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Forward Looking Statements

This presentation contains forward-looking statements about, among other things, trend analyses and future events, future financial performance, anticipated growth, industry prospects,
environmental, social and governance goals, and the anticipated benefits of acquired companies. The achievement or success of the matters covered by such forward-looking statements involves
risks, uncertainties and assumptions. If any such risks or uncertainties materialize or if any of the assumptions prove incorrect, Salesforce’s results could differ materially from the results expressed
or implied by these forward-looking statements. The risks and uncertainties referred to above include those factors discussed in Salesforce’s reports filed from time to time with the Securities and
Exchange Commission, including, but not limited to: the impact of, and actions we may take in response to, the COVID-19 pandemic, related public health measures and resulting economic
downturn and market volatility; our ability to maintain security levels and service performance meeting the expectations of our customers, and the resources and costs required to avoid
unanticipated downtime and prevent, detect and remediate performance degradation and security breaches; the expenses associated with our data centers and third-party infrastructure
providers; our ability to secure additional data center capacity; our reliance on third-party hardware, software and platform providers; the effect of evolving domestic and foreign government
regulations, including those related to the provision of services on the Internet, those related to accessing the Internet, and those addressing data privacy, cross-border data transfers and import
and export controls; current and potential litigation involving us or our industry, including litigation involving acquired entities such as Tableau Software, Inc. and Slack Technologies, Inc., and the
resolution or settlement thereof; regulatory developments and regulatory investigations involving us or affecting our industry; our ability to successfully introduce new services and product
features, including any efforts to expand our services; the success of our strategy of acquiring or making investments in complementary businesses, joint ventures, services, technologies and
intellectual property rights; our ability to complete, on a timely basis or at all, announced transactions; our ability to realize the benefits from acquisitions, strategic partnerships, joint ventures and
investments, including our July 2021 acquisition of Slack Technologies, Inc., and successfully integrate acquired businesses and technologies; our ability to compete in the markets in which we
participate; the success of our business strategy and our plan to build our business, including our strategy to be a leading provider of enterprise cloud computing applications and platforms; our
ability to execute our business plans; our ability to continue to grow unearned revenue and remaining performance obligation; the pace of change and innovation in enterprise cloud computing
services; the seasonal nature of our sales cycles; our ability to limit customer attrition and costs related to those efforts; the success of our international expansion strategy; the demands on our
personnel and infrastructure resulting from significant growth in our customer base and operations, including as a result of acquisitions; our ability to preserve our workplace culture, including as a
result of our decisions regarding our current and future office environments or work-from-home policies; our dependency on the development and maintenance of the infrastructure of the
Internet; our real estate and office facilities strategy and related costs and uncertainties; fluctuations in, and our ability to predict, our operating results and cash flows; the variability in our results
arising from the accounting for term license revenue products; the performance and fair value of our investments in complementary businesses through our strategic investment portfolio; the
impact of future gains or losses from our strategic investment portfolio, including gains or losses from overall market conditions that may affect the publicly traded companies within our strategic
investment portfolio; our ability to protect our intellectual property rights; our ability to develop our brands; the impact of foreign currency exchange rate and interest rate fluctuations on our
results; the valuation of our deferred tax assets and the release of related valuation allowances; the potential availability of additional tax assets in the future; the impact of new accounting
pronouncements and tax laws; uncertainties affecting our ability to estimate our tax rate; uncertainties regarding our tax obligations in connection with potential jurisdictional transfers of
intellectual property, including the tax rate, the timing of the transfer and the value of such transferred intellectual property; uncertainties regarding the effect of general economic and market
conditions; the impact of geopolitical events; uncertainties regarding the impact of expensing stock options and other equity awards; the sufficiency of our capital resources; our ability to comply
with our debt covenants and lease obligations; and the impact of climate change, natural disasters and actual or threatened public health emergencies, including the ongoing COVID-19
pandemic.
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Dashboard Sales KPI
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Avoid the convention

TopSSales by Sales Representate Sales - Yearly Performance
Quantiey turope  ® NorthAmerica  © Asia
Sales - Yearly Performance Top S Sales
;s
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Dashboard « it +Addtodashbond  © Settings @ Help Net Profit Margin | 2016 vs 2015
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Too Much Data.

