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Most Recent Visitor most_recent_visitor_date DI 2—7 257 42 5 OHKE, ¥ Account Engagement
Date fRIEDE Y HBP7 FLATHEHEN, WA=V
2—H) RLATTRAXRY MBI S hE
9,
MQL Date (MQL FI) ~ mql_date TRARY FHAMOL T = —RICH Y 4T Account Engagement
bz HIg
OptedOut(4 7" k7" opted_out TaART bW —T T ¢V A—)V%&F Account Engagement
v FEH) TR7I R LEEDE DD (True 213 False)
Pardot Account ID pardot_account_id B2B Marketing Analytics 77 7V r—3/ 3 I Account Engagement
(Pardot 7 17 > b Moo A=y b ID
ID)
Pardot Visitor ID visitor_id TRARTZ FOETZ—D Account Engagement
(Pardot € & — D)
Phone (Wi +3) phone Ta AR FOERES Account Engagement
Pardot Prospect ID id TRARYZ FD D Account Engagement
(Pardot 7’BAXRZ
kD)
Salutation () salutation FUARY b HTLT B U GBI 2 B) Account Engagement
Pardot Score (Pardot  score Account Engagement TD 7T ANYZ FD A Account Engagement
A7) ay
Source Campaign source_campaign TaARYT FDED Y — A% /R_RF N2 X —  Account Engagement
(V—AF ¥ o R— & & — AR,
)
Source (Y —R) source T AR + DI O B 54 Account Engagement

Fea =y
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KnoINIV I5H R B8t

Stage (7 = — R) stage R=T T4 TFA4THAZIVNO T X Account Engagement
RZbDT z—RX

State (HFTENFEL) state I ANRY S OEEFE Account Engagement

Tags (X %) tags 754 ETF g I SN2 Y Account Engagement

Temtory (‘7‘ 1) ]\ territory 70[1 AN 7 ]‘ DTV ]\ Y— Account Engagement

J—)

Updated At Date (1 updated_at_date THRARY FHABEH NI Account Engagement

H)

Updated By First Name  updated_by_first_name TaANYT M ERIZBICEHR LIz2—Y—0 Account Engagement

(EHHE D) %

Updated By Last Name ' updated_by_last_name T ANYT SR RIBICEF LIz—Y—0  Account Engagement

(S HH OE) bk

Website (Web A I+) website T ZRY OO Web ¥ FD URL  Account Engagement

Years In Business (B3 years_in_business TUARY b DA FEFEZTT> TWABW] Account Engagement

AR ]

Zip (EH T =) Zip TaANRYT S OISR Account Engagement

Prospect and Activity (FARAXRNY b ET V71 ET4) T—2E Y b

F—2AZ+¥ v b IDIE pdProspectactivity T9 o HiTE. —HOIZVT—IJ AV M7 I7T10 T, Fhk
FATLI=Ta ARy Mclid 27— 22K L E T,

COHHETNVE, ATV 27 PAIBEIMEEINTOERES DK > THLEED XY,
* Prospectand Activity (FEARZ R ET 7T 4 EF 4) F—REw b (R— 26)
o ATV MO Prospect and Activity 77— 2t »

Engagement Studio Z2 4T U Cikfg E iz A —)VDBI{Y. Engagement History (L7 —3 XV Mg 7— 2w M
& 20184 12 H 14 HEARRICE & 17z Engagement 707 5 LDEET — 2 DA FENET,

Pardot Tags (Pardot 2 9) 7—2 v b

COTF—2ty bO#IHE. HIOSTONE—BORT 2L LET, TOTFT—%ty Mk, FyoX—=,
A—=)l, Tr—L, T7+—LNVEIT— FUTF4UIR=Y, Wik, TAART DT T4 TR THEE
hfx9d,

KRNIV HR ST
Name (%4 fif}) tag_name Account Engagement
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KTINIV IEH ST
TagID (& 7' D) tag_id Account Engagement

Pardot Users (Pardot 1—H'—) F¥—4Xt v b

F—2+t v b D& pduser TY, AccountEngagement D7 IV r— g3 V5V L— b TORIENET,
B, T ANDA—Y—ELLET,

KR INIV HH :NE

Created At Date ({E)RH) created_at Account Engagement
Email (X —)1) email Account Engagement
First Name (£4) first_name Account Engagement
Full Name (J$44) full_name Account Engagement
Is Archived (77— A T ) is_archived Account Engagement
Job Title (F5Hi%) job_title Account Engagement
Last Name (i) last_name Account Engagement
Updated At Date (BT H) updated_at Account Engagement
User ID (—H— ID) 4 user_id Account Engagement
Username (L —H —44) username® Salesforce & 721 Account Engagement

Pardot Visitor (Pardot EV &2 —) F—& 4y k

F—RE» b IDIF pdvisitor T, Firld. HADEI Z—D 1 HOMilZELLE T, TOTF—Xtw b
., 7T—HATENREIZR—DP5DT7—R2RIFENE A,

RRINIV =R STt

Campaign Name (F ¥ > X—2 %) campaign_name Account Engagement
Campaign ID (F ¥ >*N— 2/ ID) (CRM)  campaign_crm_id Salesforce

