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Hvem er jeg?

GTM Lead Marketing and Customer Insights

Microsoft MVP innen Business Applications

10+ ars erfaring fra IT, fra intern support, til
intern CRM-ansvarlig, til konsulent, til
radgivning og lgsningsdesign

Har jobbet innen finans, retail og event-
produksjon med mer.

Do what matters



@ dVd nade Do what matters

Future of
Marketing

Hvordan formes Dynamics 365 Marketing
fremover?

N
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Typical situation

Companies don't Digital and physical Inability to engage Multiple Unlock and

know their experiences are in moments that departments are transform your
customers in an disconnected matter creating siloed data to engage
actionable way experiences customers with

clear intention
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DATA....

THE PROBLEM IS NOT
FINDING DATA, IT IS
FIGURING OUT WHAT TO
DO WITH IT

Dear 3,749 pé

av's the End of the .
K'n<s>w it” the day of the Brexit vote
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Totally normal
podcast
episodesin
2021:

- NFT’S WILL MAKE YOU RICH
- billionaire astronauts
- it just keeps getting worse

@ Spotify:  #SPOTIFYWRAPPED




Hva
pavirker
0sSS?

Hva vil “kundene” ha?
Hva stgtter platformen?
Hva kan vi oppna?
Hvordan skape verdi?

©2022 Avanade Inc. All Rights Reserved. <Highly Confidential>

Understand your
customers to
personalize and build
relationships

Hvilke kundereiser er relevante?
Hvilke opplevelser skal vi skape?

Orchestrate proactive
experiences to create
raving fans

Hvilke opplevelser er best?
Nar skal kundereisene skje?

Engage in ways that
are personally
relevant

Innhold som engasjerer?
Relevant kontekst?

Do what matters



History of Marketing

2018 2019

April: Marketing Public Preview Release Wave 1 and 2 features.
June: GA. «  A/Btesting

Design  Summary  Insights

Marke Marketing Emaik Designer
B Announcement for Home Buyers Email
+ New [ Descivsle (@ Checkinemon B Seremiempiste () Reiresh Announcement for Home B... Hi ffzontact fullnamel! Here | </ © A/B Test + New B <> " 5 Marketing Tip2 <> v
ubject rom b
= name
Minkerurn mavkating mail Minimum marketing mail = v = Designer | HIML | Prevew + o ¢ 7
Draft N
Happy Birthday! - e A
Deigner | HTML | reve . o - B PRy y! Toolbox Properties Styles
bighis ey ks Ireracions — T2 Bodytest & Forward to » trisnd | View in broiwser _—
Toolbox Properties Styles S =
8od,
Customer journey From Tox Responses over time 4 Content blocks .
9 spsp0e 3 Source
Text B e
Announcement cdnazweedgeneve /> [b
Waiting for Registrations! W oo Batton

Hi {{contact fullname}}

B vorteton poce || [@ £

{{#if (eq contact.address1_country 'USA'J}}

Registrations are open now in USA I
[ — Opened (o) [Ep— . Registation Link Link
23 {{else if (eq contact.address1_country IND'} >
Registration are open now in India
Registration Link
Hard bounces Alignment
“+ Opened (iotal) -+ Toual chcks ny
{{#each Contact.address1_line1}}
o {{this StreetName}} )
ot [ise— ] Height ()
Top 10 links T |
v | Uinktexnt Link URL Clicked (uni Total click 378 x 60
Width (px)
here g/ e 2 3

)
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Waves of innovations

2020

Multi-channel content
engagement

2021

Al powered real-time interaction
management

Dynamics 365

2022

Enterprise orchestrations
capabilities

- New ave [ Save & Close 3 Send @ Go O Refresh A
@ _ ) - Read-only This record's status: Live
~ = < Your flight cancelled = vt Save v B Tes = 8
@ Home
© Recent o Contoso 3000 announce @ Home ] Full Retail Engagement Journey .
D Recen
View as Sarah Watson
2 Pinned e Text message sender > 150 14%
o J Customer engagement 5 Text message
HTM Preview Insights  Summar, Related tal inflow Goal mplished

