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LEAD MANAGEMENT
PROJECT




SICK at a glance SICK
Key figures (fiscal year 2021) '
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Something to start with SICK

Sensor Intelligence.

A long time ago in a galaxy far, far away....

lMARKETING ,

Hi, WE'RE
MARKETING

®2012 LeadFormix Inc,

Guys you will need to at least
talk to each other to begin
the qualification process for leads.

©2012 DemandGen International, Inc.
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Lead Management Project SICK AG

How can we effectively and
efficiently convert leads into
buyers?

Leadmanagement SICK AG | Irina Lange | Anselm Mueller

Awareness
Consideration

Evaluation



Lead Management Project at SICK - The approach SICK

Sensor Intelligence.

Goal: build a first modern lead management approach which is scalable for future and more pilot campaigns to come

focus: start small, more sophisticated later
Concept Impl. / Analyse

Refinement

MVP Lead Management
process & Lead handover Implementation of
Pilot Campaign

Goals and KPI's

Analysis &
Ideal Customer optinization
Profile (ICP) Setup of reporting & of all Pilot 1
dashbaords components
Content mapping & (e.g. campaign flow)
creation
regular
Campaign flow Performance
Lead Scoring Model Analysis

Pilot 1: MVP Lead Management
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Lead Management Project at SICK - The approach SICK

Sensor Intelligence.

Goal: build a first modern lead management approach which is scalable for future and more pilot campaigns to come

focus: start small, more sophisticated later
Concept Impl. / Analyse

Refinement
MVP Lead Management
process & Lead handover

Analysis &

Ideal Customer OF;tiT:iZ'Ttion
Profile (ICP) of all Pilot 1
components
(e.g. campaign flow)

regular
Performance
Analysis
Pilot 1: MVP Lead Management

Change Management
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Analysis and Refinement - an iterative process

2. iteration

Concept

Impl. / Analyse

Refinement Optimize / Run | Analyse / Refine

MVP Lead Management

process & Lead handover Implementation of
Pilot Campaign Implementation
Goals and KPI's An'aI)./5|s.& of optimizations AT
Ideal Customer optlmlz.atlon optimization
Profile (ICP) Setup of reporting & of all Pilot 1 of Pilot 2
dashbaords components
Content mapping & (e.g. campaign flow)

Run Campaign

creation
. regular for additional
Campaign flow Performance subsidiary

Lead Scoring Model

Analysis

Pilot 1: MVP Lead Management Pilot 2

SICK

Sensor Intelligence.

(<)

Optimization &
Scale up
of campaign
to other
subsidiaries

Change Management
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Lead Management Project at SICK - The approach SICK

Sensor Intelligence.

Goal: build a first modern lead management approach which is scalable for future and more pilot campaigns to come
focus: start small, more sophisticated later

Concept

Ideal Customer
Profile (ICP)

Pilot 1: MVP Lead Management
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Definition of the Ideal Customer Profile (ICP) SICK

. . Sensor Intelligence.
Focus: Start small, more sophisticated later

B2B Data-driven Marketing Approach

All prospects
CCP* from Aimed / Addressable
past data wanted ICP ICP

Company

Size I_\ ﬂ /‘I
Industry
Wanted . ¢

Lead Leads ICP Customer
Scoring criteria Type

o’
criteria -— 0 \_|
0
Interest |

T .
Lead Scoring

» Step 1: Selection of a specific criteria and review of Lead

Scoring Profile to combine for most wanted Leads
» Step 2: Refinement of ICP through data-driven Marketing approach .
Marketing { exchange ) Sales

Leadmanagement SICK AG | Irina Lange | Anselm Mueller X
*Converted customer profile



Lead Management Project at SICK - The approach SICK

Sensor Intelligence.

Goal: build a first modern lead management approach which is scalable for future and more pilot campaigns to come
focus: start small, more sophisticated later

Concept

MVP Lead Management
process & Lead handover

Pilot 1: MVP Lead Management
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Lead Management Funnel & Lead Status SICK

Sensor Intelligence.

STAGE DESCRIPTION ACTION

Suspect > Lead generation

> First qualification by Marketing

> Gather basic required information for
Marketing communication

> Confirm possible business interest in SICK
solutions

General request or form submission

MARKETING

Further qualification by Marketing

Gather all required information for Sales
Identification of sales readiness

Confirm expressed interest in SICK solutions

Basic qualification successful, suited for nurturing by
Marketing

vy v

: . > Handover to Sales
Nurturing by Marketing successful, handed over to Sales > Further qualification by Sales
> Identification of an opportunity

Company with a concrete buying interest > Close the deal

A closed deal
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Evolution of data in the data-lake-house
How unsorted data will become business relevant leads

SICK

Sensor Intelligence.

