
5 NEW PARDOT
FEATURES YOU
MAY HAVE MISSED
Favourites from the fast and
frequent Pardot release cycle.

Written by

Lucy Mazalon

Lucy is a Marketing Automation Consultant with 5
years ecosystem experience, and Chief Blogger at
THE DRIP.



INTRODUCTION

Who are you? 
Introduction to Your Guide
3 Key Pardot Trends (from the past 18
months)
How I Chose the Featured Features
#1 Connected Campaigns (p. 5)
#2 Engagement History Dashboard (p.
#3 Snippets 
#4 Engagement Studio Complex Rules
#5 Matched Leads Component
Your Path Forward with Pardot

CONTENTS

Page 1

THERE  ARE  NEW  PARDOT  FEATURES

RELEASED  FAST  AND  FREQUENTLY...

Salesforce have 3 releases a year that
follow the seasons: Spring, Summer, and
Winter. What you may not know is that, on
the Pardot side, we have 6 releases a year.
Our other 3 releases fall in between the
main Salesforce releases. 
 
Why? Pardot is evolving at such a fast pace
that the team (almost) bring out features
as and when they are ready. 
 
While getting new features into the hands
of Pardot Admins and users is great, it can
be hard to keep up. In fact, there is
constantly a new release 'coming soon’! 
 
To avoid the overwhelm of catching up on
past releases*, this ebook will cover 5 new
features you should use, and why.

Key trends that have been happening with the Pardot in the last 18 months,

Which 5 features you should pay attention to and why (including ones you may have missed),

The set up steps, effort involved to predict your workload - plus potential 'gotchas' too look out for.

In this ebook, you will discover: 

*I recommend that you do catch up on previous releases
after reading this ebook, though!



Page 2

There have been key changes that
transform how Pardot Admins and users
interact with the tool. 
 
My guess is that you’re interested in this
book because you fall into one of these 
3 categories:

I guarantee there’s something valuable for
you in this book, regardless to which
grouped you best relate to. 
 
These new features ‘upgrade’ your Pardot
account, solving long-standing frustrations
and reporting silos. You’ll be on your way
to becoming the hero of your org.

I’m a Salesforce and Pardot
consultant, having racked up over 
5 years in the Salesforce ecosystem. 

WHO ARE YOU?

You’re using Pardot heavily
day-to-day. You see the

EVERYDAY MARKETER:

notification banners pop-up in your
account, but you don’t know what’s 
right for you, or what wider implications
these updates could have .

Perhaps you’re evaluating
Pardot? If you’re currently

FUTURE CUSTOMER:

using a competing marketing automation
tool, you will be interested in the features
that give Pardot a competitive edge,
especially in the strength of the sync with
Salesforce.

Your expertise is Salesforce, and
your organisation has Pardot.

ACCIDENTAL PARDOT ADMIN

It became an 'extra on thing on your plate’
that doesn’t get your full attention.

INTRODUCTION TO 
YOUR GUIDE

As a consultant, it’s in my best interest to stay
up to date with every Pardot release, and figure
out which of my clients can benefit. 
From the blog statistics, I can see all those
website metrics that indicate what makes
people ’tick’ (plus, I write a blog post on each
new feature when it’s announced).
I like to predict which direction the Pardot
product will go, curious whether my own
predictions come true.

During this time, I became 6x certified across
different Salesforce product areas, before settling
on Pardot as my specialisation. 
 
I jokingly say that I lead a double life: a consultant
by day, editor by night (to two industry blogs are
Salesforceben.com and The DRIP).
 
So, what qualifies me to write this ebook, and give
advice about Pardot features? 
 
1.

2.

3.



A great example is Connected Campaigns.
Previously there were two types of
campaigns; there were Salesforce
Campaigns and Pardot Campaigns. Now,
there’s just one campaign that syncs across
both systems. 
 
It’s the same with users; you used to create
users in Salesforce, and then in Pardot.
With User Sync, this feature means you only
need to create users in Salesforce.

