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Introduction



What We Are Facing Today …

Changing behavior Eroding loyalty

Growing complexity Customers not listening



Marketing Becomes Strategic
Plays Key Role in Driving Customer-Centric Org

Goals Cash Flow
(Liquidity)

Profit
(Margin)

Revenue
(Growth)

Market Share
(Volume)

Customer-

Facing

Strategies
Customer
Growth

Customer
Retention

Customer
Acquisition

Customer
Selection

� Customer
business analysis

� Needs reassessment

� Up-sell or cross-sell

� Loyalty management

� Campaign management

� Market segmentation

� Campaign planning

� Brand and account 
planning

� New product launch

� Brand differentiation

� Lead mgmt.

� Needs assessment

� Price analysis

� Proposal generation

� Closing the deal

� Order management

� Installation

� Inquiry handling

� Problem resolution

� Loyalty promotions

� Offer management

Processes

Sales 

"Lead" 
Functions

Marketing & Loyalty

Customer Services
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Closed Loop Marketing
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Analyze Business and 
Customers

77

Plan and Execute 
Multi-Stage, Multi-Channel 
“Lights Out” Triggered

Campaigns

Create Target Segments and 
Test-Control Groups

Personalized Email and Web 
Marketing

Integrated Response-to-
Lead-to-Order Management

Gain Complete Visibility of 
Marketing Spending and 

Performance
55

traditional ‘push’ campaigns

Conduct Fact-Based Planning 
and Budgeting, Align Resources

Powerful End-to-End Processes



Integrated dialogue



Segmentation

integrated with

high performance BI



integrated channels

(Siebel & Non-Siebel)

Inbound & Outbound



Direct Mail

High performance

outbound fulfilment



Sophisticated

assignment & visibility

Sales Force

integrated

Lead Management



Email & Web

Online, Personalised

(Inbound / Outbound)

integrated

Landing Sites

& Web Surveys



Call Centre

integrated

Real-Time Decisioning

Engine

Seamless Integration

(Inbound / Outbound)



Campaign Dialogue

integrated with

Loyalty Management



Campaign Dialogue

integrated with

Order Management



Campaign Dialogue

integrated with

Business Intelligence



Role-Based Best Practices Provide 

Relevant and Actionable Insight for 

Everyone

Top Line ImpactBottom Line Impact

• How can we increase revenue through 
more effective a cross-sell/up-selling?

• What can we do to increase customer 
satisfaction and loyalty?

• What types of promotions deliver the 
most revenue lift?

Deeper Insights for Marketing Strategy

Marketing 

Director

• Which customers segments are 
unprofitable and why?

• What is our most profitable acquisition 
method?

• What trade shows generated a positive 
ROI?

Better Manage Acquisition & Campaign Performance

MARCOM

/DM Manager

• Which marketing campaigns 
generated the most qualified leads?

• Which programs/campaigns yield the 
highest take rate?

• Do purchased lists perform better than 
our house list and why?

• Is the sales organization picking up the 
Leads in a timely manner?

Optimizing Marketing Performance for Competitive Advantage

• How should I allocate the marketing 
budget to generate the best results?

• What areas historically have yielded 
the best results?

• How is the marketing budget being 
consumed?

• What areas/programs are trending to 
go over budget?

VP Marketing

/CMO

Marketing Analytics – Key Objectives and Questions by Role



Marketing Analytics Components

1
Pre-built data mart with 15 star-schemas 
designed for analysis and reporting on 
Marketing data

3
Pre-mapped metadata defining real-time 
access to analytical and operational 
sources, best practice calculations, and 
metrics for marketing

2
Pre-built ETL to extract data from over 
3,000 operational tables and load it into 
the dana mart, sourced from CRM 
systems and other sources

4
A “best practice” library of over 500 
pre-built metrics, Intelligence Dashboards, 
Reports and alerts for marketing analyst, 
managers and executives

• Presentation layer

• Logical business
model

• Physical sources



Fact-Based Targeting
Retain the Right Customers, Maximize Mktg Effectiveness

…based on value

…based on behavior

…based on preferences
Customer and 
Prospect Pool

Identify and
Segment Customers

Target 
Customers

Leverage Data from
Across the Enterprise

Improved
Campaign
Uptake

� Understand Your Customer Base

- Modelling

- Perform multi-dimensional segmentation 
leveraging demographic info, lifetime value, 
prior history / campaign responses, etc.

