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Legal

Certain information set forth in this presentation may be “forward-looking information.” Except for statements of historical fact,
information contained herein may constitute forward-looking statements. Forward-looking statements are not guarantees of
future performance and undue reliance should not be placed on them.

Such forward-looking statements necessarily involve known and unknown risks and uncertainties, many of which are and will be
described in Smartsheet’s filings with the US Securities and Exchange Commission, and these risks and uncertainties may cause
actual performance and financial results in future periods to differ materially from any projections of future performance or
results expressed or implied by such forward-looking statements. Although forward-looking statements contained herein are
based upon what Smartsheet management believes are reasonable assumptions, there can be no assurance that
forward-looking statements will prove to be accurate, as actual results and future events could differ materially from those
anticipated in such statements. Smartsheet undertakes no obligation to update forward-looking statements except as required
by law.

This presentation is proprietary to Smartsheet and the content herein is confidential and intended for permitted internal use only.
This content shall not be disclosed to any third party that is not under an obligation of confidentiality to Smartsheet.

Smartsheet is a registered trademark of Smartsheet Inc. The names and logos of actual companies and products used in this
presentation are the trademarks of their respective owners and no endorsement or affiliation is implied by their use.
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Smartsheet Speakers

Laura Murdock Leya Kritz
Manager, Marketing Project Senior Manager, Integrated
Management Marketing
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Reaching full marketing potential
Why it's important
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Effective marketing management s
more vital than ever.

Executive visibility is low Compliance is critical Marketers need change

only a small percentage of of participants report catching of marketers say they must make
marketing executives have a team members using the significant changes to how the

holistic view of their wrong versions of logos. marketing function works to
organization's work achieve [the] sustainable results

Brandfolder State of DAM needed to deliver profitable

Harvard Business Review growth [each year].
Gartner, 2023
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1

How we PLAN the work

Align business goals,
gather stakeholder
insights, and streamline
planning.

Inside our presentation

How Smartsheet powers our Integrated Marketing team

2

How we DO the work

Accelerate production,
enhance process
efficiencies, and launch
faster.

3

How we PROVE impact

Align leadership
requirements, ensure
visibility, and build
impactful artifacts.

A

Next steps you can take

Where you can go from
here and a quick Q&A!
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Planning the work
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Steps to planning the work

How to successfully use Smartsheet

Strategic Stakeholder
Direction Inputs

Go-to-market
Planning



Step one:

Strategic direction

Gather inputs to shape GTM strategy
Guide audience targeting decisions

Align with market trends and business objectives early
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Strategic direction

Collecting business inputs

Business
O Inputs
O\/0 >

Submitter

Intake
Form

Intake
Sheet




Strategic direction

Best practices

Set expectations for requesters directly on the form by
providing context to the information you collect.
Use conditional logic to ensure you're asking the right

guestions to stakeholders.

Align on who and what inputs will be collected before

sending the form.

smartsheet

Planning Intake Form

Before we begin the planning process, integrated marketing values your input
to ensure all perspectives are considered. Please provide your feedback and
business inputs based on your role to help guide our strategic decisions.

Instructions:

1. Select your role to display the relevant fields for your input.

2. Fill out the requested information to the best of your knowledge.

3. Submit your input by October 31st to ensure it is included in the
planning process.

4. Thank you for your contributions to a successful and collaborative
planning phase!

After completion, we will schedule 1:1 meetings (week of November 4 - 8) to
review the information collected, providing context and ensuring your insights
are heard and valued.

Email *

Select Role *

Product Marketing
Demand Generation

Brand

Content Marketing

Sales Outreach

Marketing Project Manager
Website

Organic Social

Lifecycle

smartsheet

Planning Intake Form

Before we begin the planning process, integrated marketing values your input
to ensure all perspectives are considered. Please provide your feedback and
business inputs based on your role to help guide our strategic decisions.

Instructions:

1. Select your role to display the relevant fields for your input.

2. Fill out the requested information to the best of your knowledge.

3. Submit your input by October 31st to ensure it is included in the
planning process.

4. Thank you for your contributions to a successful and collaborative
planning phase!

After completion, we will schedule 1:1 meetings (week of November 4 - 8) to

review the information collected, provi context and ensuring your insights
are heard and valued.

Select Role *

Product Marketing

Business Inputs

Provide key business inputs to help guide our strategic planning, including objectives,
s.

tives, and resource consi

Organization Conditions
Any business objectives that should be kept in mind when planning our GTM?

Market & Industry Trends
What trends are impacting our audiences and how we sell to them?

Key Moments
ie. events, analyst reports, customer stories, enablement, etc.

Use Case & Persona Insights

Feedback from sales, customers, sub-team: What's top of mind for customers, where
we are winning, where we are losing?

Use Case Prioritization
Utilizing things such as TAM, ability to win, ease of execution and pipeline mix

OKR Considerations
Any insights or directional shifts from sub-teams should factor into marketing efforts?

Stakeholder Inputs




Step two:

Stakeholder inputs

Identify core team for feedback
Assess commitments and find opportunities

Ensure stakeholders feel involved
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Stakeholder inputs

Notify key stakeholders for inputs

Stakeholder
Inputs

OOO

Submitter

New intake
notification to
integrated
marketing

———————

Business
Inputs —
0o . =

Intake

Submitter
Form

Intake
Sheet

Reminder to «€—- - -
stakeholders to fill
out form by
deadline



Stakeholder inputs

Best practices

Use conditional logic to ensure you're asking the right
guestions to stakeholders.
Define core team members before sending out the form.
o Example: Product Marketing, Demand Generation,
Content, PMOs, Web, Brand, Sales Outreach, Social, etc.
Send notification reminders to stakeholders one week before
the deadline to allow time for planning.