The first trend is that part is now part
of the Lightning Experience.

PARDOT LIGHTNING

Pardot are slowly phasing out
their Pardot-only objects.

OBJECT ALIGNMENT

There were Pardot only ‘things’ (objects)
that are now being connected with the
equivalent in Salesforce, that double-up
on the same functionality.
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You may be tempted to skip this section,
but think twice. What you will learn
underpins current and future releases.
 
There’s been a lot of product development
resource pumped into the product, in fact,
I know people that have come across from
the core platform products to Pardot
because they see the potential in the
product. 
 
This has made Pardot an interesting
product to watch over the past 18 months.
Here's the 3 main product trends:

3 KEY PARDOT TRENDS 
(FROM THE PAST 18 MONTHS)

It has gone from being a standalone tool,
as it has been since it was acquired 7
years ago (in 2013). Now, it’s a seamless
user experience, especially as you don’t
need to log in and out of two systems.

The final theme is about Pardot-
only objects being created in
Salesforce, so that they can sync
.

OBJECT SYNC

across. You can think of any of the
‘marketing asset’ objects as examples,
which include emails, forms, landing pages. 
 
These only used to live in Pardot, but now,
they can sync across to Salesforce and
actually exist as records related to
campaigns - which is a plus for reporting,
and is an important foundation for many of
the B2B Marketing Analytics you can show.



If they are important to future releases
(as likely prerequisites)
How they have filled functionality gaps
my clients were calling out for
If they provide wins for reporting, to
get a few steps closer to what
organisations want to visualise with
their data.

I will come to the 5 features I’ve promised
to talk about very soon. 
 
Out of everything the Pardot product
development team have worked hard to
release, I had a tough time narrowing
those down to a select 5 (I could use in a
40 minute talk!) 
 
I chose these features based on:
 
1.

2.

3.

The ‘what',
The why: Salesforce released the
feature, or why you should use it.
Use cases
Set up steps: and the effort involved so
that you can predict your workload
before starting each set up. 
Gotchas: things that cause user
confusion, frustration, and extra work
for Admins. You should always try to
anticipate these! I’ve included ones
that I've already come into while
working with clients, having rolled out
these features several times in
different business contexts.

So that you know what to expect, each
section will touch on: 
 

 
Let's get started!
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HOW I CHOSE THE 
FEATURED FEATURES

https://www.salesforceben.com/the-drip/questions-to-ask-before-setting-up-new-pardot-features/
https://www.salesforceben.com/the-drip/questions-to-ask-before-setting-up-new-pardot-features/


You no longer need to create two
campaigns in two different tools.

EASIER TO MANAGE
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Campaign management moves to
Salesforce; you create and edit campaigns
in Salesforce.
Pardot Campaigns become read-only; as
a result, you cannot create or edit
campaigns in Pardot.

The key things you need to know about
Connected Campaigns are that: 

Connected Campaigns allow you to
connect Salesforce and Pardot Campaigns.
 
They used to be separate items. Not only
did they look different (as you can see in
the image below), they were structurally
separated too, and so didn’t ’talk’ to each
other.

#1 CONNECTED CAMPAIGNS

I’m going to build a compelling case on why you should use Connected Campaigns -
and hopefully by the end of this section, I will have convinced you to enable them.

I’m not going to get too much into ’the weeds’
with this because this term puts people off. 

ENCOURAGES 'MULTI-
TOUCH ATTRIBUTION’

Note that Connect Campaigns are pre-
requisites for features that are already 
available and coming in future releases.

GATEWAY TO 
OTHER FEATURES

https://www.salesforceben.com/the-drip/how-fast-will-your-pardot-email-get-sent-5-factors-that-will-speed-up-or-slow-down/
https://www.youtube.com/watch?v=afv1JoSlqiY&t=381s


Alternatively, you can think of a Lead or
Contacts Campaign History in Salesforce,
which will have a Campaign Member Status
for each 
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In the example, this prospect has been part
of 3 campaigns, and you can see their level
of engagement has varied, having interacted
with campaign 2 (when they clicked), versus
campaign 1 (when they are sent the email
campaign, but didn’t take any action).