Too Few
Decisions
Made.

“Do-nothing”
dashboards don’t
help us.

& Digital Product
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Better Data

EXperiences.

Data projects have a limited
shelf life. Create valuable data
products built for the
long-term.

eeeeee

Now Showing Data Between: Sep 1, 2020 - Ongoing

Use section to define key
definitions and methods

P rOd - Ct X Total Views: Pealf Concurrent
Launch Event Insights g Views: 95M

CEIEERY  AUTOMATED INSIGHTS
HUMAN INSIGHTS AUTOMA INSIGH 6 7 O/o 6 7%

High Exposure »

Position the Brand as the most worthwhile to buy in
2020, strengthening the Products high-end image
and enhanced marketplace awareness.

YouTube HQ 132,000 YouTube HQ 132,000

BBramd Vitality
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Hard Truths.

Dashboards aren't where work is
performed, but rather places to check
in now and then. How do we change
that?
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Lqu Of FCIil'h In salesforce

Tools.

Should we blame the technology?

Reporting Period
Gender
Type

Lorem Ipsum is simply
dummy text of the printing
and typesetting industry.
Preference Lead Generation B ncomg

How are scores calculated? @

Detractors ¢

Awareness e

Goals and Key Performance Indicators

Customer Sentiments

Lorem Ipsum is simply dummy text of the printing and typesetting
industry. Lorem Ipsum has been the industry’s standard dummy text
ever since the 1500s, when an unknown printer took a galley of type |
and scrambled it to make a type specimen book.

Impressions
126,763, 85

v 1829 22

Promoters

Your Score: 70%

94.25% $3.7701$4.0

- ——

$0.3401$0.50 A 10PTS
E Passives  +
Based on your selection, you are:

15PTS above the average

AdClicks by Source Page Views by Source

PageViews TimeOnSiteAvg DaiyVisitors:

see all comments )
Agcicis

— 236%

Sreen 2

\

" NPS Trend
Googiehamords e —
oz ‘ : NPS Share by Response Type
= - Lorem psum i simply dummy text o the printing and typesetting is si
Soce vsheting P industry. Lorem Ipsum has been the industry's standard dummy text Lodrem e it of e A S pesiiing
B . sl Industry. Lorem Ipsum has been the industry"
- Istry's standard dummy text
ever since the 1500s,
o




Less Visualization and More on

Data Communication. )




A New North Siar.

New sources of inspiration. Anything,
but another “dash-bored” to copy.
Deliver applications that drive
outcomes with a touch of "data
creativity”.

EEEEEEEEEEE

CISION
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Now show dat;
e O, Media  Matched Sales  Paid Search e

1Jan 2022 - 1 Feb 2022

PAID DIGITAL MATCHED SALES 9:41

Critical Performance Indicators

Lorem ipsum dol E: # etur adipiscing elit, d tempor incididunt ut PAID DIGITAL MATCHED SALES
labore et dolore magi a

Critical Perfofrmance
Filter your results by channel S 1 Indicators

Data-Driven

Matched Revenue Return on Ad

Design Sosok sasox s076

Week 4: $34,137

2 9.38%
. .
Data can shine in
Running Average: 6 Week Running A g 6 Week Running Average:
H H $25,034 $11,288 $2.88 —_—
different ways, if you e

#\ Google Ads ' facebook > YouTube Adobe

know how...
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People &
Purpose Led




People.

Performance Marketing
is a Team Sport.




Are You a Data
Consumer?

"I commissioned the deliverable.
I'm a product or brand manager.
I'm responsible for
communicating performance.”




Data Builder?

"I build models, manage data
infrastructure, or make widgets."




Or a Data
Activator?

“I'm the media buyer, or the
agency of record. I own the
platform levers of execution.

I optimize to help you get to
goal. What I know will help you,
if you listen”.




Purpose.

Socialize the Growth, Goals and the Drivers of
Performance. Assign accountability.

REQUIREMENTS
DOCUMENT

VER. 1.5

PLAN OF
MEASUREMENT

salesforce

Decision
Foundry

—

The Customer
Roadmap




The Design Of
Information

Clarity of information is key to
avoiding the “Dash-Bored” Trap.
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Preventive Maintenance —

Hierarchy

Emergencs

Callibration
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Callibration Corrective Maintenance
Activity Preventive Maintenance

Emergency Maintenance

Preventive Maintenance
Activity
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Remove Spacial

Clutter.