B smartsheet

Planning Intake Form

Before we begin the planning process, integrated marketing values your input
to ensure all perspectives are considered. Please provide your feedback and
business inputs based on your role to help guide our strategic decisions.

Instructions:

1. Select your role to display the relevant fields for your input.

2. Fill out the requested information to the best of your knowledge.

3. Submit your input by October 31st to ensure it is included in the
planning process.

4. Thank you for your contributions to a successful and collaborative
planning phase!

After completion, we will schedule 1:1 meetings (week of November 4 - 8) to

review the information collected, providing context and ensuring your insights
are heard and valued.

Select Role *

Product Marketing
Demand Generation

Brand

Content Marketing

Sales Outreach

Marketing Project Manager
Website

Organic Social

Lifecycle

smartsheet

Planning Intake Form

Before we begin the planning process, integrated marketing values your input
to ensure all perspectives are considered. Please provide your feedback and
business inputs based on your role to help guide our strategic decisions.

Instructions:

1. Select your role to display the relevant fields for your input.

2. Fill out the requested information to the best of your knowledge.

3. Submit your input by October 31st to ensure it is included in the
planning process.

4. Thank you for your contributions to a successful and collaborative
planning phase!

After completion, we will schedule 1:1 meetings (week of November 4 - 8) to
review the information collected, providing context and ensuring your insights
are heard and valued.

Select Role *

Demand Generation

Stakeholder Inputs

Provide your to help us existing i uncover new
opportunities, and ensure your voice is included in the planning process.

Look back from previous campaign *

Reflecting on 1H performance, what worked and what didn't? What are the
corresponding recommendations based on those insights? What would you need to
take action on those recommendations?

Committed to *

What is already planned for the upcoming time period? How should this factor into the
overall integrated marketing plan?

Gap & Opportunities *
What are the biggest gaps or opportunities you see, and how would you prioritize them?
What support is needed to act on these, and what could be deprioritized to make space?

Overall Feedback
Additional feedback you'd like to share with the integrated marketing team.




3 Notifications

Trigger: [ When a date Is reached =

10/24/24 ]

Date field

¥ Conditions (3)

2 Alert someone

Send to specific people ~

Amanda Turcotte Gaby Arora

Sydney Melides

2 Send from Smartsheet Automation

Reminder | Please fill out planning Inputs
In order to begin planning, please submit finalize
input 31st. Thank

Y Otherwise

Leya Kritz

2 Send from Smartsheet Automation

Stakeholder Input | Complete 1 Week Out

elect Role}}

Complete feedback

orkspaces/x2WF 3pSg

Status Report

File Dynamic View Intake Status Report ¥

8 9 @ Grid View ~ c & [J 1sheet [[1 2 Columns

Primary Sheet Name Status Update

w Status Update
Complete

Amanda Turcotte Planning_Inputs Complete
Gaby Arora Planning Inputs Complete
Katie Walsh Planning Inputs Complete

w Status Update

Not started

Sydney Mellides  Planning_Inputs Not started

ria  ¢E 1Group > Summarize T| Sort

Group by

[Status Update Sort Ascending

+ Group by another column

-[=)

v




Step three:

Go-to-market planning

Visualize commitments and gaps
Align programs with business objectives

Ensure stakeholder and goal alignment
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Go-to-market planning

Using inputs to craft an integrated marketing plan

Die

Submitter

39

Submitter

New intake
notification
to integrated
marketing

A

1

Stakeholder [

Inputs :

>
Intake |
Business Sheet |
Inputs
P L |= |
— .
Reminder to |
stakeholders |
Intake to fill out N
Form form by <+ ---

deadline

— o e e e e e e e o e

Workspace

Intake Sheet

GTM Sheet

N o o o o e o o e e e o e e —



Go-to-market planning GTM Sheet

Program / Tactic Channel Objective Persona Launch Date Complete
date

B est p ra ct i ces + Key Moments Key Moments Project Management

Product Release 1 Key Moments Project Management Conversion Creative
Product Release 2 Key Moments Project Management Conversion Marketer

AR Report Drop Key Moments Project Management Conversion Marketer

Organize stakeholder inputs in rows for easy -
translation into programs and tactics. ‘“_"“:n cm ::m“’mw
o Planning inputs: e Cutie puntors  Coriectin (R
Stakeholder committed inputs oot ol oo CwteGpurs  Grisein (G
Key moments (reports, events, etc.) s e e
Product releases -
. CO n te n t d ro p S ;\::;:\cr 2 Content Syndication Creative Operations Consideration CM;r::‘t:r
Map planning inputs to company initiatives using ; '“":;":ﬂ —— i — —
the columns on table view. iy reane S— —
1) S u g g ested co | umns: Blog | Email Emai Creative Operations. Awareness Creative
u C h a n n e | : vjn:::’m Webinar 1 :::::s :’:::T:;r::‘e«t Conversion Marketer
[ ] O bJ ect |Ve Webinar Invite 1 Project Management Conversion Creative
= Usecase i s —
] Persona r— PAESOIRE:  CoAewR —
™ D a te ran g e Webinar Invite 2 Project Management Conversion Creative
Nest rows to organize your go-to-market by theme D —
and tactic. This will allow you to show different views Wi folwp  SdesOuresdn Projct orgement Conversion Cratie
for executive visibility. R o prosstemsoemert