My work Detigner - . ! oy, e +1(208) 555-0112 Toll-free ‘

#2 Journeys
D Getstarted Subject {} Fom | B 100 Analytics  Properties

®  Analytics Message e e
¥ Dashboards X - ] g text message

= - ear customer. Spring Jacket Promotion [2021] Spring Jacket Prom

O Tk . &

Audience lizati b © Physical Store Greeting
£ Appointment Passenger name : {{fullname}} Personalization

160 x 60 &) Segments ) Sarah Watson
& Phone calls Booking code - {{Booking codel] Data source Change = g 150
a = i
Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed et _ Contact
Customers 5 e it AR Your flight {iflightnumber]} {ifiightdate}} {{From}]{Tol} has been L &3 Preferred loyalty program (Loyalty 0 Aher
& Accounts = Emails cancelled program) been cancelled. Wi-fi logon
&
L@ I 18338511075
R Contacts B Forms We have added 500 points to your loyalty program: {{Program Namel] Program Name 500 points to yor I e
n

£ Segments Label

{J Mobile push 0D & e Hey ({firstname]}! Great to see
B Marketing lists P N l you

| & Text message ([rogrem Tame

Marketing execution
<3 Customer journeys.

1= Marketing emaits

Lead management
€ Leads

[ Lead scoring models

i Morketing

Social media

[l Webpages

Assets
W Library
I Templates

I Redirect URLs

avanade

Default text

Letter case

0] Cancel
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55 ()

C

Physical Store Greeting

o .
B Fhackage picked up

()

Do what matters

ackets are on the second floor
oft after the stairs. Let

any of our sales associates

know if you need any hel

8



Real-time marketing only:

Real-time journey orchestration
Real-time triggers

Custom triggers

Trigger on change to Dataverse
Orchestrate to leads

Power Automate integration
Advanced real-time segmentation
Al-powered optimization
Advanced analytics

Brand profiles*

Text (SMS) messaging

Push messaging

Real-time marketing

Outbound marketing

AN NI N NN Y N N N N NN

Outbound marketing only:

v" B2B capabilities, e.g., Lead Scoring*,
Forms*, Pages
Shared capabilities and services v" Social Posting
v" Custom channels*

*This capability will be in public preview and/or generally available in Real-time
marketing within the 2022 release wave 2, October 1, 2022 — March 31, 2023.
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https://docs.microsoft.com/en-us/dynamics365-release-plan/2022wave2/marketing/dynamics365-marketing/planned-features

Hva skjer
fremover?

T N
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Dynamics 365
Sales, Marketing, @
Customer Insights Understand | Orchestrate
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Customer Experience Platform

Deliver end-to-end

experiences across the entire
customer litecycle

r 7

= P
LRJ ‘:‘l’_ —-El
Customer Data Orchestration Activation
D365 Customer Insights D365 Marketing Microsoft Advertising

Azure Purview Microsoft PromotelQ
Azure Synapse Analytics D365 Commerce
Microsoft Clarity D365 Sales

Power Bl D365 Customer Service

é@ ava nade ©2022 Avanade Inc. All Rights Reserved. <Highly Confidential> Do What matte rs
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Customer Experience Platform

Digital or direct Human-assisted interactions

@ Engage

Omni-channel

Customer journey orchestration

Orchestrate : _ : e : :
Real-time personalization and recommendation Real-time journey orchestration Experiment

Customer Insights

@ Understand 360-degree view of the customer Cross-channel analytics Customer journey analytics Cu{f;?cmeer

Azure

Secure Data Storage Dataverse Common Data Model Data Governance Data Residency

Understand customers to predict intent In moments that matter with real- End-to-end experiences across Data and Al-driven, self-learning
for 1:1 hyper-personalized experiences time, event-based orchestration all customer touchpoints and next best action optimization
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stomer Insights

. D365 Marketing

D365 Sales




Engage your customers
in moments that matters
across all customer

Mal‘keting touchpoints

Marketing + Customer Insights for
deeper insights for journey
optimizing and personalization

Disclaimer: Microsoft kan Personalize

selviglgelig endre dette nar som engagement for each
helst. Men det er lov a hape. © customer

Target anything and orchestrate
across anything.

