ABM at Scale: Oracle’s Account-
Based Strategy with People,
Process, Data & Tech

Kelvin Gee | Sr. Director, Modern Marketing Business Transformation, Oracle

B2B ¢ y #B2BMX


















THE GAME GHANGER




Product
Marketing
Oracle
Marketing
Cloud
Business
Intelligence

ORACLE

Account-Based Summit

“How do we do Account-Based at scale?”
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Sales’ Perception of Marketing
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The Demand Waterfall Is Broken...We Can Do Better

Inquiries

Marketing Qualified
Leads (MQLs)

tﬁ Only 2%

of MQLs turn into SAO*

Sales Qualified
Leads (SQLs)

Closed/Won
Business
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Silos
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Journey to the Cloud
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Play to Our Strengths: Oracle Is Well-Positioned for
Account-Based!

Strong A(.:V/ LTV Installed Base Enterprise Segment
Metrics Strength

Organizational Executive
Scale Relationships

EMEA Abundance of
Marketing Quality Data

Oracle Brand

ORACLE
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3 Success Factors for Account-Based Transformation at Scale
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Google

“Account-Based Marketing” search interest

2013 2015
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Debunking 3 Myths About Account-Based

o0 =

It’s for All Accounts It’s a Strategy It’s Just
(Big & Small) “Account-Based”

ORACLE
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Oracle’s Global Account-Based Strategy

ORACLE

O TARGET (J PERSONALIZE (J ORCHESTRATE (d MEASURE
Select Accounts & Develop Insight & Marketing & Sales Modern Metrics
Contact Acquisition Personalize Content Interactions

ORACLE

Copyright © 2019, Oracle and/or its affiliates. All rights reserved. |

23



Account-Based Enablement & Training

Account-Based
—# Strategy Workshop

Workshops

A

9-~2
Account-Based

% Office Hours
A -
ORACLE

ullh

Office Hours

TARGETING THE RIGHT
ACCOUNTS

ACCOUNT-BASED
PERSONALIZATION
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Account-Based Personalization Spectrum

1:1
[Effort = High

»

1:Few
Medium

1:Many
Low
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Position:

Chief Executive Officer
Melbourne, Australia

Social Profiles:
Key Areas to Guide Messagin .
Y 9 Brief Profile:
Shayne is very hands-on and, even as CEO, a key ) ) ) )
target for certain communications. Based on his I'm aninternational banker with more tha
current Twitter feed, articles in the media, and in Asia, Europe, the Middle East, the Amer|

conference speaking, he is very interested in:
« Empowsringsmployees—diving forwerda Since 1 January 2016, | have been ANZ's

digital culture Officer. Prior to that, | was Chief Financial
for all aspects of Finance as well as Group

« Customer experience )
Treasury, Investor Relations, and Mergers

+ Third-party integration (notably with FinTechs
to drive ANZ forward in the digital space) I joined ANZ in 2009 as CEO Institutional,

« Security (recently Tweeted about voice
ser

Security (recently Tweeted about voice
security in banking, for example)

ORACLE

Shayne Elliott

You can follow me on Twitter and read my articles
on ANZ BlueNotes:

@ ANZ BlueNotes

@ Source: LinkedIn

Education:

University of Auckland
Bachelor's Degree, Management Studies
1982-1984

@ Source: LinkedIn

Champions of Change (from 2016).

Former Directorships:
« Director: ANZ Securities Limited (2009-2012).

@ Source: ANZ website
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Personal Attributes:
Date of Birth: 1964

Nationality: New Zealander
Marital Status: Married

Interests: Shayne is a sometimes golfer and runner,

frequent home handyman and family cook.
All Rlarle fan

Interests: Shayne is a sometimes golfer and runner,

frequent home handyman and family cook.
All Blacks fan

+ Organizational change (he believes thisisakey  Transaction Banking, Global Markets, Global Loans and
driver for digital transformation success) relationship Banking. Prior to ANZ | worked for EFG-Hermes,
Citibank/Citigroup across multiple countries.

March 2005-January 2008 (Cairo, Egypt)

CEO GTS Asia Pacific, Citigroup
2003-2005 (Hong Kong)

CCO, Citi
2001-2003 (Australia)

CCO, Citi
1998-2001 (Egypt)

@ Source: LinkedIn
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Position: Education:

Chief Financial Officer Monash University

Melbourne, Australia Wesley College, Melbourne

@ Source: LinkedIn
Social Profiles:
m_ Professional Bodies:
None found
Key Areas to Guide Messaging Brief Profile:
Michelle is the only female CFO of the big Michelle Jablko joined ANZ as its Chief Financial Officer on . .
four banks. Her background and apparant close 18 July 2016. Prior to joining ANZ, Michelle had a 15-year Personal Attributes:
ties with Maile Carnegie indicate a digital focus. . ) . . Date of Bir*'
Interests may include: career in investment banking working across different ate of Bi
+ Unifying strategic approach to digital industries, including financial services, providing advice to Nat:

Australlan companles on strategy capital management and
+ Data-driven CX approaches

Interests: Jablko keeps fit by walking 70 minutes to the
office each day, and is a devotee of the unarmed Israeli
self-defence system Krav Maga.

ORACLE
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Macro Economic Trends:
Opportunities for
Thought Leadership Coomer  Maden

and Logistics

Future Finance

Big
Driver-less Cars Market
[Automotive] .
Topics
Integrated
o Business
Omni-Channel SpECIfIC Planning
Retailing Industry
[Retail]
o Trends
Digital Retail Banking
[Financial Services]
Blue
Sky
Thinking

Talent
Market-place &
The Gig Economy
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Ripple Effect: Drive Connected Conversations & Engagement

DISRUPTIONS

Board CO ————»» Executive Comm.