3rd Party Event 1 Project Management Awareness Marketer
Creative

3rd Party Event 2 Project Management Awareness Marketer
Creative

3rd Party Event 3 Project Management Conversion Marketer
Creative

Event follow-up Sales Outreach Project Management Conversion Creative

~ ENGAGE Events Project Management  Conversion Marketer
Creative

ENGAGE invite 1 i Project Management Conversion Marketer




Identifying opportunities
e, Trepe

Best practices

Key Moments

o Use filters on the timeline view to visualize your committed ———
to programs. ARReprtrop
o Filter suggestions: content e Blog Pt
[ By audience persona e
u By use case S —
e Organize by channel to demonstrate your program s T —
investment areas. Wabioac e
e Identify overlaps and gaps by flipping between the filters to e
see what matches up. orani Socil

Paid Media

Blog | Email Event newsletter Webinar Invite 2 Customer event email

Ad 2~ Report

Brand level Ad

Sales Outreach
Webinar follow-up

Event follow-up

Events
3rd Party Event 2 3rd Party Event 3 Customer Event

ENGAGE

|| webinars

§ Product Webinar 2 3rd Party Webinar

Product Webinar 1

Podcast
Episode Drop 1 Episode Drop 3

Episode Drop 2

Episode Drop 4

Content Syndication




Setting up filters

smartsheet

D GTM Planning (2 Help &feedback

— B & Months

Use Case | MarketingMan.. v | |+ Add afilter

None

Creative - + Add a filter

Audience | Creative &

Persona has any of Save filter Audience | Marketer 25

V' Use Case | Marketing Manage... &8
c a
Q s

@ 1selected

Product Release 2

o o ive ( g a o ] Use Case | Project Management 28
Audience | Creative A% Shared | Event newsletter Webinar Invite 2

ENGAGE invite 1 Webinar Invite 2

Include parent rows Report | Email

(Is blank)
Webinar Invite 1

Marketer

Cancel Webinar Invite 1
Creative
Organic Social

Paid Media
Ad 2 - Report

Ad1-Blog

Sales Outreach

Events




Audience: Marketer

Audience | Marketer v + Addafiter

Key Moments
Product Release 2

AR Report Drop

Content
Blog Post

ENGAGE invite 1 Webinar newsletter

Event newsletter Customer event email

Organic Social

Paid Media
Ad 2 - Report

Ad1-Blog

Sales Outreach

Events
rEvent1 3rd Party Event 2 3rd Party Event 3 Customer Event

ENGAGE

Webinars
Product Webinar 2 3rd Party Webinar

Product Webinar 1

Podcast
Episode Drop 3

Episode Drop 4

Content Syndication
Publisher 1: Report Publisher 2: Report

Audience | Creative ~

Key Moments

Content

Email

Organic Social

Paid Media

Sales Outreach

Events

Webinars

Podcast

Content Syndication

Audience: Creative

+ Add afilter

rEvent1 3rd Party Event 2

ENGAGE

Publisher 1: Report

3rd Party Event 3

Episode Drop 3

Episode Drop 4

Publisher 2: Report

AR Report Drop

Customer Event




Audience: Marketer

Audience | Marketer v + Addafiter

Key Moments
Product Release 2

AR Report Drop

Content
Blog Post

ENGAGE invite 1 Webinar newsletter

Event newsletter Customer event email

Organic Social

Paid Media
Ad 2 - Report

Ad1-Blog

Sales Outreach

Events
rEvent1 3rd Party Event 2 3rd Party Event 3 Customer Event

ENGAGE

Webinars
Product Webinar 2 3rd Party Webinar

Product Webinar 1

Podcast
Episode Drop 3

Episode Drop 4

Content Syndication
Publisher 1: Report Publisher 2: Report

Audience | Creative ~

Key Moments

Content

Email

Organic Social

Paid Media

Sales Outreach

Events

Audience: Creative

+ Add afilter

rEvent1 3rd Party Event 2

ENGAGE

3rd Party Event 3

AR Report Drop

Customer Event

Webinars

Podcast

Content Syndication

Publisher 1: Report

Episode Drop 3

Episode Drop 4

Publisher 2: Report




Integrated Marketing | 2H FY25

+ Add

Planning experience

~

3 File library

Helpful tips

v ’E‘I Collections (1)

Planning

° Provide a one-stop shop for planning for helpful
resources, like the request intake forms, planning
documentation, etc.

° Benefit: Hand-off to Project Managers is seamless for the
execution of the strategy.

- (3] Workspace items (3)
[,; GTM Planning
[5} Intake Status Report

G Planning Inputs

@ i X smartsheet

€ Integrated Marketing | 2H FY25 File  Automation Forms Connections Dynamic View [J Planning

EE—)) Planning
=} B Gridview v </ Filter
<+ Add to collection

Name Select Role Status Update ights Use Case Key Moments
Prioritization

@ Intake Status Report ®
@ Planning Inputs ()

Sofia Harrison Product Marketing Complete Automation features  Asignificant product
@ GTM Planning @ that improve launch is scheduled fol

operational efficiency  Q1, and a major
are considered a high  industry conference
priority. CRM will take place in
integration to ensure  March. End-of-year
seamless workllows is  budget planning

also a high priority. sessions are
Real-time data approaching, and
analytics for informed ~ quarterly review

decision-making is meetings with key

crucial and thus a high  stakeholders wil be
priority. Scalable held to assess
solutions for growing  progress and
businesses are strategies.
important but are
currently a medium
priority.

