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1 ew 1IN This Release

What’s New in Siebel Marketing User Guide, Version 8.1/8.2

Table 1 lists the changes described in this version of the documentation to support this release of the
software. The new features described in Table 1 are available in Siebel CRM version 8.1.1.11, Siebel
CRM version 8.2.2.4, and later.

Table 1. New Product Features in Siebel Marketing User Guide, Version 8.1/8.2

Topic Description

“Editing Treatments” on page 81 Modified topics. The CKEditor functionality and the Marketing
Calendar functionality are supported with the Siebel Open Ul

Wiznlng) THAEFEs” o [pge L user interface framework.

“Setting Up Execution Options for | Modified topic. For email campaigns, you can optionally save a
Campaigns” on page 134 copy of each email sent to a campaign contact in a directory
that you select. By default, copies of emails sent to contacts as
part of a campaign are not saved.

Table 2 lists the features described in this version of the documentation that are new for Siebel CRM
version 8.2.2.4. The features described in Table 2 were included in previous versions of Siebel CRM
Release 8.1.1.x.

Table 2. New Product Features in Siebel Marketing User Guide, Version 8.2.2.4

Topic Description

“Adding Social Sharing URLs to New topic. It describes how to create social sharing URLs and

Email Treatments” on page 87 add them to email treatments.

“Adding Dynamic URLs to Email New topic. You can add dynamic URLs to email treatments in

Treatments” on page 89 CKEditor.

“About Creating Leads from Social | New topic. By integrating Siebel Marketing with Oracle Social

Media Data” on page 220 Relationship Management (Oracle SRM) cloud services, you can
use data provided by individuals on social platforms to create
leads.

Siebel Marketing User Guide Version 8.1/8.2 11



What’s New in This Release &

What’s New in Siebel Marketing User Guide, Version 8.1, Rev. D

Table 3 lists the changes in this version of the documentation to support this release of the software.

Table 3. What’'s New in Siebel Marketing User Guide, Version 8.1, Rev. D

Topic Description

“Associating a Loyalty Promotion Modified topic. When associating a loyalty promotion with a
with a Campaign” on page 43 campaign, you can use the Create Enrollment button or the
Create Eligibility button to either enroll members onto the
campaign or to make members eligible to enroll on the

campaign.
“Editing Email Treatments” on Modified topic. If your administrator has configured the Email
page 81 Marketing Server to integrate with SpamAssassin, then clicking

the Verify & Preview button when editing email treatment
templates generates a spam score for the email.

“Adding Dynamic URLs to Email New topic. To use the Dynamic URLs functionality, you must

Treatments” on page 89 install Email Marketing Server build 8.1.1.2 [610] - EMS[624]
from My Oracle Support.

Creating Call Guides for Phone Deleted topic. The functionality to create call guides for phone

Treatments treatments is no longer supported.

“Importing External Data and Modified topic. After creating or modifying data mappings

Creating Data Mappings” on between imported external data and columns in Siebel

page 198 Marketing tables, verify the mapping data by clicking the

Validate button.

Additional Changes
The topic “About Creating Leads from Social Media Data” on page 220 has been updated to reflect
product name changes.
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What’s New in This Release m

What’s New in Siebel Marketing User Guide, Version 8.2, Rev. A

Table 4 lists the changes in this version of the documentation to support this release of the software.

NOTE: The functionality described in this guide requires that you install Siebel CRM Release 8.2.2.2
or later. For information, see the applicable Siebel Maintenance Release Guide on My Oracle Support.

Table 4.

What’s New in Siebel Marketing User Guide, Version 8.2, Rev. A

Topic Description

“Applying Lead Creation to a
Program” on page 61

Modified topic. The default location of the lead list format can
be changed using the Default Lead List Format parameter.

“Editing Treatments” on page 81

Modified topic. Siebel Marketing now provides the CKEditor for
editing HTML template files. Images can be inserted into the
HTML editor from remote or local servers, or pasted into the
editor from a local computer. It is no longer necessary to
upload graphics to the Web server using an FTP account.

One-to-One Email Delivery

Deleted topic. One-to-one email delivery functionality is not
supported.

“Using Merge Fields in Email
Treatments” on page 96

Modified topic. When configuring treatment templates in the
HTML or text editor, additional merge field personalization
items are now available.

“Setting Up Execution Options for
Campaigns” on page 134

Modified topic. You can create a post-load task that executes a
custom workflow if you are manually executing a campaign,
but not if the campaign is scheduled to execute automatically.

“Scheduling a Stage Execution
and Editing a Schedule” on
page 178

Modified topic. On the Timeline view, timeline bars only
indicate activities scheduled for a stage.

“Scheduling the Execution of
Campaigns” on page 180

Modified topic. If you execute a campaign using the campaign
scheduler, you cannot select the wave that is executed by the
scheduler.

“Importing External Data” on
page 198

Modified topic. Additional information is provided about the Use
most recent file option. This option is available when specifying
the source file from which to import data.