'Multi-touch attribution’ can be explained
in a nutshell.
 
The diagram below gives an overview of
multi-touch attribution. All we’re doing, is
collecting every single touchpoint a
prospect has with your brand, and the
level of engagement they had with the
campaign.

Before you start, there's some preparation
work and thinking required. 
Here are my tips:
 
1.Have a campaign clean up:
If you have been using Pardot for a long
time, or have many users, inevitably,
there’s going to be ‘campaign clutter’.
These are dummy campaigns, or
campaigns that were created then never
used. It’s worth removing these first before
you move on to the mapping stage.

https://www.salesforceben.com/the-drip/how-fast-will-your-pardot-email-get-sent-5-factors-that-will-speed-up-or-slow-down/
https://www.youtube.com/watch?v=afv1JoSlqiY&t=381s


2. Matching campaign counterparts:
 
Ultimately, every Pardot Campaign needs
a Salesforce Campaign counterpart. 
 
By getting rid of the clutter first, you will
only have to create counterparts for the
ones you need to. 
 
It can be tedious to sort through - the
problem comes where some will have
different names, maybe there has been
no unified naming convention across
Salesforce and Pardot. 
 
Get your team involved with helping you
understand what’s what.
 
3. Record Types: 
 
Campaign Record Types are used to
restrict which Salesforce campaigns
should sync to Pardot. 
 
! Note: here I’m referring to Record Types,
not the ’Type’ field on Campaigns!
 
The recommendation is to have one
Record Type for syncing campaigns, and
another for those you want to keep as
Salesforce-only. 
 
 
 
 
The issue comes if you are already using
Campaign Record Types in Salesforce. For
example, you may have one Record Type
for ‘calling campaigns’ and one for ’trade
shows’ (because these two campaigns
warrant different fields and page layouts). 
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If this applies to you, then you will need to
sit down and think if you want to
restructure your Record Types, or whether
it would be too technically difficult and not
worth the effort. You may conclude that it’s
best to let every Salesforce Campaign to
sync to Pardot.

4. Training Campaigns: 
 
Set up Training Campaigns - one great tip
I’ve borrowed from Jess Pyne. 
 
When she was training users, or even users
testing their campaigns day-to-day, Jess
found that activity was syncing to real
Salesforce campaigns and skewing the
data. 
 
Connected Campaigns give us ‘Engagement
Metrics’, which summarise all the metrics
from campaign activity (you can see this
component on the next page). You don’t
want to falsify that Engagement data!

https://www.salesforceben.com/salesforce-record-type-best-practices-tutorial/
https://www.salesforceben.com/the-drip/salesforce-connected-campaigns-getting-started/


Campaign Mapping Template: a
downloadable template (Excel sheet) that
contains all of your campaign IDs. You will
need to match up the IDs. 
Workbench: use to create new Salesforce
Campaigns in mass (as counterparts for
Pardot-only Campaigns).
One-by-one: this can be taxing, but you
can dig into each campaign’s usage as
you go through.

You have 3 options for mapping campaigns:
 

 

These are common questions &
complaints I hear so frequently from users
when they begin using Connected
Campaigns:
 
“I can’t create a Pardot Campaign!”
“Where’s the add campaign button?”
 
According to the golden rules that I
opened this section with, this is
because you cannot create or edit
campaigns in Pardot. 
 
All campaign management (creating,
editing campaigns) moves to Salesforce.
Encourage users to forget about ever
creating Pardot Campaigns, and direct
them to Salesforce.

- it’s not a quick process and should be
done carefully. Once you confirm the
Connected Campaign set up is complete
(the final set up step), any unconnected
Pardot campaigns remain isolated - forever.

CAMPAIGN MAPPING OPTIONS
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Be aware that mapping and
matching campaigns takes time

GOTCHAS

https://www.salesforceben.com/the-drip/5-steps-to-set-up-pardot-connected-campaigns/


"No, really - where’s my campaign?”
 