User-profile to handover

Only profiles with highest lead-
scoring will be handover to Sales

Taking action to a higher score

Triggering standardized processes to
uplift the scoring

Using aggregation for holistic view

Using standardized aggregation to
built lead-profiles based on a
scoring-model

Setting-up all the data-source

Bringing together data from Eloqua,
Adobe, Hybris, Classy, SAP

Leadmanagement SICK AG | Irina Lange | Anselm Mueller

Handover

Nurturing Data

Aggregating Data

Unsorted Data

Complete profiles

High scored profiles will hand-over
to the target system Eloqua.
Visualization of information on Leads
for Sales

Uplifting profiles
Gathering similar scored profiles

Creating scored profiles

User-profiles will be sorted by a
scoring-model

Creating an unsorted profile

Putting all data of one user (email)
into one holistic profile



Implementation / Analyse - Data Lake House SICK

Sensor Intelligence.
<
Adobe
(Website Tracking)

A
Native-API
Data-Lake-House v

Bl / Tableau / Dashboards / Performance
Measurement
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Lead Management Project at SICK - The approach SICK

Sensor Intelligence.

Goal: build a first modern lead management approach which is scalable for future and more pilot campaigns to come
focus: start small, more sophisticated later

Change Management
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Changemanagement is the fundament SICK

Sensor Intelligence.

Change Management
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The Kotter Model

Our iceberg is melting

Leadmanagement SICK AG | Irina Lange | Anselm Mueller

Create
Sense of
uUrgency

Anchor
the
Change

Celebrate
Quick
Wins

Remove
Obstacles

Form
Guiding
Coalition

Create
Vision and
Strategic
Initiatives

Recruit
Voluteer
Army

SICK

Sensor Intelligence.



What happened so far SICK

Sensor Intelligence.

Sense of Urgency  Forming guiding VtiSiC;" and Volunteerarmy  Remove Celebrate quick
lition strategic obstacles i
» Why coarttlo initiatives > Early Adopter wine
> Commitment of > Enablement > Pilot-Campaign
» Change Story board > Vision > Promoter on (asynchrony P
(How/What) Management- learning- > Standardization
> Stakeholder- > Work packages:  Level module) of Templates
»  Feedback for Analysis Enablement,
goals (User & Content, , Iterative > Scoring-Modell
Stake-holder) > Change- technical project- . Data-Lake
> Application for Consultants Requirements, management
! Processes
being a
participant

Leadmanagement SICK AG | Irina Lange | Anselm Mueller < 21 >



Results so far SICK

Sensor Intelligence.

» Management commitment/support is highly needed

» Leadmanagement is NOT a Marketing or a Sales topic, it is an organizational topic

» Participation of target group already during project set-up and active application for project participation (e.g., early
adopter, pilot etc.) help to create a flow.

» Focus during the complete project is enabling the different "target groups”

> Iterative approach helps to show results and improvements (e.g., refinement of pilot)

Leadmanagement SICK AG | Irina Lange | Anselm Mueller






Results overview in our Lead Scoring Model

interim status

ey Engagement
Total
G IT 1 2 . 4 Contacts
9 A 0 2 4 6 12
"§ B 0 4 4 14 22
o C 1 0 2 8
D 0 0 0 0
Grand Total 1 6 10 25 42
GUS Engagement
Total
G U S 1 2 . 4 Contacts
A 1 6 16 7 30
% B 0 3 9 17
a C 0 3 8 1 12
D 0 0 1 2
Grand Total 1 12 30 18 61
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SICK

Sensor Intelligence.

Scoring must be iterativly improved

Constant improvement of content-creation is
one key of success

Data Quality of target group have to increase
Enduser performed better than OEM
Best Performance at emails: OEM

Paid Ads: Enduser

Google Ads were more efficient than
LinkedIn



L2S WP Achievements & Current Progress SICK

Sensor Intelligence.