� Streamline Campaign Design / Planning

- Collaboratively design campaigns
and shorten development time / cost

- Optimize allocation of marketing resources 
and align spending on programs

� Develop Targeted Offers

- Identify best product / service offers
to build loyalty and strengthen brand

- Identify cross- and up-sell opportunities

� Systematically Manage Programs

- Develop and measure campaign ROI

- Automate multi-channel / multi-stage 
campaigns utilizing channels of preference



Hot Pluggable With Existing Investments

Oracle Kerberos
iPlanet
MSFT AD
Novell
Custom 
Others...

Oracle Data Integrator  
(Sunopsis)
Oracle Warehouse 
Builder
Informatica
Ascential
Others...

Any JSR 168 Portal Oracle Data Mining, 
SPSS, SAS

Oracle EBS, Siebel, SAP, 
PeopleSoft, JD Edwards…

Excel, Outlook,
Lotus Notes...

Oracle Enterprise Performance Management System

Oracle Business Intelligence Foundation

PORTALS DATA MINING APPLICATIONS DESKTOP TOOLS

SECURITY DATA ACCESS DATA INTEGRATION

Oracle RDBMS

Oracle OLAP Option

Microsoft SQL Server

Microsoft Analysis Services

IBM DB2

Teradata

Essbase

SAP BW

XML, Excel, Text
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Real Time Decisions
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Analyze Business and 
Customers

77

Plan and Execute 
Multi-Stage, Multi-Channel 
Programs and Events

Create Target Segments and 
Test-Control Groups

55

Present Optimal Offer, Next 
Best Action in Real-Time

Analyze and Adapt to 
Response Behavior,
Continual Self-Learning 

Conduct Fact-Based Planning 
and Budgeting, Align Resources

Gain Complete Visibility of 
Marketing Spending and 

Performance

two-way ‘conversational’ marketing

Powerful End-to-End Processes



Oracle RTD Summary

� Using real-time context

� Adapting to changes in behavior

� Managing competing business goals

� Scaling the process

� Creating business insight

� Coordinating accros multiple touch-points

� Evolving business maturity

� Integrating with operations and performance



Introducing Linda Johnson – Just 

Graduated

Linda Johnson

• Demographics: Seg2-YA

• 25 year old Student 

• Single

• Rented Accommodation

• Customer for 5 years

• Usage Profile

• Current (checking) account

• Regular credit card usage

• Occasional small overdraft

• Medium Value

• Bronze Segment

• Assets

• Check Book

• Debit Card

• University Affiliated Credit Card

•Call Purpose

•Change of address 
because starting new job



Upon caller identification, …

… Linda Johnson is recognized as a student 

holding two accounts with National.

… Linda Johnson is recognized as a student 

holding two accounts with National.



In addition, upon caller identification, …

… that “Auto Insurance” is the marketing offer that 

is most likely to be accepted by Linda.

… that “Auto Insurance” is the marketing offer that 

is most likely to be accepted by Linda.

… based on Linda’s customer profile, the Decision 

Server predicts that Linda currently has no 

significant risk of churning, and therefore no 

retention treatment is warranted, and …

… based on Linda’s customer profile, the Decision 

Server predicts that Linda currently has no 

significant risk of churning, and therefore no 

retention treatment is warranted, and …



Upon noting Linda’s call reason, …

… this new in-context information is communicated 

to the Decision Server in real-time.

… this new in-context information is communicated 

to the Decision Server in real-time.



Based on new in-context information, …

… the Decision Server predicts in real-time 

that Linda’s churn risk has not increased …

… the Decision Server predicts in real-time 

that Linda’s churn risk has not increased …

… but that the most appropriate offer now is 

“Overdraft Protection”, addressing Linda’s

likely increased financial needs.

… but that the most appropriate offer now is 

“Overdraft Protection”, addressing Linda’s

likely increased financial needs.



Linda’s response to the extended offer …

… is noted by the agent using the offer response 

buttons. The response information is communicated 

to the Decision Server in real-time for self-learning.