The first thing to look at when
troubleshooting why a campaign isn’t
syncing to Pardot, is to check the Campaign
Record Type. 
 
Users who are new to the concept of
Record Types may unintentionally select the
wrong (non-syncing) Record Type when
creating a campaign - it’s very easy to do! 
 
The next thing to do is to reassure your
team mate that the sync time is not always
consistent. Typically, it’s between 2 to 10
minutes, but I’ve seen it be longer - it just
depends on the workload your Salesforce-
Pardot connector is processing at the time.

You can show it on Campaign pages
(above), and also on Accounts (below), new
in the January ’20 release:
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#2: ENGAGEMENT
HISTORY DASHBOARDS

Engagement History Dashboards are out-of-
the-box dashboards that you can embed in
Lightning pages that show campaign
performance over time.
 
This is how prospects have interacted with
your campaign - your emails, landing pages,
files associated to that campaign.

Out-of-the-box, 
Filters are very easy to use, 
Bonus: you don’t need B2B Marketing
Analytics (B2BMA) to use them*. 

 
(*B2BMA is available for customers on the highest
Pardot edition, or as a paid add-on for the other
editions; these dashboards, therefore, give a slice of
analytics to those that don’t have B2BMA).

WHY USE IT? 

https://www.salesforceben.com/the-drip/pardot-connected-campaign-gotchas/
https://www.salesforceben.com/the-drip/salesforce-engagement-metrics/


What I’m happy about is that the Account
dashboard gives us an account-level view of Pardot
prospect activity that we've never had before. 
 
Sure, we could have maybe cobbled something
together in a custom report, but I doubt it would
have looked and functioned better than this. 
 
Teams can use this chart to answer questions like:
“is our marketing activity engaging with the right
people in this account?”, and “ok, we’re not
engaging with the target people in the account,
who are they?”, spotting ‘whitespace’ as a result.

3. Assign the permissions
Assign one permission to the users that
need it (the 'Analytics View Only
Embedded App permission set license’),
which you may need to involve your
Salesforce Admin for. The number of
these licenses you will have available
will depend on your edition of Pardot;
the most popular edition 'Plus' comes
with 10 view licences. Check here.
 
4. Wait (up to) 24 hours!
All that’s left is to wait for the magic to
happen! In my experience, the data
populated in 2-3 hours for some, and
taking the full 24 hours* in other cases -
so if you see nothing, check back the
morning after!
 
*Pardot’s SLA for the propagation.
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Good news - the setup is easy!
 
1.Flick the switch
Head to setup, find the ‘Engagement History’
section, and literally flick the switch.
 
2. Add the component to
Campaign/Account Lightning pages

SETUP STEPS

https://www.salesforceben.com/the-drip/enable-new-engagement-history-dashboards-get-enhanced-pardot-campaign-reporting-now/
https://www.youtube.com/watch?v=4gq2SoRLfwk


Snippets are reusable blocks of content
for emails, forms & landing pages. Within
these blocks, you can use text, images,
links, and dates.

Webinar/event information: 

Call-to-actions: 

Legal disclaimers: 

Popular use cases so far, are: 
 

If the times, location, agenda changes, you
can update everything in one go (and avoid
people showing up at the wrong time or
place!)
 

You run a recurring webinar, and if the link
to the registration page changes each time,
you can replace the URL that sits under the
‘Register now’ button. 
 

People may not think of this use case, due
to it not being as ’sexy’. Privacy policies,
terms and conditions - any of the legal spiel!
It means that no ’stone is left unturned’, no
marketing asset non-compliant.
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#3: SNIPPETS

WHY USE THEM? 

The amazing benefit of Snippets is to
make content management far more
efficient; you make the change in one
central place, and those changes cascades
down to all of the locations that Snippet is
being used. 
 
It’s a big win if you are using a lot of
Engagement Studio programs. As
Engagement Studio uses email templates,
which exist independently from one
another, it is such a pain to go into each
email template and update individually.

