TOMORROW'S MARKETER

How to Engage your Customers,
Stay Compliant, Make Legal Happy ...
All While Maintaining your Sanity
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Situation: Your World is Limited

........
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Four Truths of Working with Compliance

L&C believes your data is

at serious risk at all times.

Less IS More!
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Documentation will be
your savior.
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...and #4:
Not everyone uses email the way you think they do.

TAKE THOSE PHOTOS OF ME OFF YOUR =
HCEB00ONEE What channel is GMAIL2,
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MY BANK ACCOUNT'=
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Email...It’s not what you expect.

Mom, just put
your name down
and use ours.
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Help Legal Sleep

What do they care about?

«?713\" 1

Don’t pay fines or Don’t misrepresent
penalties! or mislead!

Don’t get sued!
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Sampling of Legal Questions

What data do you need?

Where did “your” data come from?
Who has access to the data?

Who can do what within the system?

...Et cetra, et cetra, et cetra...

What controls do you have in place to manage all of this?
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What data do you actually need?

System Integrations & Data

If you’re accessing data from INTERNAL systems

e Less will be more
e Focus on what you need to move forward
e Basic demographics should be okay

If you're trying to append from EXTERNAL sources

e Good luck?
e Be ready with justifications
e Might need to live in a database outside Marketo

**TIP: Keep your data requests limited to i
what you need |
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What data do you actually need?

Syncing Across Internal Systems
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Partner across Use 3 middleman. Cr.eate unique
teams. identifiers.
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Just a Note on Unique Ildentifiers
Email may NOT be required across the company.

Use data on available to create your own unique keys.

e LastNameFirstNameStreetAddressBirthday
e FirstinitialLastNameBirthday
e LastNamefFirstinitialZipCode

[ — — — — — —— —— —— —— — — — — — — — —— —— —— —— —— sy

*T|P: Unique identifiers will help access and |
I

align data across systems I #MKTGNATION
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Who can access the data?
Controlling internal access and how to explain it.

U] by LHCLIRAR Frar rovesslis e Ersch m

DCR I DCRY, Marketing English Used by DCR for Pharma ommunicatians
Faloan 13 Markating, Prysicians®, Physitians - [u, VOO Fnglin

Inzeraztional 3z Irmarnaticnaly, Mzrkating Englizn Used for Intermational Physidans and hurses

im 1 Marketing, Physiians, Frysicians - Ta WM Foglisn
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=) Beginner User (0 of 13 workspaces)

Workspaces are like mini-databases o verketng e 1 of 13 vortesces
 Leads don’t live in more than one 5 bcomm

O DCR

 Control who has access to which mini- .
database gmsm.
International

- Create different levels of access -
based on training completion  Kidney Smart
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How do you manage what’s delivered?
Templates. Templates. Templates.

=[] Templates
2@ CA
[g CA-1 Column-Color Block-Header Image
[g CA-1 Column-Text Only
[g CA-3 Story-No Header-White
g CA-3 Stroy-No Image-Color Block

Design templates secure:

* Branding
e Unsubscribe links
e Other regulatory items

i **TIP: Train your users to understand
| WHY these are required

=& CA Program Templates

S84 YYYY.MM.DD-CA Announcement-Template

=) Assets
(5§ Announcement
(3 Notification
=& Campaigns
) 01 Delivered
&) 02 Opened
) 03 Clicked
¢ 04 Converted
) 05 Unsubscribed

Program templates control:

Branding

Unsubscribes

Distribution lists
(ensuring excluded names
are removed)
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Meet & Greet with Legal & Compliance
Show and Tell

1. Meet in person if possible

2. Set the stage: You're in this together...because you are

3. Then show-and-tell for everyone

* From L&C: Understand all their concerns and WHY
* From You: Bring your documentation and expertise

UP NEXT! Real Life Example...Subscription Management

**Actual presentation included business specific terms that have been removed for demonstration purposes.
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Subscription Management**

Overview

* Avoid Communication Fatigue and Overload
* Maintain current unsubscribe lists
Avoid SPAM triggers

Deliver relevant communications

* Legal Requirements
* International Regulations
* Double Opt-In Ready

**Actual Legal Team Presentation
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Subscription Management

Methodology

No Unsubscribe

ILLEGAL!