Tool Landscape
WP: Lead Management Processes & Methods
> Data Lake & first aggregation

> Marketing lead management process . Native API (CRM/Eloqua)

> Lead management funnel & lead status incl.
Marketing Qualified Lead

> Handover process

WP: Performance Measurement:

WP: Content Management
> Click & channel tracking
> Content creation > Lead Management KPI & dashboards

> Content optimization

WP: Standardization Factory WP: Change & Enablement:

> Landingpage & form templates > Change concept
> Early Adopter concept

> Change story

> LinkedIn integration
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Thank you for your attention




ORACLE CLOUD
WORLD EVENT
FEEDBACK






a new approach
to UX
*Consumer
Grade+ UX
*Powerful, Deep
Search
*State-of-the-Art
Al/ML
*Best-in-class
Data Visualization
*Guided user
actions

WHAT IS IN FOR US

Advertisement
The Advertising
roadmap includes
adding native
support for many
additional
channels with a
new integration to
Oracle
Advertising’s
Media Bridge

ELOQUA

Fusion marketing
*Consumer
Grade+ UX
*Powerful, Deep
Search
State-of-the-Art
Al/ML
*Best-in-class
Data Visualization
*Guided user
actions



FUSION MARKETING

ELOQUA

7 Tectics
Select a campaign tactic Whatis a tactic? @

Targeted Account Selling
35t0ge

Harure
and Expansion Educate your Buyer

45tages
Recommend

The perfect balance The perfect balance
of reliability, energy of reliability, energy
efficiency, and eco- efficiency, and eco-
friendliness friendliness

hybrid bi-fuel
manufacturing 8

Expl ’s hybrid bi-fuel
en | manufacturing

Mur

Narue Murtre
Demo Sign up Signup for Trial Welcome Mail Manage Partners
8stages 35tapes 4Stoges 35tages

Supremo Power’s Power on tap for any Reduce risk for your. Intelligent battery
award-winning hybrid disruptive energy customers by keeping storage keeps the
power generators emergency stored power on hand lights on, and more.

Explore Supremo Power's innovative Explort A ive Check out Supremo Power's innovative Check out Supremo Power's innovative

hybrid bi-fuel generators ring battery solutions for high tech battery power storage solutions

v" Pre-built campaign tactics
and workflow to simplify

executing on common
goals

v’ Create a new campaign
from predefined campaign

templates



ELOQUA 22D
RELEASE



CEEED —

Select user for this feeder

User v

Updated Webex App

Configure feeder
 Supports Cisco’s new Webex Webinar

offering

« Supports all functions of the existing
(classic) Webex Meeting and Events app  recder frequency

Enter the existing Webex webinar number

Webex webinar number

+ Actions for webinar and meeting e e i
registration 15 minutes v | ountil | @ YYYY-MM-DD hh:mm
» Feeder for webinar and meeting Temezone  @EERED Fieic mevoing
registration and attendance (GMT+05
L. . . Manage Webex users
+ Decision for webinar and meeting Add, edit and remove users.
registration and attendance -
* See app ]iSting mi User description Webex site URL Action
Austen Jones org-name.webex.com V2 v}
Emily Nakagawa org-name.webex.com 0
Marise Torres org-name.webex.com 2 0

9 Copyright © 2022, Oracle and/or its affiliates | Confidential:




OMNICHANNEL

Recent Fusion Marketing Updates

* Create an Email from Template

* Select from predefined email templates in Wister Prossotion
Elogua to create and edit personalized emails
directly in Fusion Marketing

» New visual editor

» Customer Story review in a Campaign

 Review the customer stories and override
recommendations at a Campaign level

» Send Oracle Unity segments into Fusion
Marketing
» Export Oracle Unity segments to create either
a new Fusion Marketing Audience or update
and existing audience

10 Copyright © 2022, Oracle and/or its affiliates




Access to Microsoft Outlook Add-in
Now Managed by License*

Users
Oracle Eloqua Sales Tools for Microsoft Outlook — sjouswws | 8 ues: 8 weodtsmisems; § coaaserty: [ omtbouicr (i) Mepotos:
update coming in the 22.12 release s

Please Select B 3 &«
Quick Search d" Search

- After update, users must have both the Engage s s - Engage Users
and Outlook licenses to login to the add-in & | sataae
» No additional prChase necessary g : i:j::::::s-mnmq Select which products users will have access to. A user must have a lice|
o Licenses managed in Eloqua g : ::::T:::;:::’A“m directly to the user from the Edit User interface