Ethan Reed Organic Social Complete



Doing the work
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Doing the work

Seamless hand-off from planning to doing

New intake
notification to
integrated
marketing
A
1
Stakeholder 1
OOO Inputs :
<>
Submitter
Y Intake |
O Business Sheet |
Inputs
O O P > — |
— .
‘7 ‘ i Reminder to |
stakeholders |
Submitter Intake to fill out -
Form form by

deadline

Workspace

Intake Sheet Project Plan

o)==
=

GTM Sheet Resource
Management

— o o o e e o

/



Doing the work

3 key things you need to do well

oy

= @

Prioritizing Scoping the Executing the
the work work work




Prioritizing the work
The big questions

Is your org aligned on this campaign being a priority?

Have you had the conversations with stakeholders to
avoid other projects competing for attention and
resources?
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Prioritizing the work

How we addressed this

Marketing Cross-Prioritization
Dashboard

Single source of truth on what's priority next quarter

Automations kept relevant program information
current

Chart widgets give visual cues to easily see where
we're investing the most effort on the roadmap

B smartsheet

ENGAGE

® Marketing Roadmap Dashboard Exampl

MARKETING ROADMAP

PRIORITIZATION DASHBOARD

Projects by Status Welcomel!

This Dashboard is infended to inform Marketing Leadership :
marketing team is focused on for the next 2-3 months.

PRO
Prioritization Roadmap - by Priority
. In Progress . On Deck Backlog g":;:z:z ftem Project Groupings Friman
Independeant Initiative 1
Events Customer Cor
Theme 1 FY25 Campai
Theme 2
Theme 4 FY25 Campai
Theme 5
sl = Theme 1 Analyst Repo
Theme 2
L Product Roadmap Feature 3.4
Product Roadmap Feature 3.5
Product Readmap Feature 3.6
- Independent Investmant R
| Theme 1 FY25 Campai
Theme 2
= Product Roadmap Feature 3.7
Product Roadmagp Feature 3.8
. small @@ Medium () Large () X-Large
Helpful links Due this Month Past Due
[J Brand Studio FY25 Priorities 2 1

& Prioritization Meeting Notes



Scoping the work

For us, this entailed 3 main things
Project Plan with clear requirements & Bill of Materials
(BOM)

Forecasting the schedule (each phase of work)

Using Smartsheet Resource Management to optimize
how we assess & assign resources to the work
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Project plan

smartsheet
File  Automation Forms Connections Dynamic View [J FY25 H2 Campaign - Example Project Plan ¢y

a 9 GridView v 7 Filter B ¢

D.. Show Task Description Status Assigned Finish Duration Pred.. BF Share Link BF QA'd Copy Doc Version Proof
Task Status

BEEEY + | ® |ceoscrsuwway [ 00 [ 0 | fowsvas [owes| wes) | [ wm [ [ | |
B * | mewers [ 00000 [ [ [ [ [ [ & [ [ ]

B * | m [mecwepuesvonanne [ [ (oewifwmes] wmal [ [ & [ | |
nu———mm-—u—-—

- Blog posts and articles Publish 3 articles outlining con In Progress @ Priya Singh 07/01/24 08/20/24
Research & Planning Conduct keyword analysis anc In Progress (&) Priya Singh 0710124 07/10/24 8d
Outline & Drafting Draft outlines and write first dr. In Progress (&) Priya Singh 071124 07125124 httpsidoes.googl
Editing & Review Review drafts for clarity and S In Progress (@) Priya Singh 07/26/24  08/05/24 7d
Design & Multimedia Source images and create cus In Progress (&) Priya Singh 0712624 08/06/24 8d
Publication & Distribution Upload to CMS and schedule | In Progress @ Priya Singh 08/06/24 08/08/24 3d
Promotion & Amplification Share published posts on soci  In Progress (@) Priya Singh 08/09/24  08/20/24 8d
= Deliverables: 08/06/24  08/06/24 1d
ARTICLE 1 *10 Game-Changing Strategie Complete Naomi Williams 08/06/24 08/06/24 1d hittps://brandfolde Approved
ARTICLE 2 “How Data-Driven Insights are Complete Naomi Williams 08/06/24  08/06/24 1d hitpsJ/brandfolde Approved
ARTICLE 3 “The Ultimate Guide to Creatir Complete Naomi Williams 08/06/24 08/06/24 1d hitps:/ibrandfolde Approved
+ Infographics Create 1 infographic that visuz In Progress Sarah Johnson 09/10/24  09/13/24 4d
+ Ebooks and whitepapers Develop a comprehensive whi In Progress () James Miller 09/16/24 09120124 5d
+ Case studies Produce 2 case studies featuri In Review @ Alex Martinez 09/16/24  09/20/24 5d
Video content (explainer videos, product  Deliver a series of short video: In Progress @ Megan Thompson ~ 08/19/24 12/02/24
nn———mm-m-—-:-—-—
+ Social media posts Draft 57 posts per platform (L In Progress Jamal Thompson  08/14724  08/28/24
+ Influencer partnerships Collaborate with 3 industry infl In Progress @ Emily Davis 08/06/24  08/27/24 16d
Social media ads Launch a paid social media ca In Progress () Kiara Robinson 08126124 12002124

71d
(« | @ | Sewwwwerne | | | JowsesJowwes] 200 ] | & | | | |
22d

Drip campaign sequences Launch a 5-email sequence ai In Review Michael Green 08/15/24 09/13/24

Ad creative (display, video, social media : Deploy visually compelling ads In Progress Naomi Willams 08/01724  08/01/24
PPC set up (key , ad grou targeted PPC camy In Progress () David Smith 08/01/24  08/02/24
Landing pages for ad traffic Build custom landing pages th  In Progress 1) Hiro Tanaka 09/03/24  09/04/24