Make faster and

better decisions
using analytics and Al

https://dynamics.microsoft.com/ Let Al help you do content
en-gb/roadmap/overview/ creation and Next Best Action /

Offer.
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Customer
Insights

Disclaimer: Microsoft kan
selviglgelig endre dette nar som
helst. Men det er lov & hape. ©

https://dynamics.microsoft.com/
en-gb/roadmap/overview/

©2022 Avanade Inc. All Rights Reserved. <Highly Confidential>

Accelerate customer
understanding
Reduce setup and development

time to provide quicker value
from Cl.

Enable ubiquitous
insights

Shift Cl to seamlessly work with
Dynamics 365 Marketing and
other Dynamics apps.

Shift towards

Dataverse

insights from Customer Insights
available across all Microsoft
products with Power Platform

Do what matters




Sales

Disclaimer: Microsoft kan
selviglgelig endre dette nar som
helst. Men det er lov & hape. ©

https://dynamics.microsoft.com/
en-gb/roadmap/overview/

©2022 Avanade Inc. All Rights Reserved. <Highly Confidential>

Collaborate better using
Microsoft Teams calling

with Dynamics 365

Embedded Microsoft Teams
collaboration, with message
extensions and actions

Streamline guided selling
with sales accelerator
enhancements and data
hygiene

Get improved lead generation
and nurturing for guided selling.

Get improved
productivity tools and

forecasting updates

Streamline activity capture with
the auto capture feature.

Do what matters




Integrert | Markedsforing, Salg og Service

TARGET ENGAGE NURTURE ANALYSE & PREDICT
W N

,. > () mgm————— »p@%-\ > = -
- / I J By o N
]  Segmented ~ Vs Personalized  Marketing & Sales Analytics Y
i | > % < Commf\ication | y, /
\ I f \ / \ ﬁ / 1 d
\ SR - : Customer \ \p Q — /\/I ‘1’
' ‘ 1 ; \SQSfaCUOﬂ Survey I , / / 7 Dj{ ~ .
-y Triggered N\ Advanced Power Bl Analytics 3
e - Goals
I \ \ o | | / »
< _ - - S 4 Improved loyalty | -
f > @ anbed .=~.._> @ ~¢ Increased Engagement ull

/ RA | |
Integrated ome = = m-— - -— - Phone | Meeting | Task Al predicted, enriched
recommendations
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= < Abandoned cart journey for high CLV customers raft 2 Undo [i] Delete [ Save
~
& Start
> i
Cart abandoned
' &5 \ Trigger
i [ Choose a trigger *
bt
Customer is in high CLV segment
QC y Contact email modified
\ e nt
= | | = Cart abandoned
{ Yes ) No ) e
= m ) T Lead added
i Lead
JU:- | | Order added
- - ' C I t
=) N A Wik
= 2. e NETN : Exit = Wik
Channel optimization 1 . ¥ Profile (Custome sights
s A ! trigge
o
Act now and get 15% off your purchase! . Act now and get 15% off your purchase! Schedule

‘ | Time zone

Set the time zone for the journey.

I (GMT-08:00) Pacific Time (US & Canada

Start
~ If you don't set the start date, the journey

starts once it’s published

Exit

et the start date =
End
et t |

- 100%



New Event triggers

< License created Draft

What is the business transaction about? ©®

License

Fa Who is the audience for this event trigger?