USE CASES

HOW SNIPPETS WORK

You will see a snapshot of the ’Snippet’
editor below. I'm sure you will agree that it
looks easy to use - I don’t think there will be
any problems in users understanding how
that works!

https://www.salesforceben.com/the-drip/introducing-pardot-snippets-a-first-look-at-reusable-content/


When you come to apply Snippets, insert
them using the ‘Merge Field’ button. 
 
This opens up the ‘Merge Picker', with its
own section for Snippets. In there, you will
find all the Snippets available for this
particular campaign. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
You can always identify a Snippet, encased
with triple curly brackets {{{ }}}, which will
render properly when you send the email,
or view the landing page online.

Snippets are associated to a Salesforce
Campaign. Any of those marketing assets
that are related to the connected
campaign can use the Snippet.
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I should mention at this point that there
are now two type of Snippets. 
 
The majority of us will be using 'Campaign
Snippets’, which I explained above. 
 
There are also ‘Business Snippets’ which
can be used across a whole Pardot
Business Unit, rather than being restricted
to one single campaign. If you’re using
Business Units, you’ve got yourself a
bonus feature there!

The video features how a user would go
into a Campaign, find the Snippet
Assignment related list, and make the
association between campaign and
Snippet on this screen.

https://www.youtube.com/watch?v=KiQTQ1RCv5k&t=14s


Connected Campaigns 
HML (Handlebars Merge Language) - the
new Pardot merge language, what’s used
for personalising content for prospects.
This is what has replaced Variable Tags.

I would say there’s minimal setup effort for
Snippets. The bulk of the effort to enable
this feature will be around communicating
how Snippets work to users. 
 
Having said that, there are a couple of pre-
requisites you must have, that could set up
back:
 

 
Aside from that, the remaining steps will
take you a few minutes to complete:
 
1.User access: 
Object permissions, ensuring they have the
correct Pardot user role, and adding the
Snippets tab to the Pardot Lightning App.
 
2.Related lists: 
Add the Snippet Assignment related list to
the campaign page layout.

These are ‘rule’ steps that combine
multiple Prospect attributes. I’m going to
break that down now.
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#4: ENGAGEMENT STUDIO
COMPLEX RULES

SETUP EFFORT

‘List’: is the Prospect a member of a
list? 
Field value: their data in default or
custom fields
’Tag’: they’ve been tagged

In Engagement Studio, we have ‘rule’ steps
that narrow down Prospects as they go
through the program. 
 
Everyone starts at the top, and your aim
would be to start segmenting Prospects
out as they progress, according to
different ‘attributes’. 
 
Although this is not an official term in the
Pardot glossary, it’s a word that stretches
and can be applied to all the ‘rule’ step
options, such as: 
 

…and others.
 
Ultimately, ‘rule’ steps help us target the
actions that follow down each pathway.

https://www.youtube.com/watch?v=QoT2zDLYhfk


It prevents Engagement
Studio programs going a
little…crazy. 
 
You may have come across
some that ‘bloat’ outwards
as layers cause the
program to grow sideways
and well as downwards.
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‘Old way’: before, we could only have one attribute per
‘rule’ step, so we needed multiple layers in order to get the
level of segmentation we desired. 
’New way’: now, being able to combine these multiple
layers into one ‘rule’ step, it becomes a single layer.

As you can see, I’ve put in a comparison below, which shows
the:
 

Not only can we achieve
closer segmentation,
Complex Rules present a
great opportunity to clean
up the Engagement Studio
programs we are running. 

SETUP EFFORT

I’m happy to say that
there’s no setup effort
involved!

USE CASES

Here are a few
examples of Complex
Rule steps in action.

Example 1: Targeted Invites 
I want to send event invites by email to all my manufacturing
customers located in ‘Manchester’.
 
As you would with any rule step, choose the criteria. Here, I
first choose the default field ‘city’ - by clicking ‘Add new
condition’, the next pop-up gives me the chance to add
another field (the ‘industry’ field). It really is as simple as that!