Retargeting ads Create dynamic retargeting ad In Review () Lauren Brown 09103124 09/04/24
- EVENTS & WEBINARS 08I01/24 10111724

Webinar/event registration page Design a registration page for In Progress Emma Wilson 08/01/24 08/15/24




Project plan

rtsheet
File  Automation Forms Connections Dynamic View [J FY25 H2 Campaign - Example Project Plan ¢y

= 9 GridView v 7 Filter B ¢

D.. Show Task Description Status Assigned Start Finish Duration  Pred.. BF Share Link BF QA'd Copy Doc Version Proof
Task Status

BEEY + | = [oroecsowwc | [ [ o fows| el & |
\ o IO CT T N R . D, i
« RN T — ——— ' C)° ! Settings
[ m | mcommmmeme |

- Blog posts and articles Publish 3 articles outlining con In Progress @ Priya Sing|
Research & Planning Conduct keyword analysis anc  In Progress @ Priya Sing| B 2 M
Outline & Drafting Draft outines and write first dr. In Progress (@) Priya Sing| Dependency Setlings Date range display Options
Editing & Review Review drafts for clarity and S In Progress (@) Priya Sing| Start date column % Complete column
Design & Multimedia Source images and create cus In Progress () Priyasing  Gantt Timescale
Publication & Distribution Upload to CMS and schedule | InProgress (@ Priyasing  Settings Start ~-None--
Promotion & Amplification Share published posts on soci  In Progress (@) Priya Singl End date column
9 Detvoration: Resource Management Finish
ARTICLE 1 10 Game-Changing Strategie Complete Naomi Will
ARTICLE 2 "How Data-Driven Insights are Complete Naomi Wil
ARTICLE 3 “The Ultimate Guide to Creatir Complete Naomi Wil
+ Infographics Greate 1 infographic that visuz In Progress Sarah Joh| Dependencies Working Days
+ Ebooks and whitepapers Develop a comprehensive whi  In Progress () James Mil Dependencies enabled Working days: Mo, Tu, We, Th, Fr
+ Case studies Produce 2 case studies featuri In Review @ Alex Martit
Video content (explainer videos, product  Deliver a series of short videot In Progress  ({f) Megan Th( Predecessor column Length of Day (hours): 8
[+ | @ [ Bsoommen | | | | PredacEiine R ——
+ Soclal media posts Draft 57 posts per platform (L In Progress Jamal Tha
+ Influencer partnerships Collaborate with 3 industry infl I Progress (&) Emily Dav| Duration column Edit...
Social media ads Launch a paid social media ca In Progress (&) Kiara Robi

Duration
[ | ® | Sewauwawmecenne | [ | |

Drip campaign sequences Launch a 5-email sequence ai In Review Michael G|
Ad creative (display, video, social media : Deploy visually compelling ads ~ In Progress Naomi Wil
PPC sot up (key , ad grou targeted PPC cam; In Progress () David Smil m “
Landing pages for ad traffic Build custom landing pages th In Progress () Hiro Tanak
Retargeting ads Create dynamic retargeting ad In Review ® Lauren BroW 09703724 09/04T2E
- EVENTS & WEBINARS 080124  10/11/24

‘Webinar/event registration page Design a registration page for In Progress Emma Wilson 08/01/24 08/15/24




roject plan

smartsheet

File Automation Forms Connections Dynamic View

2 9 % GanttView v G/ Filter

Show
Task

Task

* 'ROJECT SUMMARY

| * [ m [ mHeLpruLLINKS
 EEN LT —
B N T —

- Blog posts and articles
Research & Planning
Outline & Drafting
Editing & Review
Design & Multimedia
Publication & Distribution
Promotion & Amplification
- Deliverables:
ARTICLE 1
ARTICLE 2
ARTICLE 3
+ Infographics
+ Ebooks and whitepapers
+ Case studies
Video content (explainer videos, product
[+ [ Bsoomweon |
+ Social media posts
+ Influencer partnerships

Social media ads

Drip campaign sequences

Ad creative (display, video, social media :
PPC campaign set up (keywords, ad grou
Landing pages for ad traffic
Retargeting ads

- EVENTS & WEBINARS
Webinar/event registration page
Presentation deck and materials

Promotional assets (banners, social medi

Description

Publish 3 articles outlining con
Conduct keyword analysis anc
Draft outlines and write first dr.
Review drafts for clarity and S
Source images and create cus
Upload to CMS and schedule

Share published posts on soci

*10 Game-Changing Strategie
“How Data-Driven Insights are
“The Ultimate Guide to Creatir
Create 1 Infographic that visuz
Develop a comprehensive whi
Produce 2 case studies featuri
Deliver a series of short videos

Draft 5-7 posts per platform (L
Collaborate with 3 industry infl

Launch a paid social media ca

Launch a 5-email sequence ai

Deploy visually compelling ads
Implement targeted PPC camy
Build custom landing pages th

Create dynamic retargeting ad

Design a registration page for
Create a 15-slide deck for the

Develop branded assets to be

[J FY25H2 Campaign - Example Project Plan %

Status

In Progress
In Progress
In Progress
In Progress
In Progress
In Progress

In Progress

Complete
Complete
Complete
In Progress
In Progress
In Review

In Progress

In Progress
In Progress

In Progress

In Review

In Progress
In Progress
In Progress

In Review

In Progress
In Progress

In Progress

Assigned

@ Priya Singh
@ Priya Singh
@ Priya Singh
@ Priya Singh
@ Priya Singh
@ Priva Singh
@ Priya Singh

Naomi Williams
Naomi Williams
Naomi Williams
Sarah Johnson
@ James Milier
@ Alex Martinez
(@ Megan Thompson

Jamal Thompson
@ Emily Davis
(@) Kiara Robinson

Michael Green

Naomi Willams
David Smith
i} Hiro Tanaka
® Lauren Brown

Emma Wilson

(& Diego Cruz
Megan Thompson

8 o @ @ B Baselines
Jul

15 Jul22

Oct
Oct14

Aug
Aug12 Aug19 Aug 26

Sep

Jul 29 Sep9 Sep16 Oct21 Oct28 Novd4

Aug5

Sep2 Sep23 Sep30 Oct?