Contact

When is the event trigger activated? ?

An existing record was updated

Which attribute updates should activate the trigger?

Choose table columns

D Date
License type

License duration

B X




Nyeste
release wave
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Dynamics 365 Marketing 2022 release wave 2

Enable moments- Build Embrace Leverage the
based marketing - collaborative personalized power of data and
with real time journey experiences - across content - to grow Al - to market at scale
orchestration people, departments, your audience and achieve higher levels

and channels for engagement of marketing maturity

meaningful engagement
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Dynamics 365 Marketing 2022 release wave 2

Enable moments-based

marketing - with real time
journey orchestration

Build collaborative

experiences - across people,

departments, and channels to

enable meaningful engagement

Embrace personalized

content - to grow your audience

interactions

Leverage the power of

data and Al - to market at
scale and achieve higher levels of
marketing maturity

@ conres:

Lead Generation Form

Wl e A 1 s
I

 Create lead capture forms that convert
visitors to customers

+ Extend your outreach with custom
communication channels

+ Simplify journey management by
consolidating repeated steps to drive
customer action

« Easily optimize live journeys with
incremental updates based on
previous versions’ analytics

&> avanade

Content ldeas (previen]

Close leads fast by automating
handoffs with sales

Orchestrate with deeper integration to
Sales

@ Vs oo Email header

Capture consent and preferences to
match your business needs

Increase your reach using the new
segment builder

Easily manage content across multiple
brands

Efficiently create consistent high-
quality emails with reusable content
blocks

©2022 Avanade Inc. All Rights Reserved. <Highly Confidential>

hnL -

Trust your email analytics’ results
thanks to improved bot detection

Boost your creativity with Al-powered
email content ideas

Gain productivity by defining access
and visibility of marketing assets to
match your business structure

Scale your business with confidence
with 300M maximum monthly
interactions

Do what matters =



Scale your business with confidence with 300M
maximum monthly interactions

Send up to 300M messages monthly

Reach up to 100M contacts

Do what matters



Noen
hoydepunkter fra
Release Wave 2

Kommer fra oktober 2022 til

f'\

Do what matters =



Frekvens-
begrensning?
Karensregler?

Dynamics 365 Marketing P Search

S & [ ShowChart - Newsetting () Refresh () Emailalink ~ o# Flow v [il] RunReport v [l Excel Templates

(© Recent = - < ) )
Frequency cap settlngs B> Editcolumns 5/ Edit filters Search for records pel

52 Pinned v

Overview A
(83 Settings

® Versions

Hva er "nok"?
Nar blir det “SPAM"?

7 Quota limits X

bk~ Usage limits

Email marketing A

™ Authenticated domai... X
SRS,

® Landing pages

45 Default settings

Create frequency cap settings

Customer engagement /\
Your customers can \)(’ ()V('l\‘v‘)\(‘]"\l’d when \hl.’y receive too many messages You can control

B Compliances the number of messages they receive by enabling a send frequency cap. Learn more

=R Audience configurati...
Add new setting
f Frequency cap
R Designer feature pro...
(L Push notifications
(3 SMS providers
Azure SMS preview

Social media accounts

ol
H Settings c

Do what matters



Dynamics 365 Marketing P Search

I °
Journey analytics Channel analytics Marketing effectiveness analytics 9 PM ra p p O rte rl n g o
T Flott, takk!
OT{, (aKK:

Overview

&

B
g
E

B &

Newsletter subscriber ‘Webinar registration Marketing qualified lead Opportunity created Opportunity won

2 v, " ) vs. last month 10K ma : EK ma

i
L

D
Al

03

Marketing attribution analysis

Milestone  Marketing qualified lead Attribution model  Al-based multi-touch

Marketing qualified lead by journey : Marketing qualified lead by channel : Marketing qualified lead by marketing assets

Holiday promotion L F3[ Webinar invite email I 72K

VIP member journey I 7.2 K Registration form

Lead nurturing I 2K

Product intro email

Do what matters =



Marketing
and Sales?