When you show too much,
“standardization” can hurt
you.




Low Fidelity
Development.

Don’t skip the basics. Sketches
reduce the risk of project
failure.




Organizing Principles.

Hierarchy Matters. Follow the grid and achieve
balance.

GOAL: $7.00 » GOAL: $1.00

CPM: $6.21 90% CPV: §0.04




Data Needs
An Experience

CRITICAL PERFORMANCE INDICATORS

ATCHED REVENUE

sw0
$648K 5% $490K v-os%

3

RETURN ON AD SPENOD

$0]6 v -$548

LosT ReveNve

$300K 2%

CRITICAL PERFORMANCE INDICATORS
nsectetur adipscing
iputate eu pharetra

matlis ac neque.

SPEND

$B48K 4 55%

/\/

6 Vieek Running Avg: 25034

Lorem ipsum dolorsit amet, consectetur adiiscing
jit. Nulla quam velt.

Motric &

Spend
Impressions 2
‘ 206K

Offine Revenve: 32

impressions 234K

Impressions s

Impressions

salesforce



Early Concepifs.

Keep your core audiences
involved throughout the entire
process. Show them early.
Show them often.

2 sample_Sketch




Wireframes.

Help clients imagine the
information space while
uncovering potential Ul
challenges.

N B

MEDIA MATCHED SALES PAID SEARCH SOCIAL Yoy

PAID DIGITAL MATCHED SALES Now Showing data for: Feb 1, 2022 - Feb 17,2022 [

Critical Performance Indicators
Lorem ipsum dolor sit amet, consectetur adipiscing elit. Nulla quam velit, vulputate eu
mattis ac neque. Duis vulp do lectus, ac blandit elit tincidunt id.

Filter your results by channel:

SPEND ® MATCHED REVENUE ®

$648 K a o $49 OK teen

Previous: $155K Previous: $3.6M
6 Weok Runving Avg-$25034 6 ek Runing Avg; $25.034
RETURN ON AD SPEND ®

$0.76 v ($-548)

Previous: $6.23

W
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Prototyping.

PAID DIGITAL MATCHED SALES
CRITICAL PERFORMANCE INDICATOR

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Nulla quam velit, vulputate eu
pharetra nec, mattis ac neque. Duis vulputate commodo lectus, ac blandit elit tincidunt id.

Filter your CPIs by channel:

Select

SPEND @ @

MATCHED REVENUE

$648K = 65% $490K v -86%

Previous3$155K

Previous$360M

6 Week Running Avg: $25,034 6 Week Running Avg: $25,034

RETURN ON AD SPEND © LOST REVENUE o
$0.76 v -s5.48 $300K v 33%
Previous$6.23

Previous: $400K

6 Week Running Avg: $25,034 6 Week Running Avg: $25,034

MEDIA—

MATCHED SALES

PAID SEARCH SOCIAL Yoy l

Now Showing data for

May 1, 2021 - May 31, 2021

salesforce



Data Experience.

Bring all the elements together
and deliver experiences . _
beyond the “dash-bored”.

CRITICAL PERFORMANCE INDICATORS

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Nulla quam velit, vulputate eu pharetra nec,
mattis ac neque. Duis vulputate commodo lectus, ac blandit elit tincidunt id.

Filter your CPIs by channel.

SPEND

$BABK « 5%

MATCHED REVENUE

$490K v -so%

MATCHED SALES  PAID SEARCH  SOCIAL

Now Showieg data for Jan 1,202 - Masch 31,2022

CRITICAL PERFORMANCE INDICATORS
Lorem ipsum dolor st amet, consec

elit. Nulla quam velt, wpu
mattis ac necue.