_—X
]

Blog posts and articles
search & Planning
Outline & Drafting
Editing & Review
Debign & Multimedia
lPubication & Distribution
Promation & Ampification
erables:
ARTICLE 1
ARTICLE 2
ARTICLE 3
jographics
Ebooks and whitepapers

Case studies

Social media posts

Influencer partnerships

O ... S|
Dip campaign
PAID MEDIA
Ad creative (display, video, social media ads)
PPC campalgn set up (keywords, ad groups)
Landing pages fpr ad traffic
Retargeting ads
EVENTS & WEBINARS
Webinarfevent registration page
Presentation eck and materials

Promotional assets (banners, soclal media graphics)




Resource Management - % 09 -

How we assessed & assig ned resources T %
to the work Resource Management J
4 Transit Marketing Video @
) ’ ‘ Metropolitan Transit -
}) o
Sep 09 »
Project Plan has bidirectional sync to Smartsheet : @
Resou rce Ma nagement il :_ LJp(i.’i‘;(’~(l‘3 days ago by Devin Gomez. m

| E: :i View Activity
Started small with tracking team allocations; eventually 1 = | “ Hilda Wilson ®
. . . . | I Video Producer

grew to tracking 5+ teams within our Marketing [ — - aJ

organization 150%
2=
| Helen Bates
ﬁ Videographer @
e _}

100% 50%

Kai Senjima
Audio Engineer

100%

Leigh Gibbs
Designer
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Resource Management

How we assessed & assigned resources to the work

File Edit View (@ Marketing | Req &R ing Dashboard 7 g B
54 Capacity Resource Manage am Schedule

8. People =  TorqueDesign A Proj Schedule

% OWM e T MayOl May 08 May 15 Moy 22 May 29 Jun 05 Jun 12 Jun19. Jun26 Jul 03 0 Jul17
@ Frojects e Jun12-18 Jun 19 zsy Jun 26 - Jul 02 Jul03-09 Jul
2 L] Weer 24 o35 I e ts ek 37 W
Red = over 100% - triocs
Bruce Ferguson
== Assignment Details . 8 Assignment Details Strotegy
ca paCIty .

we Allocation Heatmap Affocation Hastmoe

Sort By: FirsT T
Sort By: First Name My Views PR~

My Team Rosaarch
Display: Role, Discipline

+ Save Current View -
My Views [Fonpi< Ehiees wallable 28.13% for 10 work days Available 40%

Everyone .
+ Save Current View Billable: All i

Role: All ﬁ" Hazel Christensen

Strat

——— N, = At o Sgnag: Do Dt gh e sy i P o 20beus - Vcabon Syl lOvorkaons
CR Studio team Yoam Mamber- Al Available 10% for 10 work days

People Tags: Al

Digital Marketing

P\ Brookl
Gl BL77 v s o osman | ot s i o vt
e
o ot A emsreddn
Team Member Type: All

Studio Motion/Video Team
Work Status: All

e[ s |
Skills: All
Studio-Video Team _ A

Studio-Visual Design Team

B smartsheet
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Resource Management

How we assessed & assigned resources to the work

"% Capacity

2% People

umy Projects
== Assignment Details

wie  Allocation Heatmap

Sort By: First Name
Display: Role, Discipline

My Views

+ Save Current View

Shared Views

CR Studio team

Digital Marketing

PMO

Studio Motion/Video Team
Studio Visual Design Team
Studio-Video Team
Studio-Visual Design Team
TPM

U.S. Field Marketing

Shared Views

File Edit View

xN -

® Marketing | Requests & Resourcing Dashboard 1

Schedule

Resource Management: Team Schedule

& People

“ Projects

ME Assignment Details
74 Allocation Heatmap
Sort By: First Name

My Views

My Team

+ Save Current View
People Filters

Everyone

Billable: All

Role: All

Discipline: All

Project: All

Team Member: All
People Tags: All

Client: All

Location: All

Team Member Type: All
Work Status: All

Office Status: All

Skills: Al

DWM e
< Everyone

Bruce Ferguson
Suateay

Patricia Hall

Rosaarch

Strategy

g‘ Hazel Christensen

N Brooklyn Jansen
B Crestve

Jonathon Wong

Creative

May 01 May 08 May 15 May 22 May 29 Jun 05 Jun12 Jun19 Jun 26 Jul 03 10 Jul17
Juni2-18 Jun19-25 Jun 26 - Jul 02 Jul03-09 Jul
i . o o w
Avallable 10%
L s}
_ Avallable 28.13% for 10 work days Available 40%
Available 8.13%
BRI

Available 10% for 10 work days

et e ot | Gt i . oot L

Available 50% for 8vork days
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Resource Management

How we assessed & assighed resources to the work

o= Smartsheet  Nivi Oliver Projects Schedule Analytics Help~ Settings~ Search

Capacity View has helped

us call out larger trends to == Capactty < Dizclpllne Janusty Febnuaty Mareh Aprt May
. People
leadership i
Projects
Group By: Discipline 10K
34.9% 49.6% 52.2% 66.2% 30.8% 30.8%
Capacity Filters
Informs better Project: Al -
decision-making for 110 Training
16.9% 125% 158.3% 84.3% 62.1% 0%

hiring plans and seeing
seasonal trends.