» Plugin will update automatically, and users can e g Bi==r
continue to use Outlook during update i

e

* If your IT department wants to manage the $ o s - N

release, a mass deployment is required before the g T . Eioqua Reportng
e
e

« Account Profiler Access Eloqua Marketing Platform

« Active Users - Sales

Eloqua Profiler

release i
» Contact support for details on mass deployment

+ Engage Testing & Elogua Sales Tools for Microsoft Outiook

~ Engage Users

* Oracle Eloqua Sales Tools for Microsoft Outlook add-in release date: Friday December 16, 2022




Engage Send Limits - Generally
Available*

App Comgurason for Engage

Oracile | Eloqua Engage

» Manage the number of emails a sales -~

rep can send to the same contact over a
period of days
» Use limits to
» Prevent contact fatigue and unsubscribes
» Maintain domain reputation

« Limits apply to both Engage and
Oracle Eloqua Sales Tools for
Microsoft Outlook

» Limits do not impact Eloqua marketing sends

* Eloqua Engage app release date: Friday December 16, 2022

Engage Settings

f 00 B0 OO

ae




Eloqua Salesforce Integration App

Import:

« If the Salesforce Account object Billing address field value exceeds 100
characters, the App will automatically split it into Eloqua Account Address,
Address 2 and Address 3 fields

« The newline character can be added to instruct the App how the lengthy Billing

address value should be split

Billing Street Spiit Vaiue Line 1 textarea B - Address texdt -
Biling Street Spiit Value Line 2 textarea v - Address 2

Billing Street Spiit Value Line 3 textarea v - Address 3 text




OMNICHANNEL

SMS Enhancements: Save As

» Save As option is now available in the
SMS editor

[2 saveas
- &b View Dependencies fu—
© Settings
Save this file as Cancel Save
kd Operational Reports
@ Close
Name
UntitledSMS
& Delete
Q se
All Folders [3) NewFolder
Name < Created Modified <
. Jun 24, 2022, 11:58 AM Oct 3, 2022, 12:58 PM
Ditest_2_sep29_33 Adrl User AdTiat
D test 3 Jun 24,2022, 11:58 AM Sep 29, 2022, 12:25PM
ad Admin Uses Admin
3 test 1 Jun 24,2022, 12:33 PM Sep 6, 2022, 03:50 PM
- Adrmin Use !
0 test Jul 28, 2022, 06:45 PM Aug 3, 2022, 09:20 PM
Admin Use

NS
%



OMNICHANNEL

SMS Enhancements: View Dependencies

* View dependencies for an SMS
* SMS assets can be part of multiple
Elogua objects, resulting in dependencies

* You can now view the list of all
dependencies for an asset from the SMS
editor



SMS Enhancements: Keyword addition
restricted to two-way codes

» Keyword addition restricted to two-way
codes only

* You will now be able to add keywords only for
two-way codes from the SMS setup

» One-way codes do not support MO traffic and
will not listen for keywords in an SMS



INTELLIGENCE

Insight: Database Growth Trend Report

New standard report: Database Growth Trend

Leverage this new standard report to gain a deeper
understanding on database growth trends.

* Features new calculated measures to show growth rates
for Total Contacts and Reachable Contacts

o Includes visual indicators to show upward or downward
trends in growth rates

* Prebuilt graphs to visualize growth trends in Total
Contacts and Reachable contacts

This report is located in the Shared Folder > Contacts

6 May 2016
2016

i 2036 Sep 2016 -
Jun 2016 hug 2016 Oct 2016

- Tetul Cortacts Growth Rate = Raachalsie Comacts Geowih R

New 20

Month“ ¥ Total Contacts New Contacts Total Contacts Growth Rate Contacts Contacts Growth Rate
Jan 2016 1208841 105482 4% G 1151136 sex{y
Feb 2016 1211103 318 0.19% 1086974 S557% $
Mar 2016 1263644 52568 434% ¢ 1139505 %y

1.82% \_} 1157969

1.62% Q¢




Insight: Contact Field Analysis

New standard report: Contact Field Analysis

The Contact Field Analysis report provides a breakdown
on field usage.

This report features:

* New calculated measures
» Total Values
* % Populated
» Missing Values
* % Missing Values

» Stacked bar chart to visualize the relationship
between fields populated vs missing values

This report is located in the Shared Folder > Contacts

Note this report does not contain custom fields; we will continue to expand
on this report and custom field reporting.