6 Week Running Avg: $25,034 6 Week Running Avg: $25034

RETURN ON AD SPEND

$0.76 v -$548

LOST REVENUE

$300K = 33%

SPEND

$B48K 4 5%




Improved Decision
Making

SEVENTH EDITION

State of
Marketing

MARKETERS DIGITAL COLLABORATION MARKETING MARKETING MARKETING SKILLS SURVEY
EMBRACE CHANGE TRANSFORMATION DATA METRICS AND TRAINING DEMOGRAPHICS

Moderate Performer

Hove somewhat increased or maintained YoY
y il

I 72

Responses from

37 countries High Performer
Data in this report is from a double blind survey I s

conducted from May 4th through June 3rd, 2021
that generated 8,227 responses from Marketing :::z’,';:z'xf’umm growtn

Managers, Directors, VP’'s and CMO’s. | RIi3

Respondents include marketers from B28, B2C
and B2B2C across North America, Latin America,
Asia - Pacific, Europe, Middle East and Africa.

Respondents by
Country

United States

Vietnam

salesforce




Composite Scores, Indices & Dynamic

Benchmarks.

Decision
Foundry

60%

Welcome back!

On August 24, 2022 your score
increased 4 percentage points

‘1@345>




Why graph it when you can...

Show it!

Spend Dynamics BAUSCH

E—

Select Campaign v HighestImpact  Lowest Impact

Media Cost - Impressions

BAUSCH + LOMB
‘

Unique Creatives

s BAUSCH+LOMB




salesforce

Stop hiding behind visuals.

Performance in
Plain English.

The average of afl fiye : "9 period, the
competitors js -6 ; S
against thejr Previous month's
performace auring the
reporting peripg




Sharing, Collaboration &
Assign
Ownership
Of KPIs.

s 4| dy
Share Slack Email Embed Download

Email Address:*

joe@salesforce.com

A LEADS @
To add multiple addresses, separate by LEALUO
Format: 1 92 01
PNG 4
Subject:* ‘
Status Updates on MQLs 29%
Heading 1 ~ | GO‘E:!: ’/""2@ /
Joe, I'm looking for the weekly updates MoM Y,
violV YOY o
on MQLs. When can i get that? 2
51% O 64%© I




Adoption: the
Ultimate Metric




Data Collaboration and Context

Interesting or an
Insight? By

App

uuuuuuuuu
Your Marketing Campaign

Your Site

SUBMIT



Don’t Be Shy About

Feedback.

Media Effiri
- X la Eﬁ‘lClenCy Score
7z

: -
How useful did you fin
this chart?

5885%

stror‘ge‘\é

Agr

strongly m

— A 9.38%
Previous Month: 49.47%

Question 10f 1

See details —

SN




Build
an Engagement Strategy

CRM Lite.

Informatio
n shari .
beyond the s should ive Jr

salesforce

A\ert:LowerThresho\d CPM LIMIT D &« O

Admin from DF <https:/lwww.decisionfoundry.com> Monday June, & 2020 at 10:10 PM

DF

To: markenng@customer.com

[l st 13:10
Datorama

/ Your conversion

event ha ¥

S excee 1\

tt:re specified ded Hello!

eshold... This is t0 inform you that the competitors below have

met a lower threshold CPM limit

Oad MOre Term search volume share of volume
grand X 199.800.00 17.51 %
How to put in contacts 178,200.00 15.62 %
how to take out contacts 74,800.00 6.52 %
eye astigmatism 72,900.00 6.39 %

Gotothe Dpashboard

.~ nle for your confidence in our service!
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Hard Truths

Dashboards aren't where work is
performed, but rather places to check
in now and then. Let’s change that.




Too Much Data.

Too Few
Decisions
Made.

“Do-nothing”
dashboards don’t
help us.

& Digital Product
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Be People and
Purpose Led.




New North Star for

Inspiration.

tvshows

iTunes
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Betier Data

Experiences.

Our focus isn't delivering R i 7 . b+
prOJeCtS7 bUt rather bu”dlng Showing data between: Jan1, 2021 - Feb 22, 2021 &
valuable data products.

Summa ry @AWAL avrowareo

During the reporting period there were a total of 1, n your listing.
This total number is then broken down into Discovery, t, and Branded searches below.

°

Chain Discovery
93. 1,561

6681

Direct
4% [66.7

Indirect
02% [

Your 14 day moving average i clicks
- - 2 B TOTAL SEARCHES
Businesses like yours have a igher benchmark
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Data - Driven
Design
Principles

Post conference materials
can be found at
decisionfoundry.com/dreamforce
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