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Exercise 1: Relational Databases

Scenario

Your organization, Blossom Buddies, has two separate delivery vehicles to deliver
flowers. There is a sign-in and sign-out spreadsheet that drivers use to record
when they take the vehicles... or at least they fill it out when they remember, which
you’ll see—isn’t very often.

This is causing a large issue for the organization, as large chunks of mileage are
missing and there is a concern that the company vehicle is being abused and
driven for personal use. When the Blossom Buddies CEO asked the drivers why
they are not signing the vehicle in and out, the answer was that the spreadsheet
has too many fields that are too cumbersome to fill out each time.

Given the desire to make signing vehicles in and out take less time, the CEO has
asked you to find a better solution to “the spreadsheet” problem.

Your Solution

Because this is a course on relational databases, it’s probably not a surprise that
your solution involves transitioning the spreadsheet into a very simple relational
database.

By keeping much of the redundant information in separate tables, you’ll only
require drivers to enter a minimum amount of information each time they sign-out
a car. We’ll also provide Excel quick tips to help reduce the pain of date entry!

Step 1

Download and observe the original “problem” spreadsheet.
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Exercise 1: Relational Databases (cont'd)

Step 2

Draw out the separate tables you would create below. If you don’t want any hints,
draw now and don’t read below the orange line! You can print this out and draw by
hand OR use a free tool like LucidChart..

Challenge yourself to use the lines we reviewed in our lessons.

If you’re struggling with this, think about the following:

1. Is there repeated data that never changes?
a. If yes, then that should likely be a table.
b. If no, is there repeated data that COULD be normalized?

2. Is there a unique key to identify certain sets of records?
a. If yes, then you're likely looking at a unique table.
b. If no, could one be easily created?

3. Hint: There should be three tables.

STOP! On the next page is the correct database structure.
Proceed only after you’ve taken at least a guess at what it
should be! C’mon you got this!
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Exercise 1: Relational Databases (cont'd)

Step 3

Review the below database structure for the car log.

The lines drawn from the “Vehicles” and “Drivers” tables to the “Log” table have
three little prongs on the end to symbolize the 1-to-many relationship. Note how
for each row in the “Log” table, there can only be one vehicle and one driver
reference, but there will be MANY log references for each vehicle and driver.

If we wanted to allow a single driver to check out multiple vehicles, the vehicle to
log connection would many-to-many.

Step 4

Adjust the “Car Log” spreadsheet to align to the above database structure, making
each tab a table and each field a column.

Step 5

Populate all tabs with the appropriate data. For missing IDs, just start with 001 for
the “Vehicles” tab and 00001 for the “Log” tab.

HINT: You will need to adjust the format of the fields to get the zeros

Step 6

Now that we have the historic data where we want it. We want to make the future
of filling out this spreadsheet easier on our drivers. So, let’s use some fancy Excel
formulas to ensure the drivers only have to click one button.
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Exercise 1: Relational Databases (cont'd)

Step 6 Continued

Create a formula for the “Date” field in the “Log” table to populate today’s date
automatically.

=IF(B20<>"",IF(D20="",NOW(),D20),””)

IMPORTANT NOTE: This is a circular reference formula. Excel does not like
circular references because they are typically mistakes. What Excel doesn’t realize
is that we know what we’re doing! Therefore, you may need to turn on “iterative
calculations.” This is deep in Excel settings, so, just search Excel help docs for how
to turn them on for your version of Excel.

Next, create a formula for the “Mileage on Collection” field in the “Log” table
to populate the previous mileage for the vehicle based on the last “Mileage on
Return” value.

=MAX(IF(B20=$B$2:B19,$F$2:F19))

IMPORTANT NOTE: This is an Excel array formula. You may see array formulas
referred to as “CSE formulas,” because you press CTRL+SHIFT+ENTER to enter
them into your workbooks. Once you do, you will see { } bracket show up in your
formula bar. If this is Greek to you, watch the walk-through to see it in action!

Step 7 (Optional)

To make this REALLY easy on the drivers, you could create a form which would
provide a quick and easy drop-down list for the drivers. They would just have to
pick their name and the car and THAT’S IT!

But, that requires some REALLY fancy Excel tricks or Google forms, which is a bit
beyond the scope of this exercise. However, if you want to play around with it, we
do encourage you to “Google it”!

Watch the Walk-Through of This Exercise

If you go back to the Course, the final lesson is a recording of a walk-through of
this entire exercise. If you got lost or confused, go check it out!
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Exercise 2: SFDC Architecture

Step 1

Utilizing the learning from the last sections, draw the SFDC architecture for the
four standard objects.

Step 2

Step 1is a fairly complex ask, so don’t feel bad if you’re not super confident in
what you did. However, before we show you the correct answer, a little reflection.

