to add or remove individual contacts to or from campaigns.

Jonathon McGuire

Microsoft Dynamics Marketing ﬁ Marketing Execution v Marketing Database v

Accounts Seller Portal @
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Get more details in Help



http://www.microsoft.com/en-US/dynamics/marketing-customer-center/use-the-seller-portal-to-see-and-manage-which-messages-are-reaching-your-contacts.aspx
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get a quick visual snapshot of your info

You can tailor your home page to show charts, graphs, and maps with the info you care about most. For
example, you can see a list of tasks with their due dates, or the number of leads or opportunities you're

working on.

Microsoft Dynamics Marketing

Welcome Arthur

Add Components

My Tasks Q0 Y X Job Status oY X
Go

Due Assigned By £ - i

513 ive desig..  Dante i -

.. i o |

515 Dante -

5115 ew.. Arthur Peltier Fabrikam.. '

515 Elliot Freese -

Lead Performance QDY X
Filter on Rep v | Value Arthur Peltier Fabrikam Inc
Dates All v | Start 5/1/2014 End 5/31/2014

| Go Clear

Get more details in Help



http://go.microsoft.com/fwlink/?LinkID=399110

gain greater insights through Power Bl

Get meaningful insights by using familiar Microsoft Excel tools with the help of the Power Query for Excel
add-in for Microsoft Dynamics Marketing. Use the sample analytic worksheets as a starting point. Then, adapt
them to monitor the performance of your marketing efforts.
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http://go.microsoft.com/fwlink/?LinkID=399109

Thanks for reading!

Did this eBook help you?

We'd love to know what yoﬁ think.

Version 16.0
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