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Customer Systems
• Specialized IT consulting company providing real expertise in:

– Siebel CRM
– Siebel Analytics / Oracle BI EE

• Mission is to provide real expertise with consultants knowing the 
product at least as well as the software vendor’s consultants

• Core Values
– Extreme Expertise
– Dedication to Client’s Mission
– Integrity

• Founded in February 1998, ~40 employees, USD 10m revenues
• 250+ Siebel implementations spanning 21 countries and 4 

continents



Today’s marketing environment
• Challenges

– Saturation of marketing messages
– Recipient apathy
– Generic marketing no longer works
– Brand differentiation is no longer enough

• Running to stand still
– harder just to maintain the same level of result in marketing

• Constant pressure to make marketing more effective



New Objectives of Successful 
Marketing
• Actionable campaigns

– AIDA - Awareness > Interest > Desire > Action

• Personalisation of the marketing messages
• Tighter targeting by segmentation on new data 

categories
• Closing the loop

– tracking responses and use this intelligence to tune current 
campaigns and increase effectiveness

• Campaigns using multiple channels
e.g. Email -> Web -> Call centre



New Objectives of Successful 
Marketing
• Siebel Marketing

– A holistic solution
– A wealth of functionality > 

supports most 
requirements

– Powerful segmentation
– Capitalises on 

segmentation with 
personalisation of 
messages

– Powerful marketing 
intelligence/analysis of 
responses and 
effectiveness



Siebel Marketing Overview



Campaign Targets
• Contact Lists

– Purchased from a vendor or
– Exported from an external system
– Imported into Siebel Marketing Module

• Contact Segments
– Allows the user to include (and exclude) 

campaign targets based on the data 
available in a data warehouse

– Created in OBIEE (Analytics) and imported 
into Siebel Marketing Module

• Both Siebel and completely stand-alone data 
warehouse is possible



Segmentation in Siebel Analytics



Campaign Content
• Offers: The message of 

the campaign
• Any Channel

– Phone
– Email
– Web
– Postal Mail
– Fax

• Responses
– Inbound call
– Clicking on link in email
– Returning flyer



Campaign Evaluation



A Successful Implementation 
Approach
• Business Analysis
• Business Change
• Prepare and Implement
• Release and Support



Business Analysis

• Often most challenging aspect of Marketing 
project
– Marketing, leads and sales are crucial to business           

– vital to get requirements right

– Marketing is often a very manual process 
– introducing an application is a big step

– Marketeers often work in an unstructured way 
– introducing rigid process is a big step 



Business Analysis

• It is important to:
– Win ‘buy-in’ and commitment early by making the 

benefits clear
• Powerful segmentation
• Cross channel campaigns
• Lead handling
• Understanding effectiveness 

(Campaign → Responses → Sales → Revenue)

– Demonstrate Siebel Marketing
• Run realistic campaign scenarios
• Show how current campaigns will be met in Siebel 

Marketing



Business Change
• Focused first release…

– Replicate current campaigns
– Replace the manual steps

• …but build excitement
– Introduce some sophistication e.g. staged campaigns
– Make the most of powerful segmentation

• Consider
– Not planning to run new campaign types in first phase 

(though plan for the functionality now)
– Whether to immediately stop using external agencies

(e.g. continue to design collateral externally)



Business Change
• If parts of the marketing process are brought in-

house from 3rd parties
– Internal team responsibilities expands
– More internal effort is needed to run a campaign

• but campaigns can generally be executed more 
quickly

• To avoid objections and problems
– Manage expectations – of the user and the business
– Continue to communicate the benefits and ‘wins’
– Provide close support



Prepare and implement
• Siebel CRM

– Enable object manager / add the licenses / configure GUI / 
Web Services, etc

• If OBIEE / Siebel Analytics is already used
– Can existing subject areas support segmentation?  What 

else is needed?
– For Response Intelligence, does the vanilla content remain 

in your repository or has it been removed?  Does it meet 
your needs?

• If other data warehouse is already used
– Can re-use tables and data
– Need to implement OBIEE / segmentation on top

• If no data warehouse is currently used
– Mini project of its own > may not take many man days



Prepare and implement
• Infrastructure considerations for email 

marketing 
– Some components require external access 

outside the firewall
– How can fulfilment be automated when using 

external fulfilment house?
• Email, ftp or other to method to send target lists? 

• Hardware
– Marketing can be process intensive – resize?
– If Siebel Analytics is being introduced for the first 

time new environments are needed



Prepare and implement

• Data Quality
– Key for effective segmentation
– If Excel is the current tool for segmentation > ad-

hoc cleaning is likely
– If email marketing is to be used, what is the quality 

of the email  ids held. Is there duplication?
– Consider a review of data quality and a clean up 

exercise



Release and support
• Consider phasing of new functionality and 

process
– running only current processes but use the new 

(powerful) segmentation for a period
– continuing with external fulfilment for a period
– continuing current campaign types for a period

• As users become more expert start to
– Bring fulfilment in-house
– Introduce complex campaign types



Release and support
• Regular workshops during the project will build 

understanding of the application
• Plan the specific campaigns to be run after go-live

– Support will be needed
– Also schedule support when new or more complex 

functionality is used
• Provide process / application champions if possible
• Expect new requirements to emerge after go-live

– users become segmentation experts > think of new ways to 
segment

– campaign effectiveness is improved > users want to target 
campaigns more tightly

– support for additional marketing channels



Case Study: Electronics distributor

• A fast, targeted deployment of Siebel 
Marketing and Sales Analytics

• Objectives:
– Segment on any Siebel data
– Email marketing
– Flexibility and speed of execution

(aim to run a new, tightly targeted campaign at 
least daily)

• Project delivered in 25 man days



Case Study: Automobile 
manufacturer
• Major Marketing deployment
• Objectives:

– Full closed loop marketing 
– Complex segmentation
– Multiple fulfilment channels
– Complex follow-up campaigns
– Detailed campaign and sales analytics providing 

intelligence on campaign execution and 
effectiveness

• Project delivered in 5 months



Recap
• Done right, Siebel Marketing can have a huge 

impact
– More effective marketing
– More sales
– Understanding and control of the process

• For a successful implementation
– Expert resource is important
– Experienced resource is important
– Carefully manage requirements, expectations and 

change
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