115 Solution Services

102% 93.9% 81.6% 81.6% 81.6% 81.6%
120 Consulting

54.8% 63.5% 57.3% 99.2% 108.4% 103.2%
150 Technical Support

54.7% 80.5% 80% 77.9% 67.8% 0%
160 Tech Ops ——————————————

0% 9.4% 26.8% 48.2% 107.1% 0%

B smartsheet
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Executing the work

Centralized Project Plan: One location for milestones,
deadlines and daily task execution.

Streamlined workflow: Direct integration into Card View
tasks for Designers.

Unified tracking: Managed project health, deliverables,
and final handoffs within a single sheet.

Enhanced collaboration: Easy access to task
instructions, Proofs, and feedback for seamless team
communication.

B smartsheet

ENGAGE

Qg

IR R R R E ]

=]
@
-]
@

Ba8o0o8







Executing the work

smartsheet
2 File Dynamic View
[ 3 ) 0F cardview v f[[j View by Status ~ (&) [J 1Sheet [[[i 4Columns 5/
® = ToDo (3) In Progress (1) In Review (0) Blos
g
Py 3 Script: Finalize Script: Draft Copy
S 09/16/24 09/06/24
3 Luis Cancel Luis Cancel
[=3
Ll S

[ nerumanon T i naoa

- Brand Awareness Video Program In Progress 3 Christian Austin 08/01/24 10/03/24

Storyboard: Draft
Qe 09/23/24
Samuel Wolfe

Storyboard: Finalize
10/03/24

& s . = Script 09/02/24  09/16/24
In Progress (%9 Luis Cancel 09/0224  09/06/24

Script: Copy Approvals G pmarketingteam@: 09/06/24 09/12/24

Script: Finalize To Do w*;', Luis Cancel 09/12/24 09/16/24

Script Complete 09/16/24 09/16/24

= Video 09/17/24 10/03/24

Storyboard: Draft To Do & Samuel Wolfe 09/17/24 09/23/24

Storyboard Review o pmarketingteam@: 09/24/24  09/30/24

)| Storyboard: Finalize To Do & Samuel Wolfe 10/01/24 10/03/24

Storyboard Complete 10/03/24 10/03/24

ENGAGE



Executing the work

Deliverable Show Task Description  Status Assigned Start Finish Duration Pred.. BF Share Link BF QA'd Copy Doc T.. W.. Version Proof
Task Si.. Al Status
%
© 0] e
3% wemgT aTCE g TogTeSS g T TTyar oG Tz ooz
35 Publication & Distribution Upload to CM  In Progress @ Priya Singh 08/06/24 08/08/24 3d 33
36 Promotion & Amplification Share publish In Progress @ Priya Singh 08/09/24  08/20/24 8d 33,35
37 = Deliverables: 08/06/24  08/06/24
3 - ARTICLE 1 "10 Game-Ch Complete :"y Naomi Williams ~ 08/06/24 08/06/24 a Approved
39 ARTICLE 2 "How Data-Dr Complete ;‘, Naomi Wiliams ~ 08/06/24  08/06/24 3 Approved
40 ARTICLE 3 "The Ultimate Complete 3 Naomi Williams  08/06/24 08/06/24 3 Approved
41 + Infographics Create 1info¢ In Progress @ Sarah Johnson  09/10/24  09/13/24
43 + Ebooks and whitepapers Developacor InProgress () James Miller 09/16/24  09/20/24
4s + Case studies Produce 2cas InReview  (f}) AlexMartinez  09/16/24  09/20/24 5d

Video content (explainer videos, product Deliver a seri¢ In Progress @ Megan Thompso 08/19/24  12/02/24

o —n———mm-—n—----

49 + Social media posts Draft 5-7 post  In Progress @ Jamal Thompson 08/14/24  08/28/24
51 + Influencer partnerships Collaborate w In Progress @ Emily Davis 08/06/24  08/27/24 16d
Starr:d r?wl— Final Brandfolder
+ o
Proof + Fina Link

Deliverable

B smartsheet
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@ < I ¢ File  Automation Forms Connections D

AI I N O ne p I a Ce Integrated Marketing | 2H FY25 = f8 GridView » S/ Filt
Workspaces and Collections i il il
& Filelibrary

1 &
v (@ Collections (3)
g +« | = |
@ 1-Planning 28 & —.:.=
@) 2-Execution 29 nn.

3 - Measurement

Project Plan lives in the same Workspace
as the GTM Planning artifacts

Collections lets you share just the Sheets,
Reports, and Dashboards you need to,
without sharing the entire Workspace

v (3) Workspace items (5)

(@ FY25 H2 Campaign - Project D ﬂ ‘

(2 GTM Planning

) Intake Status Report

o

(@ Planning Inputs

@ RACI




Proving marketing impact
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Steps to proving
marketing impact
Alignment & Visibility

Identify leadership's visibility requirements.
Align with your target metrics and KPlIs.

Create artifacts to clearly convey the narrative.