1. I am most confident in my drawing of

2. | struggled most to draw

3. On a scale of 1to 5, my confidence in a 100% correct drawing is:
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Exercise 2: SFDC Architecture (contq)

Step 3

Review the correct SFDC Architecture of standard objects.

Note the one-to-many relationships: Accounts and Contacts; Accounts and
Opportunities; Contacts and Opportunities. One Account will have many Contacts
and Opportunities. Also note the one-to-one relationship of Leads to Contacts.

If you didn’t list the field names, that’s okay. We included them here for more
context.

Step 4

Compare your answer to the correct answer.

1. What did you get right?

2. What did you get wrong?

SFDC for Modern Marketers Page 9



Exercise 3: Campaigning with SFDC

Let’s take a moment to dive in deeper to how SFDC campaigns are used by
marketers. Reflect on this below.

What do you think the top three campaign types are? Example: Email

1.
2.
3.

What would some common campaign member statuses be?
Remember these are how the lead or contact INTERACT with the campaign.

Imagine you recently sent out an email with a special discount offer to around
1,000 prospects. You have an SFDC campaign set up to track the email activity.
You want your sales reps to call on anyone who clicked the offer.

Write a script for your reps to use when calling on these prospects.
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Exercise 4: SFDC Reporting

As mentioned in the video, this exercise will challenge you to consider all of the
objects necessary to fulfill each one of these SFDC reports.

Options for answers are restricted to SFDC standard objects:
Leads, Contacts, Accounts, Opportunities, Campaigns

Answers can be found below each question.

Example 1: The Funnel

Member Status
B 01 New
02 Nurture
H 03 MOL
W 04 Attempt 1
05 Attempt 2
W 06 Attempt 3
07 Attempt 4
W 08 Attempt 5
® 09 Sales
Contacted

10
Opportunity
| 11 Won
¥ 12 Customer
w13
Expansicn
93 Recycling
® 95 Recycled
Contact
96 No Sale
J B 97 Closed
Record Count ;;"
Unqualified
]
Unqualified
Conlact

What object(s) do you think are needed to report on the overall status of
PEOPLE (hint, hint!) in this report?

Click on the box below to see the correct answer

‘11odal siy1 21e19Usb 01 19PIO Ul papaau Aj@1njosge 10U ale Aayl ‘ul ale ajdoad sniels ayl aALIp
soiunuodd ybnoyye puy ‘[|Iom se papn|oul 8q 1snw saiiunuodd 1eyl sasniels UOA pue
AunpuoddQ jo eouasaud ayl 01 anp 1eyl anblie pnod auQ sasniels asoyl olul ajdoad HBuiarow
pue [auuny INoA yolew eyl sasnieis yium Ha4s ul ubiedwed a10Ad8417, e Buneald Aq paiel|oe)
sl podal siy) rwuel ubledwe) e sl 1ey] 'SNIe1S Joquiay,, 9Ul Seoualalal 1eyl 1ybi oyl uo Asy
9y} SI 1ey} 01 Uy auo ay] ‘podas ubledwe) e Ajjenioe si siyl ieyl st yed xojdwod ay] "SIy} Jo
1ed Asea ayl AjInjadoy ale sporjuo) pue spea ‘subiedwe) pue s}oeluo) ‘spea amsuy
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Exercise 4: SFDC Reporting (cont'd)

Example 2: New Names by X

New Names in Quarter

What object(s) do you think are needed to report on the number of new
PEOPLE (hint, hint!) in this report?

Click on the box below to see the correct answer

~SBWEeN MaN,, Uo Hodal
0} S1oe0D pasu os|e Aew noA ‘ssedoud sssuisng DQ4S piepuels-uou e Buisn si uoneziuebio

ue JI 49AamMoH "11odal 01 109[qo auo SIyl pasu AJUo NOA ‘©104a1aU] pue Spes| se paleald
9Q P|NOYs SpJodal Mau |[e ‘DS JO uoneluswsa|dwi Xog-ayl-Jo-1N0 Ue U] ‘SpeaT :Jomsuyy
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Exercise 4: SFDC Reporting (cont'd)

Example 3: Acquisition Campaigns

800 -

600 -

Record Count
&
(=]

200 -

May 2015 June 2015 July 2015 August 2015
Create Date

Acquisition Program

N -

B April15-Webinar

¥ Aug11-HolidayPrep

B Comprehensive Analytics for Malls and Shopping Centers
Content - Performance Pulse

B Drive Business Further Faster - RelailNext
Executive Forum - 2015

What object(s) do you think are needed to report on the number of members
within these various campaigns by month?