… is noted by the agent using the offer response 

buttons. The response information is communicated 

to the Decision Server in real-time for self-learning.



… is also recorded in the Siebel database, enabling 

offer response tracking and cross channel Marketing 

Analytics reporting.

… is also recorded in the Siebel database, enabling 

offer response tracking and cross channel Marketing 

Analytics reporting.

Linda’s response to the extended offer …



Analyzing offer response behavior … 

… by viewing the “ideal” profile of customers that are 

most likely to accept an offer. The ideal profile is 

useful for evaluating whether an offer appeals to the 

intended target audience or not, and serves as 

intelligence for driving outbound marketing activities.

… by viewing the “ideal” profile of customers that are 

most likely to accept an offer. The ideal profile is 

useful for evaluating whether an offer appeals to the 

intended target audience or not, and serves as 

intelligence for driving outbound marketing activities.



More in-depth reporting on key drivers



Trends in customer response behavior



Overall offer response statistics 



KPIs as First Class Citizens



Capability Business Value

Enterprise alignment

• Prediction and management of 
impact on multiple business KPIs

• Impression guarantees

� Places marketing /  business in driver seat

� Determines highest-value decision based on 
revenue, cost and loyalty

RTD Is Aligned with Enterprise Objectives 

Multi-channel support

• Common set of logic / metadata 
for all channels

• Partitioned learning models

� Eliminates need to build silo applications

� Accounts for channel-specific response patterns

� Accounts for segment-specific response patters

Hybrid decisioning approach

• Rules-driven decisions

• Model-driven decisions

• Hybrid decisions

� Eliminates need to manage big complicated rule sets

� Provides flexible deployment options

� Replicates business as usual while demonstrating 
power of model-based approach 
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Loyalty

Loyalty is a positive belief in the value that a company provides, leading to increased purchases over time. 
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Analyze Business and 
Customers

77

Define Innovative
Loyalty Rewards and Benefits

Plan and Execute 
Multi-Stage, Multi-Channel 
Programs and Events

Target Personalized
Promotions

55

Achieve Unified View of 
Member Behavior Profile

and Tier Status (Responses) Superior Differentiated, Multichannel 
Membership Experience

Gain Complete Visibility of 
Marketing Spending and 

Performance

integrated loyalty management

Powerful End-to-End Processes



• Comprehensive, end-to-
end solution

• Highly flexible, rules 
framework for innovation

• Robust and scalable loyalty 
engine to support large, 
complex programs

• Real-time recognition and 
rewards 

• Unified view of customer 
behavior

• Integrated with core CRM 
processes

• SoA Enabled Web Services

Oracle-Siebel Loyalty Management
Unique Platform to Transform Loyalty Effectiveness



Siebel Loyalty Management
Partners

• Enroll members

• Send transactions to the 
host organization

• Approve joint loyalty 
promotions

• Manage service requests

• Approve transactions

• Manage products

• Collaborate on servicing the 
customer

MembersHost Company

• View complete member 
profile

• Define tiers

• Enroll members

• Reward behavior

• Create targeted promotions

• Define accrual and 
redemption rules

• Service a member’s request

• Join program

• Keep profile up to date

• Conduct web transactions

• Enroll in loyalty promotions

• Redeem rewards

• Refer friends

• View statements

• Create Service Requests

• Set contact preferences

Enterprise Analytics and Data Integration Platform

Rules      Rewards      Tiers      Member Profiles      Eligibility     Promotions    Transactions   Point Expiration

Loyalty Manager Loyalty Member Portal Loyalty Partner Portal

Loyalty Engine



Enabling multi-channel delivery, lower cost of deployment and 

consistent member experience and enhanced CSR productivity

Multi-channel Pre-built Member Services 

3rd Party Interface Web 

Services

LoyaltyCall Center

Loyalty services

Loyalty services

Airline, Retail, Telco, Fins. Services, HospitalityIndustry Relevance

Ability to capture and fulfill loyalty-specific member 
service requests (Retro-claim, Redemption 
cancellation) using pre-defined automated task flow

Key Business 
Requirement(s)

Pre-built Member ServicesFeature

Airline, Retail, Telco, Fins. Services, HospitalityIndustry Relevance

Ability to allow delivery of loyalty-specific member 
services from any point of interaction (such as a 
Retail PoS, Airline check-in or reservation system, 
Web portal, eCommerce site, etc.) 