B smartsheet

ENGAGE




Proving marketing impact

Transition from planning to proving marketing impact

New intake
noflflcatlon Workspace
to integrated e
marketing Re h
A /
1 : ¢
Stakeholder ! I g
OOO Inputs : | c
I c ——
\ 7 ‘ I |
1 Intake Sheet Project Plan Reports
> > I
Submitter : —
Intake | I O | —_— oo
Business h I
Inputs Sheet | ! f - oo
Oo\Js0O — | ' —
—_— >
’ﬁ\ I ! Resource
Reminder to I \\ GTM Sheet Management Dashboards
. Intake stakeholders \ P
Submitter Form to fill out fgrm — T s s s -

by deadline

S o e e e e e = = ==



Proving marketing impac GTM Sheet

Program / Tactic Channel Persona Launch Date Complete
date

~ Key Moments Key Moments Project Management

Best practices Pabcheml Koo Pojelogemt G —

Product Release 2 Key Moments Project Management Conversion Marketer

AR Report Drop Key Moments Project Management Conversion Marketer

Nest rows to organize your go-to-market by theme e
and tactic. This will allow you to show different views Ml o

for executive visibility. Rep cmopmters | crtenten (N
Add a “view” column to easily distinguish the row it B ik I i M

O b.J eCt IVe' Publisher 1: Content Syndication Creative Operations Consideration Marketer
. Report Creative

o Example: Tactic vs Theme
Create filters using the “view” column drop-downs. b e

~ Blog Post Content Creative Operations
 Blog Post Content Creative Operations Awareness Marketer
Ad 1-Blog Paid Media Creative Operations Marketer
Blog | Email Emad Creative Operations Awareness Creative
~ Webinar Viebinars Project Management
~ Product Webinar 1 Webinars Project Management  Conversion Marketer
Webinar Invite 1~ Email Project Management Conversion Creative
Webinar Invite 2~ Emad Project Management Conversion Creative
~ Product Webinar 2 Webinars oject Management  Conversion Marketer
Webinar Invite 1~ Emad Project Management Conversion Creative
Webinar Invite 2~ Email Project Management Conversion Creative
3rd Party Webinar Viebinars Project Management Consideration Marketer
jebinar newsletter Emai Project Management Consideration Marketer
Webinar follow-up Sales Outreach Project Management Conversion Creative
~ Event Events Project Management

3rd Party Event 1 Events Project Management Awareness Marketer
Creative

3rd Party Event 2 Project Management Awareness Marketer
Creative

3rd Party Event 3 Project Management Conversion Marketer
Creative

Event follow-up Sales Outreach Project Management Conversion Creative

v ENGAGE Events Project Management  Conversion Marketer
Creative

ENGAGE invite 1 Project Management Conversion Marketer




3 Filter: Theme Filter: Tactic

Aug Sep Oct Nov Dec
Project Management
Project Management
31 Party Event1

ENGAGE 3rd Party Event 3
ENGAGE

ENGAGE invite 1

3rd Party Event 2

Event newsetter

Customer event emai

Customer Event

ot follow-up
Eostr e e
Product Webinar 2

Webinar follow-up

3rd Party Webinar

‘Webinar newsletter
Product Webinar 1
Creative Operations

Webinar invite 1

Webinar Invite 2
Product Webinar 2
Webinar invite 1

Webinar Invite 2

Product Release 1 Product Release 2

AR Report Drop
Marketing Management

Paid Media

Blog Post

Blog | Email

Edit Filter Theme View'

Name (Opticnal)

Report
Report Report | Email Publisher 2: Report

Publisher : Report
Theme View

=

Episode Drop 1 Episoda Drop 3
is one of Theme

Include parent rows

Edit Filter 'Tactic View'

Name (Optional)

Tactic View
Show rows that match al NS

View ~ | |is one of

Select All

Blank
Tactic
Theme

Include parent rows




Stakeholder: Executives Stakeholder: Campaign Team

Jall ™ smartsheet
(® Marketing Task Tracker Dashboard fay Campaign Dashboard
[
Marketing Tracker Dashboard ® Campaign Dashboar
2y Campaign Details
Marketing Task Tracker Sheet
-
X
Marketing Task Form Project Management
e
Bruce Ferguson
T
3

® Risk  Industry Company Size Campaign Owner Buying Center  Notes

Major e O Suileabhain Operations.

@

Marketing Management




1

How we PLAN the work

Align business goals,
gather stakeholder
insights, and streamline
planning.

Summary of today's discussion

How Smartsheet powers our Integrated Marketing team

2

How we DO the work

Accelerate production,
enhance process
efficiencies, and launch
faster.

3

How we PROVE impact

Align leadership
requirements, ensure
visibility, and build
impactful artifacts.

A

Next steps you can take

Where you can go from
here and a quick Q&A!

B smartsheet

ENGAGE



NeXxt steps...

e Attend our upcoming webinar series for Marketers & Creatives:
o From concept to complete: mastering marketing prioritization (10/29)
o  Maximize marketing impact: enhance visibility and alignment (11/14)

e Talkto us about any ideas you have, or what you've found to be successful with your
own team!

Take the survey i smartsheet

We'd love to hear your thoughts on the session. E N GAG E

Open this session in the mobile app, click “Survey,”
and answer two questions — it's that easy!

Thank you.



From Concept to Complete

Continue to expand your Smartsheet skills
and connections by attending a Webinar.

Upcoming Marketing & Creative Webinars:

e (10/29) From concept to complete:
mastering marketing prioritization

S e (11/14) Maximize marketing impact:
Ay ‘gﬁ, -;:clg* @ enhance visibility and alignment
o""‘

.ih-
"#‘a l‘ ° 0 %s
..... A "
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