Click on the box below to see the correct answer

‘'subiedwe) pue s1oeluo) ag Ajuo pjnom
11 uayl ‘spea buisn j.usi uoneziuebio syl 4l ‘uieby ‘subiedwed snolieA 0} paleloosse ajdoad
9yl uo uodal 03 Juem noA ‘aiay Aol BUlyloN "s1orluo) pue spea ‘subledwe) iamsuy
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Exercise 4: SFDC Reporting (cont'd)

Example 4: Campaign Membership by Opportunity Amount

Campaign Membership by Opportunity

800,000.00

Campaign Type

® Advertisement

Seminar /

Conference

600,000.00 +— —— — * Other

" Tradeshow
Webinar

= Web Direct

Content

400\%}-00 e ————————————————— e —— - Onllne
Advertising

" Nurture

Values in USD

Opportunity

200,000.00 —

0.00 -mmw—w——= — . —
0 500 1,000
Record Count

1,500

Plot By Campaign Name

What object(s) do you think are needed to report on the campaign types with
the most money associated to them?

Click on the box below to see the correct answer

j1SIX 1 .Uup|nom uodal siy} ‘1oeuo0D

2 INOYUAA 12y1abo} [|e SIyl a1 01 J9pJo ul saiiunuoddO 01 paleIdosse ag 1snw S}oeu0D)
181 Sl Juswa|d A1l 9y | jiiodal ayl ul ale Spiom Ylog aouls Ajjeidadss ‘alay Ases usaq
9A pINoYs saiiunuoddo pue subiedwe) “sjoeluo) pue saiiunuoddQ ‘subiedwe) amsuy
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Exercise 4: SFDC Reporting (cont'd)

Example 5: Campaign Influence by Campaign

Remember that this Campaign Influence reporting happens from rules created
within SFDC’s administrative “Campaign Influence” setup. Still, although the rules
to populate may differ, the objects needed remain the same.

Campaign Influence by Campaigns

Campaign Name
W April 2015 “Traffic 2.0° Webinar
™ Benchmark Report Approved
mDx3 2014
B inbound-Contact Us Form
 NRF 2015 Booth Attendees
W Store Operations eBook Offering
¥ Other

What object(s) do you think are needed to report on the campaign types with
the most money associated to them?

Click on the box below to see the correct answer
j1SIXd 1, Uup|nom Huodal Ssiyl ‘1o U0 e INOYLM ayiaboy e
SIy} 811 01 JopJo ul saiunuoddQ 03 paleIdOSSe 9Q 1SnW S1oeIU0) 1BUl SI ‘ulebe quawsa|a Ao
9y jHodal ayl ul a1e splom ylog aouis Ajjeinadse ‘alay Asea usaqg oA pinoys saiiunuoddo
pue subiedwe) ‘Duo 1Se| Byl 917 "s1oeuo) pue saniunuodd ‘subledwe?)) amsuy
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Blossom Buddies One-Pager

Blossom Buddies

Company Profile

Company Name Blossom Buddies

Address 11235 Flower Power Way, New York, NY

Year Established 2002

Business type Small Business, Green Business, Veteran-Owned Business

Number of Employees 75

Company Description

Based in the heart of New York City, Blossom Buddies (BB) was founded by Carole Smith in 2002. With sales ranging from a single
purchases through long-term, six-figure contracts with established hotels and restaurants, BB serves a wide variety of clients for all their
flower needs. With seasonal inventory ranging from single stem flowers through bulk purchase and arrangements, BB serves the New

York metro area with in-person delivery and services all of the United States with mail delivery.

Products and Services

Keywords

florist, flowers

NAICS Code

[453110] Florists

Target Audience
B2B

Ideal Customer

Buying Power

Pain

Examples

Lobby Managers

Mostly clerical resources who
will need to get budget
approved

Responsible for the office in
terms of appeal to clients
(cleanliness, friendliness,
beauty)

Technology companies

Business Managers

Owners of their budgets

Responsible for the overall
"feel" of the entry of their
practice

Hotels

Event Coordinators

Owners of the client budget

Responsible for the beauty of
an event through flowers

Wedding Planners

B2C

Ideal Customer

Demographic

Pain

High-Spend Beauty-Lovers

Women 40+

Fresh flowers fast that last

Special Event Buyers

All

Need to send flowers that arrive on the day requested

(Mother's day, birthdays)




Excel Quick Tips Resources

VLOOKUP

We mention this quickly in the lesson where we’re building our relational
database, but if you don’t know much about them:

Click Here to learn more about how to execute VLOOKUPs.

Top Excel Formulas

Excel formulas can seem daunting, but check out this blog post with tons of great
info, including:

1. Top 10 Excel formulas, you just have to know. VLOOKUP is one of them, if
you’re still struggling with that one.

2. How to dissect an Excel formula, so if you inherit an Excel spreadsheet with
some crazy formulas you can figure out what they’re actually doing.

3. Additional resources to go from “good” to “great”.
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