Campaign ID (3 " X— D) #H)  campaign_id Account Engagement
Stage (7 = —R) stage Account Engagement
Stats Date (i Hi RO HAY) stats_date Account Engagement
Tags (X %) tags Account Engagement
Visitor Count (& ¥ Z—#) visitor_count Account Engagement
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Account-Based Marketing (77 AT > kR—XADI =T T4 9 T—2t Y b

B2B Marketing Analytics {1&, 3 DDHMEN[HEZR Account-Based Marketing (7 1 ¥ EAR—ADR—F T 4 V) T—X%
ty bHHVET, TNHDT—REy MR T VT4 TR T—RDBADNEZTENET, T—hHATENETH
YISO TFT—RIBENENET,

Account-Based Marketing Contact (7717 ¥ b R—ZAD—r 7 ¢ ¥ ZH0G e ETH) — COEMHER T o v b
N—ADI—T T4 VT TF—2y bOF—RZEw b IDIF pdabmContact T, #i7ld. 14 D Salesforce X
SIEBEHEZLRLET,

®RINIL I5HH

Accountld.Name

AccountName (779 M 44)

Contact Pardot Score (HX5 [ /&3 T-44 @D Pardot A277) WholD.pi__score__c

Account-Based Marketing Event (7 1 ¥ bAN—ADR—7 T 4 Y T ANV ) — COBRMOFERT 17 ¥ P RN—A
D= T4 VT TF—2Ey bOTF—Zty b DIE pdabmEvent T3, Birid. % D Salesforce friZ KL
X9, TOT—RBAIAT I 7 SRR EN, EENTATHOLa— Rzl L9, 178ORENC

B2B Marketing Analytics 7—42 € b

W, Call (FEaf). Email (A =)L), Meeting (X —TF « >~ 7). Prep M&fii). Other (ZDfth) HH O £7,

KNI\

Account Name (77 7 > +£4)

Contact ID (X5 [7EE{T-44 D)

Contact Name (M5 SERT4 %)

Contact Pardot Grade (I5 | L+ D Pardot 7' L— F)
Contact Pardot Score (M5 [ JEELE# O Pardot 2A277)
Contact Title (U5 | SE BT DR

Duration (Y]HA)

Event AccountiD( ARV R 7Y b+ D)

Owner ID (54 D)

Owner Name (T4 % %4)

15H
Accountld.Name
Whold.ID
Whold.Name
WholD.pi__grade__c
WholD.pi__score__c
Whold.Title
DurationIinMinutes
Accountld.ld
Ownerld.Id

Ownerld.Name

Account-Based Marketing Opportunity (7717 ¥ hANR—=ZAD—r T ¢ ¥ J4ak) — CDEMOHERT 7 > b X—
ADR—=T T4 VT TF—=RZtw DT —2E v b DIF pdabmopp T, #4171, 4 D Salesforce fiakz & L

9,
KRNIV

Account Industry (HX 5 |76 2EHE)

15H

Accountld.Industry
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KRNIV

Account Name (7”717 > b 44)
Account Owner ID (X5 /e F 45 D)
Amount (45%5)

Close Date (¢ ¥ T H)
Opportunity Name (i ik44)

Owner Name (T4 % %4)
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15H

Accountld.Name
Accountld.Ownerld.ld
Amount

CloseDate

Name

Accountld.Ownerld.Name

Multi-Touch Attribution (EEUEatEY) 7—2 v k

C OEMEAIHEZ Multi-Touch Attribution (#EEMETE) 7— X & v FDF—2 2w b IDIE pdMultiattrib TI,
A1k, 4 D Salesforce v U R—V AV IV VAL aA—FREEL, AVFFAMTOBNDF ¥ o R—

> WGUERIEE, mak DG EHENF ENE T,

RRINI

Account (77 2 1)

Accountld (7717 b ID)

Campaign (F¥ > X—2)

Campaign Actual Cost (F ¥ > N— 2 DHE)

Campaign Budgeted Cost (F¥ Y X—YD PRI A )
Campaign End Date (F¥ > X—# 1 H)

Campaign ID (F+¥ > NX— D)

Campaign Influence ID (F¢F¥ I RX—2 A VTV A D)

Campaign Influence Model (F¥ > X—2 A 2 TIVL VA
ETN)

Campaign Influence Model ID (F¢+ % > N—2 A 2 7))V
AETIVID)

Campaign Start Date (F % > X— V[l H)
Contact (X5 e A TA4)

Contact First Name (5 [JE55 T4 D 44)
Contact ID (3 [ /e #i{E4 D)

Contact Last Name (X5 |/ 24 T4 DU

15H

Opportunityld.Accountld.Name
Opportunityld.Accountld
Campaignld.Name
Campaignld.ActualCost
Campaignld.BudgetedCost
Campaignld.EndDate
CampaignID

D

Modelld.MasterLabel

Modelld

Campaignld.StartDate
Contactld.Name
Contactld.FirstName
Contactld

Contactld.LastName
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RRINIV

Lead Source (V — FY—A)
Opportunity (R %)
Opportunity ID (R&#% ID)
Revenue (UX4i)

Revenue Share (U457 d)
ROI

Stage Name (7 = — A %4)

Total Value (&5 1)
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15H

Contactld.LeadSource
Opportunityld.Name
Opportunityld
CimtaGenerated.TotalRevenue
RevenueShare
CimtaGenerated.Roi
Opportunityld.StageName

CimtaGenerated.TotalValue
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