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Are marketers ready to embrace Al in the Salesforce ecosystem? Not
yet, but that’s exactly where we can help.

According to Salesforce’s State of Marketing report, 90% of marketers say their top priority is driving growth. But
growth doesn’t just happen, it requires strategy. And strategy without data is just guessing.

In a world where the average marketer uses eight channels across 21 platforms, data fragmentation isn’t just a
nuisance — it’s the biggest barrier to effective personalization and meaningful Al adoption.

Al is no longer optional, it’s inevitable. But here’s the hard truth:

Most organizations are not ready for agentic marketing. Not even close.
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The reality check:

where we stand today
Most marketing tech stacks are a maze of disorganized assets:

¢ Outdated email templates and forgotten data extensions

e AMPscript copied from a blog, or written by a consultant long ago, with no idea how it actually all works.

e Zero campaign hierarchy or documentation

¢ No shared metadata, governance, or consistent process

e A complex web of automations running at different times moving data to support different campaign use cases.
You can’t ask Al to run your marketing if you can’t explain it yourself.

Even the tools meant to organize and align teams — the calendar, approvals, and reporting — are underutilized
or disconnected. There’s no built-in way to help Al “understand” your marketing strategy, just isolated assets and
automations.

One hallucinated headline or broken segment can damage your brand at scale. Al in marketing must be built on
control, clarity, and context, not just creativity.

4 Crucial Steps to Prepare for Agentic Marketing




Introducing Marketing Cloud Next

Over the last few years, Salesforce’s Marketing Cloud suite has grown significantly
through strategic acquisitions: Pardot became Marketing Cloud Account Engagement,
ExactTarget became Marketing Cloud Engagement, Evergage became Marketing
Cloud Personalization, and Datorama became Marketing Cloud Intelligence. While
powerful individually, these rebranded tools created confusion and operational silos.

Marketing Cloud Next solves this by unifying the entire marketing portfolio into a
single, next-generation platform built natively on Salesforce Data Cloud. This all-in-
one solution simplifies marketing for both B2B and B2C models, reducing the need
for multiple tools and integrations. By connecting marketing with sales, service, and
commerce in real time, Marketing Cloud Next supports a truly omnichannel strategy
across email, web, mobile, SMS, advertising, and social.

With a future-proof architecture, Marketing Cloud Next is designed to scale with your
business, support Al-driven innovation, and adapt to the next generation of marketing
channels and experiences.

e | everage unified customer profiles from Data Cloud to deliver deeply personalized
experiences at every touchpoint

e Built-in Einstein Al and Agentforce capabilities empower teams to interpret
insights, adjust journeys, and deploy personalized content instantly

¢ Real-time decisioning and journey orchestration with Flow allow marketers to shift
experiences dynamically as customers engage, driving relevance and increasing
conversion

¢ Native consent and compliance tools help organizations meet global regulatory
requirements like GDPR and CCPA

e Streamlines governance, reusability, and admin controls, making life easier for
marketers, developers, and IT teams alike
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Laying the foundation for Al strategy

We believe agentic marketing will happen. But it won'’t start with a prompt. It starts with a plan.

That's where we come in. We help organizations define and prepare their Al strategy within the Salesforce ecosystem

by focusing on four key areas:

Data Readiness
¢ Build a unified customer profile using Salesforce
Data Cloud
e Clean up your instance and eliminate outdated
assets
e Establish consistent naming conventions, tagging,
and folder structures

Metadata and Process
¢ Define metadata around content, audiences,
journeys, and campaigns
¢ Implement campaign frameworks and hierarchy
your team and Al can understand

e Set up approval flows beyond content — think
strategic alignment

Al isn’t a magic button. It’s a force multiplier. If you're
multiplying chaos, you'll just get smarter, faster chaos.
But if you’re multiplying clarity and strategy? That’s where
exponential growth begins.

The future of marketing is Al-powered.
Let’s make sure it’s ready to go to work.

About Mphasis

Al Strategy and Use Case Mapping

e [dentify where Al delivers real ROl today: content
generation, lead scoring, dynamic segmentation,
send-time optimization, engagement frequency, etc.

¢ Deploy Einstein GPT for personalized content
blocks and product recommendations

e Use predictive scoring and real-time decisioning in
Journey Builder

Operational Alignment
e Train teams to work in a hybrid model with both
predictive and generative Al tools and start to
experiment with agent capabilities.

¢ Build a repeatable, measurable operating model
to scale marketing operations

e Align with Salesforce’s Marketing Cloud Next
roadmap for scalability and compliance

As part of Mphasis, Silverline leverages insight acquired through thousands of engagements along with real-world expertise gained across the Healthcare
industry, including: provider, payer, medical devices, and life sciences. From strategy and implementation to managed services, we guide clients through
every phase of their journey — enabling continuous value with the Salesforce platform.
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