“Assigning Default Campaigns and
Default Offers” on page 227

Modified topic. When configuring a default offer, in the Default
Offer Code field, you must enter a valid treatment code.
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2 g Process Flow

This chapter describes the process flows for Oracle’s Siebel Marketing. These process flows allow you
to automate, design, and target marketing campaigns and programs. This chapter includes the
following topics:

B About Campaigns
B Roadmap for Executing Stand-Alone Campaigns from Start to Finish on page 17
B Roadmap for Executing Marketing Programs from Start to Finish on page 18

NOTE: The procedures in this guide assume that if you are using Siebel Open Ul, you do not use
left-hand navigation. However, you can set up left-hand navigation if you choose. For information
about implementing left-hand navigation, see Siebel Fundamentals for Siebel Open Ul.

About Campaigns

A campaign is a marketing tool that is used to target and motivate specific segments of your
customer base to achieve a specific result. Campaigns can be stand-alone or part of a multistage
program. Stand-alone campaigns include the elements listed in Table 5.

Table 5. Elements in Stand-Alone Campaigns and Multistage Campaigns

Element Description

Offer An offer is a single proposition or message that you want to present to your
current and potential customers as part of a campaign. To present an offer
through a specific channel or medium using a specific piece of collateral, you
create a treatment for that offer. An offer can have multiple treatments, such as
an email treatment and a phone treatment, and an offer can have multiple
versions of treatments for the same channel. You can create different treatments
to communicate an offer in different campaigns, but the campaign is a one-time
instance of the treatment presented to a customer at a certain point in time. For
more information, see Chapter 5, “Creating and Using Offers and Treatments.”

Treatment A treatment is a channel-specific instance of an offer. A treatment can include
details such as the HTML content, literature, delivery parameters, a call guide,
and other details. A campaign can use one or more treatments. For a simple
campaign, you can have only a single list or segment and a single treatment. In
other campaigns, you might use multiple treatments by associating multiple lists
or segments and then allocating which treatments each list and segment
receives. For more information, see Chapter 5, “Creating and Using Offers and
Treatments.”

Siebel Marketing User Guide Version 8.1/8.2 15



Marketing Process Flow ®m About Campaigns

Table 5. Elements in Stand-Alone Campaigns and Multistage Campaigns
Element Description
Segment A segment defines a target set of customers or prospects. A campaign can target
one or more segments. For more information, see Oracle Marketing Segmentation
Guide.
Source code A source code is composed of multiple codes that represent information about the

customer, and the offer sent to the customer. You use source codes to track the
customers’ responses and gauge the reaction to a campaign and its offers. An
administrator creates the source code definitions for you. For more information,
see Siebel Marketing Installation and Administration Guide.

Vendor A vendor is a company that you retain to help you with a campaign, such as a
printing house, a fulfillment house, and a telemarketer. An administrator enters
the vendor information for you. For more information, see Siebel Marketing
Installation and Administration Guide.

A stand-alone campaign is a campaign that is set up independently of other campaigns. The
outbound treatments for the campaign would all be launched at the same time. If you want to
combine multiple campaigns into a larger process, you can create a program. Programs have one or
more stages so that you can schedule some campaigns in parallel to or as follow-ups to another
campaign. For more information, see “About Multistage Programs” on page 46.

NOTE: The Siebel Bookshelf is available on Oracle Technology Network (http://www.oracle.com/
technetwork/indexes/documentation/index.html) and Oracle Software Delivery Cloud. It might also be
installed locally on your intranet or on a network location.

Terminology
Table 6 lists some terminology used in Marketing Programs.

Table 6. Terminology Used in Marketing Programs

Element Description

Programs A program is a container for organizing, designing, and executing multistage,
triggered, and recurring marketing programs using new or existing campaigns, lists,
and segments. You can establish multiple stages for a marketing program. Each
stage can have multiple campaigns, lists, segments, and segment trees.
Subsequent stages can be based on a customer response or any other event. For
example, a visit by a sales person to a premium customer might trigger a follow-up
email to that customer for the selected product. For more information, see
Chapter 4, “Designing Marketing Programs.”

Stage A stage is a group of campaigns that happen during a certain phase of a program.
It can also contain responses and leads. For example, you might have a two-stage
program where stage 1 has campaigns to generate demand and stage 2 has another
campaign to convert responders from the previous stage into leads.
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~ Roadmap for Executing Stand-Alone Campaigns from Start to
Finish

Table 6. Terminology Used in Marketing Programs

Element Description

Responses Response handling is essential in triggering follow-up stages. Whenever prospects

or contacts respond to an offer treatment through any channel (by inbound email,
the Web, a call center, or sales representative, and so on), their responses can be
captured in detail. You can use this data to determine which contacts to pursue as
opportunities. For more information, see “About Using Response Management” on
page 151.

