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Introduction 
The explosion of the social conversation along with the proliferation of mobile 
technology has changed our lives, more than we ever could have imagined.  It is no 
surprise then that companies who wish to remain competitive in this new age are 
concentrating their efforts on creating differentiat ing customer experiences.  In fact, 
some industry analysts believe that customer experience is the last bastion of 
competitive differentiation.  What is also quite impressive, is that putting customers at 
the heart of everything you do pays off ñit can really impact your bottom line. Studies 
have shown that not only will customers pay more for better experiences, but that the 
benefits in increased profitability and revenue are significant.   
 
At Microsoft Dynamics, our vision is to help our customers deliver the kinds of 
amazing customer experiences that will help their business thrive.  To do this, we feel 
there are three things organizations need to be able to do:   
¶ They need to be able to market smarter ð planning and delivering engaging 

campaigns, then being able to prove the quantifiable results of their efforts.  
¶ They need to be able to sell effectively ð enabling their salespeople to focus on 

what matters so that they can close more deals, faster. 
¶ And they need to provide customer service everywhere ð they need to be 

responsive, delivering relevant information so that in every moment of truth, 
they can earn customers for life. 

  

This document highlights the capabilities in the Spring õ14 release that will further our 

customersõ abilities to deliver amazing customer experiences.  With a commitment to 

an agile release cycle, there are currently several releases in planning and 

development. The Spring õ14 release will be delivered to our online customers as an 

automatic service update with the option to opt in for addi tional Customer Service 

capabilities, and to our on-premises customers as an installable service pack (SP1). 
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Key Investment Overview 
To help our customers market smarter, sell effectively and provide customer service everywhere, we 

are investing in the following areas: 

 

Marketing 

In the office of the CMO, the changes in consumer behavior we have discussed are dictating a 

significant shift in what makes marketing effective.  The ability to shop anywhere at any time, gather 

information about products and services and promote the social conversation means that across the 

boardñwhether youõre a consumer, citizen or business customerñyou can have an impact on any 

brand you wish.   

Marketers need to be able to identify the solutions that can help them adapt to  this change.  

However, marketing department s often end up  fragmented by the technologies they employ to 

support the ir customer experience.  Marketers use different tools to build different campaigns and 

programs across different aspects of the customer lifecycle.  In fact, large companies have an average 

of 12-15 marketing tools.  And theyõre typically all disconnected.  This creates a lot of inefficiencies 

inside the marketing organization, and perhaps more concerning, a disconnected and fragmented 

customer experience.  How can your brand promise match your customer experience in this 

scenario? 

With Microsoft Dynamics Marketing, o ur focus is to enable marketers of all types to create amazing 

customer experiences  by enabling them to engage customers , build pipeline  and demonstrate 

impact . 
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Drag and drop visual Campaign Designer  

Drive customer engagement with effective campaigns.  An intuitive visual designer makes it easy 

for marketers to create multi -channel campaigns integrated with email marketing and social 

channels so you can generate highly qualified leads. 
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Lead lifecycle m anagement  

Build your sales pipeline with qualified leads using a solution designed to manage the process of 

lead acquisition, scoring, distribution, and segmentation across marketing and sales. 

Easily import leads to nurture and measure consistently for better results. 

Multi -dimensional scoring allows 

Marketers to create precise scoring 

models across multiple elements (e.g. 

engagement, demographics, 

behavioral data, etc.) 

Leads generated last week may or may 

not be as hot as the Leads generated 

this week.  Recency/frequency based 

scoring helps Marketers identify the 

best Leads by changing the scoring 

based on recency or frequency of 

engagement. 

Lead performance reporting based on campaign performance and conversion in order to optimize 

campaign results.   
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Homepage  

Marketers can easily configure a personalized view of their key performance indicators and reports 

such as leads generated, email effectiveness, landing page opens, and budget performance.  

 

 
 

 

An easy to use graphical editor allows Marketers to tailor their homepage for their role ð view 

Marketing data graphically in Charts (pie, area, bubble) or in a traditional list view, or aggregate 

multiple data sources for an end to end view of campaign performance using Power BI.  
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Scalable Email Marketing  

Send highly personalized E-mail messages to drive improved open rates .  Personalize the content 

per sender, recipient, subject & content allowing you to send fewer emails with greater business 

results. 

 

¶ Open APIs to support emails triggered by third parties 

applications tracking results within Dynamics Marketing 

 

¶ Deliver mass and transactional emails scalable to millions 

of emails to customers per day 

 

¶ Cross campaign rules to prevent email fatigue . Manage 

and control how many emails a contact can receive in a 

given time period to improve email performance.  

 

Power BI for Marketing  

Visually analyze your data using predefined 

Power BI reports focusing on financials, lead 

performance, asset management and email 

deliverability. 

 

Obtain a 360 degree view of the Customer by 

visualizing contact demographics, online 

behavior, marketing lists and much more using 

Excel based reporting tools integrating key 

Marketing and Sales data.  

 

Demonstrate the impact of your Marketing  

investments with robust Campaign ROI reporting.   

Power BI can access your marketing spend and  

revenue to calculate the return on your marketing  

investment, or ROMI. 

 

  