e Y |
°Q @
‘ ‘ Automation
Organizational ‘
) Unsubscribe Management
est Practice

()
eL0°

eAll or nothing system

eUnsubscribing removes you
from all communications

*One-off lists for individual
campaigns

eDisorganized, hard to track, not
scalable

**Actual Legal Team Presentation
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Subscription

eThree-level system of
subscription options

eCustomizable and voluntary
while being fully automated

eDynamic lists
eDouble opt-in process
eBest practice!
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Subscription Management
Multi-level Subscription Options

Organization Department Channel

Parent
Company

Clinical Research I

**Actual Legal Team Presentation
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Subscription Management
Database Structure

Internal User Groups Marketing Campaigns Audiences
(Workspaces) (Lead Partitions)

Clinical
Research
Research

International

Physician

Physician

EHR Team

IT

m Employees

Sales

Enablement

— **Actual Legal Team Presentation
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P Use ALL filters |

r 1 - 5ubscribed-5RC-Events

Collapse all

Expard All

Subscription Management
Smart Lists: Training for Email Send Management

o X

Subscribed-SRC-Events:  true -

% subscribed-SRC

% subscribed-DCR

¥ subscribed-DCR-All

¥ subscribed-DCR-All-Form

$# subscribed-DCR-Blogs

$® subscribed-DCR-Educational
9 subscribed-DCR-Events

9 subscribed-DCR-Newsletters

® subscribed-FAL

9 subscribed-FAL-All

$® subscribed-FAL-All-Form

9 subscribed-FAL-Blogs

$® subscribed-FAL-Educational
$® subscribed-FAL-Events

9 subscribed-FAL-Newsletters

% subscribed-NPS

% Subscribed-NPS-All

9 subscribed-NPS-All-Form

% Subscribed-NPS-Blogs

% subscribed-NPS-Educational
% subscribed-NPS-Events

% subscribed-NPS-Newsletters

* Include Subscribed-XXX-CommType

 subscribed-SRC-All

® subscribed-SRC-All-Form

$® subscribed-SRC-Blogs
 subscribed-SRC-Educational
9 subscribed-SRC-Events

$® subscribed-SRC-Jobs

9 subscribed-SRC-Newsletters

* Then any other filters/triggers required for your campaign

**Actual Legal Team Presentation

Page 18

#MKTGNATION




Documentation hand-off

Delivered at the Meet and Greet

Content Includes:

Overview & Approach

Explanation of cross-functionality with integrated

software/platforms (SFDC)

Outline of testing approach

Definition of Soft-confirm Single Opt-In

Opt-In Process - USA

Appendlx . (the most important)
Sample subscription pages from other
companies

« Sample Opt-In language and
confirmation emails from other
companies

¢ **Qpt-In Laws and Permissions

* Document the laws, permissions, and

provide links to the legislation...FOR
EVERY COUNTRY




Now that L&C are your friends...

Focus on what matters most!
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...and all those
other objectives,
KPIs, goals,
Initiatives, content,

"~ A strategies...
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Compliance-friendly creative approvals
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**Tip: Include ALL reviewers and stakeholders,
including L&C. (eliminates individual pushback)
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Your Goals, Objectives, and KPIs

Marketing as usual....

But remember these folks.

Most importantly:
Think OUTSIDE the box.

Be clever and excel where you can.
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L & C Summary

Four Truths:

Data security is #1.

Less IS More!
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Documentation

will be your savior.

GMAIL,
}, A

»

ol
NO I NEED'EMAIL,

Watch for the

outliers.
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Tip Summary

Remember the Four Truths

Limit your personalization

Base engagement on activity (when possible)

Keep you data requests limited to what you need

Create unique identifiers for cross-system data alignment
Train your users to understand WHY templates are required
Keep your conversations with legal in laymen’s terms

Include ALL reviewers and stakeholders, including L&C, in shared reviewing tool

O 00 N O U kA W DN e

Think OUTSIDE the box — be clever and excel where you can

10. Know that you’re doing more for them than they’ve ever had before!
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TOMORROW'S MARKETER

Thank You!
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