Waves Waves are a method of phasing the delivery of a campaign or stage over time, or

for phasing the delivery of treatments over time or for different vendors. For
example, you want to extend an offer to millions of customers, but do not want to
add more inbound call center staff to handle the load. Using waves, you can phase
the delivery of treatments over any time delay (in hours or days) you need. For
more information, see “Setting Up Waves for Campaign Loads” on page 63.

Roadmap for Executing Stand-Alone
Campaigns from Start to Finish

This topic outlines the roadmap for executing a stand-alone campaign. For information about
executing a marketing program (multistage campaigns), see “Roadmap for Executing Marketing
Programs from Start to Finish” on page 18.

To execute a stand-alone campaign, complete the following tasks:

1

Create one or more target lists or target segments.
See Chapter 8, “Managing Lists” or Oracle Marketing Segmentation Guide.

Create offers and offer treatments.

See Chapter 5, “Creating and Using Offers and Treatments.”

Create a campaign.

See Chapter 6, “Planning and Designing Marketing Campaigns.”
Load the campaign.

See “Loading Campaigns” on page 166.

(Optional) Set up distribution waves.

See “Setting Up Waves for Campaign Loads” on page 63.
Launch the campaign.

See Chapter 7, “Launching Programs and Campaigns.”
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Roadmap for Executing Marketing
Programs from Start to Finish

This topic outlines the roadmap for executing a a marketing program (multistage campaigns). For
information about executing a stand-alone campaign, see “Roadmap for Executing Stand-Alone
Campaigns from Start to Finish” on page 17.

To execute a marketing program, you must complete the following tasks:

1

18

Create a marketing program.

See Chapter 4, “Designing Marketing Programs.”

Create your target segments for each campaign.

See Oracle Marketing Segmentation Guide.

Create offers and treatments.

See Chapter 5, “Creating and Using Offers and Treatments.”
Plan response handling.

See “About Using Response Management” on page 151.
(Optional) Set up waves.

See “Setting Up Waves for Campaign Loads” on page 63.
Launch the program.

See Chapter 7, “Launching Programs and Campaigns.”

Load the campaigns manually or schedule the stage for automatic execution.

To load campaigns, see “Launching Campaigns Manually” on page 174. To schedule a stage, see
“Scheduling a Stage Execution and Editing a Schedule” on page 178.
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Siebel Marketing includes support for a variety of Marketing Resource Management processes such
as defining initiatives, planning and budgeting, expense tracking, managing calendars, and collateral
planning. This chapter describes how to develop marketing plans, initiatives, and budgets. It includes
the following topics:

B About Planning and Budgeting for Marketing on page 19

About Marketing Initiatives on page 21

B Process of Creating Marketing Plans and Budget Requests on page 21
B About Developing and Tracking Budgets for Marketing Plans on page 34
B Using Loyalty Programs on page 42

About Planning and Budgeting for
Marketing

Siebel Marketing provides support for planning and budgeting for the marketing organization. Using
marketing plans, marketing executives and managers can create high-level business plans that cover
a broad set of tactics, including outbound and inbound programs, campaigns, and events. For each
plan, the marketing executive or team can set goals and objectives, identify available funds, assign
budgets, associate multichannel marketing tactics, share documents, and generate forecasts.

Table 7 explains some of the marketing terms used in this chapter.

Table 7. Glossary of Selected Marketing Terms
Term Description
Marketing Plan Plans are used to associate a broad set of tactics, including outbound and

inbound programs, campaigns, and events for a specific business unit (such as
European Field Marketing), purpose, or time period.

For each plan, users can include goals and objectives, associate budget
requests, associate multichannel marketing tactics, and share documents.

Tactic A tactic is a term that is used to describe any kind of internal marketing
activity. Types of tactics include programs, event plans, and stand-alone
campaigns.

Initiative An initiative can be used to associate global plans and tactics with overall

strategic initiatives or priorities. For example, initiatives might include
entering a consumer market or increasing brand equity.
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Table 7. Glossary of Selected Marketing Terms

Term Description

Marketing Fund A marketing fund is an internal marketing budget managed by a department
or cost center, such as Corporate Advertising, Event Marketing, Market
Research, and Partner Programs.

Budget Request A budget request is an internal request to release some of the money in a
Marketing Fund for use on a marketing program.

Purchase Order An account number issued by the purchasing application giving a marketing
team authority to incur expenses.

Expense A record associated with a tactic with an estimated amount (forecast amount)
and an actual amount. For example, Catering or Shipping. The actual amount
can be based on an Invoice list item or entered by the user directly.

Invoice A bill from a vendor for services rendered to the marketing organization.

The Marketing Planning module can be applied to fit any organizational planning approach, including
plans based on time periods (such as quarterly or annual planning cycles), business units, product
lines, or any other management structure. Plans can be organized in hierarchies with any number of
levels to support small marketing organizations as well as more complex planning processes.

Executives can also set high-level corporate objectives and then assign goals to each