WHY USE THEM? 



Example 2: Booth Follow-up

Example 3: Sales Rep Calling Campaigns

You want to send a follow-up email after a
booth you had at a trade show.  
 
You could take the ‘booth scans’ list you
uploaded after the event further by separating
out the Prospects by 'product interest’ (a
custom field).
 
Each product interest will go down a
different Engagement Studio path. This means
you are only sending out the content the booth
visitor showed an interest in.
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Many organisations use Salesforce Campaigns
to add leads for business development reps
(BDRs) to call through. 
 
The BDRs would have been briefed to change
that Lead’s status in the campaign (that is,
Campaign Member Status) to preset values, eg.
‘Didn’t answer’, ‘Left Voicemail’, or status values
most applicable to your organisation. 
 
 

When that Campaign Member Status is
changed, these leads can be picked up by
marketing. Imagine that we are following
an Account-based Marketing (ABM)
approach too. It’s typical to target content
based on a Prospect’s department.
 
Bringing this together: any Prospect that
has a specific Campaign Member Status
in the calling campaign, and they are from
the marketing department at this
account, then send them down this
pathway in order to give them a different
‘journey’ - different emails, from someone
from the procurement team, for example.
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You can find these examples and more in
the DRIP article linked below: 

https://www.salesforceben.com/the-drip/complex-rule-logic-in-engagement-studio/


(*available for Pardot customers)
 
 
Using the component, the user has the
opportunity to convert the Lead there and
then. 
 
This component is great for clearer
account management. It’s common for
one team to be working on the Account
(eg. Account Executive), and another
working the Lead lifecycle (eg. business
development team, BDRs).
 
The Account Executive wouldn’t think to
check the Leads tab, if that’s not their
’space’ to work from within Salesforce. 
Overall, the component helps build a
more complete picture of Accounts. 

As you can see in the image, the Matched
Leads Component is a Lightning
Component that sits on the Account page.
It flags to users that a Lead exists, which
could/should be part of this Account. 
 
A matching rule* makes this possible,
which looks at the Lead’s ‘Company’ field,
and the Account name, to see if there’s a
match.
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GOTCHAS

The one ‘gotcha’ I will
stress, when I went to
Engagement Studio to
create a Complex Rule for
the first time, I was baffled
because I couldn’t find the
Complex Rule option. 
 
Turns out, you must start
with a normal ‘rule’ step;
once you click ‘Add new
condition’, that’s when it
converts into a Complex
Rule Step.

#5: MATCHED LEADS
COMPONENT
The Matched Leads Component aims to
patch up the disconnect between Leads
and Accounts. 
 
In Salesforce, Leads cannot be associated to
an Account - they exist on their own, closed
off from the Account, until they are
converted into a Contact.

‘Company’ field ←→ Account name

WHY USE IT? 

https://www.youtube.com/watch?v=Pba9Ww7Y6_g


If only I could have included everything in
this ebook - but with the boundless
possibilities the Salesforce platform offers
marketers, this would have turned into an
epic! 
 
I hope you have found something out that
you didn't know before - and more
importantly, takeaways that will  enhance
your marketing strategy.
 
Look out for the latest Pardot features, and
how to apply them in your organisation, on
The DRIP:
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NEXT STEPS

Who should be converted immediately?
Who should go through the lead
lifecycle/qualification stages?

Prevent ‘crossing wires’, in cases where a
BDR could begin working a Lead when, in
fact, the Account Executive has an active
opportunity in the pipeline for that
prospect Account.
 
 
The only gotcha I predict for this feature is
one that, actually, can’t be solved or
mitigated technically. 
 
There’s no straight answer for how Lead
and Account management should be done.
It’s up to each business to decide:
 

GOTCHAS

https://www.salesforceben.com/thedrip/
https://www.salesforceben.com/the-drip/assigning-leads-to-an-account-the-matched-leads-component-is-your-hero/