Dynamics 365 Mark

N : 8 oo @ sve  [IEEN

Journey settings

b Trigger
Marketing Event Check-in

" [ Start Edlit S I n d
i | F Trigger a e S a
o Marketing Event Check-in

Adtribute
Event ‘ e
) [T start
When the journey is published )
= (
Launch of NEW product | + Add branch Other
= | . Goal el e
dit >
+ +
0 | | ~
o o 1 Summary [ ]
- The goal here is d 2 2
-] Exit Exit he goal here is to convert or (lr!lvt ]
purchase, The goal is met when *Contosa
Cart Checkout” is accomplished. Out of the
L) k total audience, 50% need to complete this
action
1)
End Edit >

[5+ Joumey completion

When all steps are completed

Do what matters



Merkevarer,
avsendere,
“Business Unit
Scoping”?

2 Dymammics 365 ~ Marketin

== 4 Contoso Collections rait qyar H Sawe Be Testsend =7 Check conbent - Ready ta send o

Disign  Frésview and test ; HTHL

5 Email header
¥E @ Karkaling Cannoka

Subpect

O} COMTOSD

Frehesder

Send seltings

Sender

Fl  Markebing Corkase

B Sales Conbcaa

FEFESTIN W TS0

Technalogy

1,080 followers

Riapily b4

|r¢r<el||||,iff.'|:u:|ll_vm oam

Camplance

Do what matters



Nye
skjemaer?
DEILIG!

Dynamics 365 Ma

7 Home Welcome to real-time marketing

®© Recent R Top tasks in this area

57 Pinned ~

Customer engagement ! . e

i, -
| [> Get started l / ; f : I
g & ="

#3  Journeys
HE  Analytics

=% Event triggers

Auds Create emails that inspire action Automate individual experiences Build forms that move your journeys forward
udience
Use a broader set of data sources to create emails Use real-time customer behavior to trigger Add forms that help to tailor each customer's

&) Segments tailored to each customer. responsive, automated customer interactions. experience even further.

& Consent center i i

o Create an email Create a journey Create a form

Channels

B Emails Explore other areas

B, Forms

[} Push notifications Outbound marketing  Event planning  Settings

3 Text messages Change area

" Qutbound marketing
- e 4
3 . ) LT

m Real-time market ... O Real-time marketing -

Do what matters



Dynamics 365

Kat Larsson Warm No v
‘ & p Lead - Lead
~” Summary
T Today 3
. a Kat Larsson * 2 Up next Profile
CEO - Fabrikam
N. e Kat La r
s Discuss SMB mortgage
o ' b Tit
e 0 Chris Naidu * X
= Assistant Teacher « Nelson Mandela Call Mark complete B
0 o .
~ Prepare for QBR katlars fabrikam e o]
Timeli + Mooee v
“ Karin Blair . e ¥
u IT Specialist + Platanus School
Searcth 3
. Insights through us. Kat also
12 y m account
i e 2006
Churn Risk Lifetime Value Energy performance
9 Subscription submitted by Kat Larsson Sustainability champion in the
Kat submitted a request form SM8 mortgage application fashion industry
é Lydia Baver * %
. 5 Market rate: 2 75
Procurement head + Goeth High . o »
& 012 |» 43k B B, 27
Website visited by Kat Larsson Well-resea ompeting rates
Log-in and account navigation
'g Will Little * W "
Principal + Sophie-Scholl-Schule . Lead score Assistant Follow-ups
- . Notifications
Grade A
Website visited by Kat Larsson 9 6
Tim Deboer * %2 User-initiated visit
;™"
< Facility Manager + Berlin Middle Sc X
s Int ' - v

SMS sent by Marketing v R Gopss Insights

Mer semligst
og “vakrere”
ut av boksen.

Do what matters
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