Contact Fleld Analysis

100,00%
£ w0
80.00%
40.00%
& 2000

0.00%

l«:w“

™ g2 3 r 31 ] 3 _3 £ 53
EEEASBR RN FE RN LS.
Bl 8 s % g 3 3
H i 3 3 g
Entty Flald Name
Entity Fiedd Name Total Values % Populated Missing Values % Missing Vakues
Acdress ' 455y 76 20% s 22.1%
Aodress 2 n 0.00% H008448 100 00%
Asdress 3 54 0.00% 5008507 100 00%
Busness Prone 1354 220% 5833420 97.74%
Ciey 1788725 2097% 4179830 70.00%
Company WO8562 100.00% 0 0.00%
Courtry 1126150 18.85% 4844 01.15%
Emad Adcress 5863208 98.24% 106263 1.76%
Email Adcress Doman 5852208 98.24% 106264 1.76%
Fax % 0.00% 5068546 100.00%

% Popuiated

% Massing Values

397855

400062
5068560
5858550
5858562
4958278
5847530
5843901
5802256

957540

667T%
6.70%
00.00%
98.16%
98.16%
83.07%
97.97%
L 28 AL
21%
L L2

2




Insight: Auto Activity Analysis

New standard report: Auto Activity Analysis

* This report provides a monthly breakdown of open and click activities, including
auto generated activities, by campaign.

Auto Activity Analysis Home Catalog  Favorites v Dashboards v New w
lmnucmmm
»
«
MW Opens W UniGes Opens [ Ao Open B Gdtvougs [ Unge Oivoughs

Manth Desc4 ¥ Campaign Neme Totsl Sends Tolsl Delivered Total Opens Unique Opens  Auto Open Total Clckthroughs  Unique Clckihroughs  Auto Click

3 3

This report is located in the Shared Folder > Campaigns
Updated Topliners post: [NEW] OBIEE Metrics: Auto Opens and Auto Clicks Explained

https://community.oracle.com/topliners/discussion/4477759/new-insight-obiee-metric-auto-
open#t:~:text=Auto%200pens%20and%20Auto%20Clicks%20are %20detected%20by%20the%20user, as%20the%20user°/o20aqent‘70208traq



https://community.oracle.com/topliners/discussion/4477759/new-insight-obiee-metric-auto-open

INTELLIGENCE

Insight: Other Enhancements Eioqua Help Center

Edn - Refrash - Primt - Export - Add to Brefing Book -« Copy

* Eloqua Help Center link added to
common reports

« Dashboard Home option added to @ Change Dashboard ¥

navigation menu
Dashboards Home

e I
Campaign Analysis Overview
Q Campaign Performance
Account Engagement Overview
cebyC Q Account Performance



IP Allowlist Options Updated

» With the 22D release, three options
introduced to govern IP allowlisting

Match Source Address — default option,
maintains same IP source as pre-22D

» Standard option, works for most situations
Match Last Transport Source Address -

uses network transport layer as the IP

source

» If all connections to Eloqua are via a proxy, for
example

Match Any Address in Proxy Chain - uses

any address in XFF* header as IP source

« |f additional addresses are added to the XFF
header by a proxy, for example

* XFF = X-Forwarded-For

IP Allowlisting - Disabled

Address Source Matching:

() Match Source Address
() Match Last Transport Source Address
@ Match Any Address In Proxy Chain



DISCOVER OUR PUBLISHED APPS

Voucher Print Mailing Automation Advanced DeepL Translator
App App Dynamic Content App
App
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DID YOU TRY OUR NURTURING
CAMPAIGN? DO IT NOW!

English campaign:

https://Ikr.reply.eu/lead-nurturing-start-the-
journey?utm campaign=nurturing campaign&utm s
ource=webinar&utm medium=grcode

French campaign:

https://Ikr.reply.eu/lead-nurturing-commencez-

lexperience?utm campaign=nurturing campaign&ut

m_ source=webinar&utm medium=qrcode

P


https://lkr.reply.eu/lead-nurturing-start-the-journey
https://lkr.reply.eu/lead-nurturing-start-the-journey
https://lkr.reply.eu/lead-nurturing-start-the-journey?utm_campaign=nurturing_campaign&utm_source=partner&utm_medium=o-ch
https://lkr.reply.eu/lead-nurturing-start-the-journey
https://lkr.reply.eu/lead-nurturing-commencez-lexperience?utm_campaign=nurturing_campaign&utm_source=webinar&utm_medium=qrcode

THANK YOU

www.reply.com
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