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Safe Harbor

Safe harbor statement under the Private Securities Litigation Reform Act of 1995:

This presentation may contain forward-looking statements that involve risks, uncertainties, and assumptions. If any such uncertainties materialize or 
if any of the assumptions proves incorrect, the results of salesforce.com, inc. could differ materially from the results expressed or implied by the 
forward-looking statements we make. All statements other than statements of historical fact could be deemed forward-looking, including any 
projections of product or service availability, subscriber growth, earnings, revenues, or other financial items and any statements regarding strategies 
or plans of management for future operations, statements of belief, any statements concerning new, planned, or upgraded services or technology 
developments and customer contracts or use of our services.

The risks and uncertainties referred to above include – but are not limited to – risks associated with developing and delivering new functionality for 
our service, new products and services, our new business model, our past operating losses, possible fluctuations in our operating results and rate of 
growth, interruptions or delays in our Web hosting, breach of our security measures, the outcome of any litigation, risks associated with completed 
and any possible mergers and acquisitions, the immature market in which we operate, our relatively limited operating history, our ability to expand, 
retain, and motivate our employees and manage our growth, new releases of our service and successful customer deployment, our limited history 
reselling non-salesforce.com products, and utilization and selling to larger enterprise customers. Further information on potential factors that could 
affect the financial results of salesforce.com, inc. is included in our annual report on Form 10-K for the most recent fiscal year and in our quarterly 
report on Form 10-Q for the most recent fiscal quarter. These documents and others containing important disclosures are available on the SEC 
Filings section of the Investor Information section of our Web site.

Any unreleased services or features referenced in this or other presentations, press releases or public statements are not currently available and may 
not be delivered on time or at all. Customers who purchase our services should make the purchase decisions based upon features that are currently 
available. Salesforce.com, inc. assumes no obligation and does not intend to update these forward-looking statements.
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6th Largest Software Company in the World Today



Celebrating 17 Years of Giving
1-1-1 Model

1.3M+
Service Hours

1%
People

$115M*+
Grants

1%
Resources

28K+
Nonprofit Organizations1%

Technology

pledge1percent.org

$250M
Donated Product

*Salesforce and its philanthropic entities
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Overview

Who we are

Life before Marketing Automation

How we are using Pardot

Plans for future Pardot projects





• Partner with schools and departments to build online degrees: research, design, build 
and launch

• Provide full service marketing for 3 fully online Master’s degree programs

• Instructional design team for online degrees and online Extension courses



• Founded in 1891 as the Continuing Ed branch of UC Berkeley

• Mission to provide educational access to all students, serve the greater good 
and foster lifelong learning

• Provides professional development and continuing education courses to 
students in San Francisco Bay Area and online

• 65+ Certificates, ~38,000 enrollments per year, Corporate and International 
Programs



Life Before Pardot





Why Marketing Automation
Awareness

Engagement

Intent

Desire

Evaluation

Satisfaction

• Enhance the Student Experience for Extension 
and online degree programs

• Create an Engagement Journey tailored to each 
student



Integrated Marketing Places Student Experience at Center  



Implementation Journey

Acquire Initial Set up Expansion
Analyze, 
Refine, 

Enhance

July 2015 Two Weeks! August -
Present

2016

BRCOE Pilot Extension Implementation



BRCOE 

• Lead Gen Forms for each program: Sync with Salesforce

• Email Drip Programs

• Specialized Content email

• Webinar Registration

Quick Win: Everything is happening in one system!



University Extension

• Lead Gen for 63 Certs: “One Form to Rule Them All”

• Drip email programs

• Webinar Landing Pages and Registration Forms

• Re-Enrollment Email



Extension Quick Wins

• Leads!

• Able to migrate away from Emma email system

• Ability to measure interest and engagement 

• Better email list management





Challenges

• Multiple programs from multiple departments in one system

• Adding more departments down the line

• Email opt-outs: Many interests, one email system



Current Status with Pardot

Learn and 
Explore Foundation Build on 

Foundation 

Quick Wins Enhance what we have 
Gather Information Road Map



Pardot Roadmap

• Analyze gaps in student experience 

• Bypass limitations of SIS web experience

• More robust Drip Campaigns: Pardot Engagement Studio

• Enhance Retention Efforts



Future State: Enhance the Student Experience
Content 
Strategy

Digital 
Marketing

Program 
Design

Student 
Services

UX 
Design



Tips for Success

• Utilize Client Advocates and Success Communities

• Map out communication strategies prior to building in Pardot

• Map out data flow prior to building in Pardot



Online Worldwide Learning (OWL)



62% growth in online 
enrollment since 2010.



A business 
unit 
embedded 
within the 
University.

Retention

Recruitment

Marketing

Online Worldwide Learning (OWL)



A wide funnel 
with
positive 
engagement 
throughout 
the entire 
lifecycle.

Lead

Applicant

Student

Graduate

Recruit

Recruit



The most challenging 

part of the student experience 
should be 

the learning.



A scalable tool
to meet a 
variety of 
needs.

Making the move from 
Hubspot to Pardot

Reasons for the switch:

� Customer service

� System upgrade issues

� Pricing

� System limitations (access to raw HTML, etc.)



Campaigns 
across 
diverse 
media, with 
targeted 
product 
positioning.

CAMPAIGNS:

� Paid Search 
� Google
� Bing
� Linked In
� Facebook

� Display and digital ads

� Email targeting

� Conferences and Events

� Radio

� Education Directories

� Industry Associations

� SEO/Website

AUDIENCE 
DEMOGRAPHICS

� Average age: 36

� 77% Female, 23% Male

� 16% Full-time, 84% Part-
time

� Represent all 50 states and 
26 countries

� Mostly working 
professionals with family 
obligations, seeking career 
changes or promotion in 
their current positions



Campaigns 
across 
diverse 
media, with 
targeted 
product 
positioning.



Emphasis on 
early 
identification 
allows for 
better 
tracking.



Critical 
information is 
acquired both 
through the 
lead form, and 
through 
hidden code.



Every lead 
receives 
planned, 
automated
communication.



Dynamic 
content is 
used to enable 
efficiency, 
while still 
allowing for 
customization.



Using 
Salesforce to 
gain 
efficiencies.



Using 
Salesforce to 
gain 
efficiencies.



Using 
Salesforce to 
gain 
efficiencies.



Robust tools 
to facilitate 
communication.



Our ultimate
goal is to 
get as many 
people into 
these seats as 
possible.



Q & A



Upcoming Events

Transforming the Student Journey with Marketing Cloud

 April 28th, 11:00 am PST / 2:00 pm EST



thank y   u