Key Business 
Requirement(s)

Loyalty Web ServicesFeature



Real-time Rewards & Recognition 

PoS

Reward details 

on Receipt

Loyalty

Reward details 

on Boarding passAirline Systems

Reward details 

via SMS

Telco Billing 

system

Reward Transaction

Airline, Retail, Telco, Fins, HospitalityIndustry Relevance

1. Ability to reward loyalty members and fulfill their 
redemption requests in real-time from any point 
of interaction (such as a Retail PoS, Airline 
check-in or reservation system, Web portal, 
eCommerce site, etc.) in a centralized 
environment

2. Ability to simulate the accrual transaction (‘what 
if’ scenario) and obtain price for a redemption 
award from any point of interaction

Key Business 
Requirement(s)

Loyalty Interactive Real-time Engine (LIRE) Feature

• Retailers with offline PoS and/or very high 
transaction volumes (Grocerers,  Online 
retailers, Gas stations, etc. )

• Airline, Telco, Fins, Hospitality

Industry Relevance

1. Ability to reward loyalty members from any point 
of interaction (such as a Retail PoS, Airline 
check-in or reservation system, Web portal, 
eCommerce site, etc.) in a de-centralized 
environment

2. Ability to simulate the accrual transaction (‘what 
if’ scenario) from any point of interaction

Key Business 
Requirement(s)

In-Store Loyalty Engine (ISLE) Feature



Airline, Retail, Telco, Fins. Services, HospitalityIndustry Relevance

Ability to track business activities of an employee 
and reward both the Corporate as well as the 
Employee for the same

Key Business 
Requirement(s)

Corporate-Employee Joint MembershipsFeature

Loyalty programs offering time-bound and/or priced 
memberships mainly in Retail and Fins. Services

Airline, Hospitality, Telco

Industry Relevance

1.Ability to offer tailored membership schemes, each 
with different duration and price for targeted 
acquisition

2.Ability to charge variable fee for membership 
enrollment, based on ‘who’ the member is 

Key Business 
Requirement(s)

Loyalty Membership SchemesFeature

Membership Management 

Individual Member Corporate Member

Employment

Airline, Retail, Telco, Fins. Services, HospitalityIndustry Relevance

Ability to carry out administrative loyalty transaction 
(Tier change, Points adjustment, Change in Status 
of membership) on a group of members selected 
externally, including a marketing segment or an 
external target list

Key Business 
Requirement(s)

Bulk Member AdministrationFeature



Loyalty

Loyalty programs with cross-industry partners mainly 
in Airline, Hospitality and Coalition loyalty programs

Industry Relevance

Ability to implement configurable industry-specific 
accrual transaction validation

Key Business 
Requirement(s)

Accrual Template Feature

Loyalty programs running joint promotions with 
multiple partners, Airline, Hospitality and Coalition 
loyalty programs

Industry Relevance

Ability to apportion the cost of joint promotion among 
multiple partners

Key Business 
Requirement(s)

Multi-Partner DebitFeature

Loyalty programs with cross-industry partners mainly 
in Airline and Hospitality

Industry Relevance

Ability to set partner-specific threshold to trigger 
points re-plenishment

Key Business 
Requirement(s)

Billing ControlsFeature

Partners

Transaction 

Exchange

Accrual Management 

Retail loyalty programs and Loyalty programs with 
retail partners, mainly in Airline and Fin. services

Industry Relevance

Ability to restrict redemption of points earned till the 
‘Goods-return period’ is elapsed

Key Business 
Requirement(s)

Deferred AccrualsFeature



Airline, Retail, Telco, Fins. Services, HospitalityIndustry Relevance

1.Ability to calculate redemption price for a redemption award dynamically based on ANY 
member or transaction attribute

2.Ability to offer multiple price options in multiple currencies as well as ‘Points + Cash’ 
combinations to members for redemption

3.Ability to ascertain price of a redemption award based on member ‘bids’ or auction

4.Ability to ascertain price of a redemption award dynamically based on the value (in $) of the 
award

Key Business 
Requirement(s)

Variable Redemption Pricing with option to pay in multiple currencies and modesFeature

Redemption Management

Airline, Retail, Telco, Fins. Services, HospitalityIndustry Relevance

Ability to automatically issue points loan in case of shortfall to allow redemption, based on 
user-defined loan limits by tier

Key Business 
Requirement(s)

Automated Issue of LoanFeature

Variable 

Pricing

P0

Base Price

P1

P3

P2

Members Promotions

Redemption 

Award



Airline, Retail, Telco, Fins. Services, HospitalityIndustry Relevance

Ability to target Loyalty promotion for a group of 
members selected externally, including a marketing 
segment or an external target list

Key Business 
Requirement(s)

Loyalty Promotion – Marketing Segment 
Integration 

Feature

Airline, Retail, Telco, Fins. Services, HospitalityIndustry Relevance

Ability to offer multiple reward choices to a member 
for a given promotion 

Key Business 
Requirement(s)

Member-Driven Reward ChoicesFeature

Airline, Retail, Telco, Fins. Services, HospitalityIndustry Relevance

Ability to offer multiple types of rewards to members, 
beyond points (e.g. 20% discount voucher, Movie 
tickets, Invitation to a fashion show, etc.)

Key Business 
Requirement(s)

Voucher as an Accrual RewardFeature

Promotion Management 

Enabling Greater 

Program Innovation 

for Effective 

Targeting & 

Superior Customer 

Experience

25% bonus points on flying 

business class for all the 

members staying in Brussels, 

who have a policy with an 

insurance partner with 

minimum cover of €500,000

Promotion-Target List integration



Layout Templates

Events

Tier Promotion Redemption

Message 

Content

Delivery

Enabling timely and relevant 

member and partner 

communications for enhanced 

member experience and lower 

TCO

Communication Management

Airline, Retail, Telco, Fins. Services, HospitalityIndustry Relevance

1. Ability to trigger outbound communication on 
occurrence of pre-defined Loyalty events

2. Ability to integrate outbound message with 
Oracle BI publisher, Email Marketing or any third 
party fulfillment applications 

Key Business 
Requirement(s)

Event-triggered Outbound CommunicationFeature



1. Enables business users to continuously innovate to rapidly adapt the 

program to meet changing competitive challenges and customer needs

2. Provides highly flexible promotion engine supports the creation of real-

time, targeted promotions

3. Provides fully integrated multi-channel customer and partner facings 

portals

4. Enables Superior customer service characterized by personalization and 

‘value’ based differentiation to ensure delivery of high customer value

Siebel Loyalty- Differentiated Features

Oracle is the only company to provide a complete loyalty 

management solution integrated with world’s leading CRM solution

Siebel Loyalty enables Customers to Gain competitive advantage 

through Cost effective and Differentiated Loyalty programs



Improved and personalized customer 

experience with a Loyalty Web Site
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Summary



How best

to serve? Next best activity

timeacquire serve learn maximise learn

q
u
a
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f 
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n
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adapt

Events / transactions / interactions

Moments of Truth

Insight-driven / behavioural triggers

Right Message, Right Moment 

How best

to reward?

Cross-sell opportunity

Competitor locked-out

Churn risk

Change in usageStart using product

Complain

Respond to promotion

Try new product

Recommend to friend

Decrease monthly spend



timeacquire serve learn maximise learn

q
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a
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f 
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e
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adapt

Loyalty

threshold

Challenge: A different lifecycle / dialogue for every individual customer

From Campaigns to Conversations
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“More than three out of four (83%) 
marketers say that marketing needs a 
comprehensive, integrated application 

suite to improve its effectiveness.”

Source: Topic Overview: Enterprise Marketing Software, Forrester, September 2007

Suresh Vittal,

Senior Analyst,
Forrester Research 



Analysts Conclusions



The preceding is intended to outline our general 
product direction. It is intended for information 
purposes only, and may not be incorporated into any 
contract. It is not a commitment to deliver any 
material, code, or functionality, and should not be 
relied upon in making purchasing decisions.
The development, release, and timing of any 
features or functionality described for Oracle’s 
products remains at the sole discretion of Oracle.