Global
economic

trends ClO /CTO CFO CHRO CMO / CDO
: laaS / PaaS ERP / etc. HCM etc. Digital / CX
Local issues _
& economics v

PEOPLE
A complete, robust platform Seamless, end to end Flexible, inspired people & Powerful, relevant
infrastructure processes workforce experiences

Channel &
device
proliferation

Social trends

ORACLE
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Hyper-Personalization

ORACLE

()

ANZ

Oracle Our Key Message T I ANZ th
NS 1S a ral \‘”‘g cry 10 that
Account-Based Y 0

powerful together; that we want

Strategy - ANZ Bankimagination  SeeRes i

make it real. And we want to help

ANZ to embrace ideas and keep

Enabling Ofacle Wlth a more pushing them to the next level
powerful, flexible strategic
message and messaging

structure — to engage ANZ Bank

ORACLE"

ANZ Positioning
Framework — in

: : Development
Messaging Matrix: P
Descriptor, value propositions,

|ﬂCOl’pOl'aT|ng Value - ; . “ _. : differentiators, proof-points.
Propositions '

Our positioning in terms of value
delivered. The word Bankimagination
should be used sparingly.
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imagination platform
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Call 1300 366 386
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Account-Based Personalization Spectrum

1:1
Effort = High

1:Few
Medium

1:Many
Low
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ORACLE

Oracle Persona

entral

&= Executives

Chief Digital Officer (CDO)

CEO (SMB)

CFO

CHRO

Cio

CMO

coo

Chief Procurement Officer (CPO)
Chief Security Officer (CSQ)
CTO

Customer Experience Officer (CXO)

Industry Personas

(W

Financial Services

% Lines of Business

Administration
Provost/VVP of Academic Affairs
VPANice Chancellor for Research

Analytics

Head of Business Analytics
VP/Architect of Data Warehouse
Business Analyst

Commerce
VP of eCommerce

Finance

Controller

VP of Financial Planning & Analysis
Corporate Treasurer

Human Resources

VP of Human Resources
VP of Talent Acquisition
VP of Talent Management

|

Retail Hospitality

0 Technologists

Applications IT/Development
Data Center Manager
Database Administrator
Director/Manager of IT

HRIS Manager

Enterprise Architect

VP of IT

Server Administrator
Storage Administrator

IT Security Analyst

Developers

Developer (Back End)
Developer (Enterprise)
Developer (Full Stack)
DevOps Manager/Engineer

Health Sciences Utilities

A

Construction &
Engineering
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Account-Based Toolkit & Content Configurator

The CHRO
ransformationa! . piration for Every. One The CIO
e e Dimension Dt i and s
o ey .
e R S &5, S The COO i
e ety TR e Do i
and el platform “time customer  expand your consultste. or Every. One. st
D P g o e oranizaton. Jouoti | sveesid | cgener  dpaimode  dotind / B
escribing - ; with flly intogrted, r——— SRS ey gt Ths B £
e sepisy sdwemm “wien' e o oraon eyt
What We Offer . = : ing it . e ] pheminieae el u
end-to-end business Ssee— e St |
A topline, finite definition of solutions - evolved
what Oracle actually does in : 3 b
financial services. This is @ The CFO E
rational, non-emotive dictoRBN
definition of what you do. .y
bl — Head of Digital Workplace e
What Sets Us Apart . el v e fcing clomonts s o ey o o e PP
from the Competition p ; vkt

‘State Bank of India - Cloud innovation
Only we have the business strength
+ Swpmse « Mobtesicubry  + + con " Rowim v - and technology innovation to build
- - ANZ's imagination platform and
make them the sustainable, scalable,
state-of-the-art bank of the future.

Positioning Framework Messaging Framework by Role/Persona

Proving What We Do

How we've helped ather customers achieve 50 much more with visionary thinking

How Oracle is different

Stato Bank of India - Cloud innovation Key takeouts:

As a High-Impact CFO, you need manage performance
and change — in a more agile, streamlined way.
The role of CFO is changing f
faster than ever...
[ EoR ]

flxivilty, giving

The High-Impact CFO 4\

&
Driving business strategy and innovation i uf.h./ e
—managing change and performance i

HYH

[ )

Driving business innovation

Oracle Augmented CFO

ORACLE

ORACLE

Customer Presentations Sales Battlecards
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N Modern Technology
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Predictive Analytics + Account-Based Marketing Are Rising

engagement
platforms

G
it

development

Tech
Radar
High
Predictive analytics
Account-based marketing O
5 'E Medium Engagement and
B 'E advocacy platforms
g § Interactive marketing
g3 TCMA
28
3
7]
a % Low
©

Negative

Creation

ORACLE

Survival

platforms

Lead distribution
software

marketing
Social community - platforms
platforms
Enterprise social @ —MRM
listening software
Growth Equilibrium Decline

Ecosystem phase

“Predictive analytics are now delivering
real measurable results for early adopters.”

FORRESTER
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Modern Marketing Technology Architecture

" N\
ORACLE’
Marketing Resource
Management

_/

4 N\

ORACLE —

Identity Management
\_ _/

Fusion Middleware

Identity and Profile Mgt.

. ™
ORACLE
Business Intelligence

_ J

. ™
ORACLE
Endeca

Social Data & Browsing History

a I
ORACLE
Service Cloud
o %
Online Chat & Shopping Cart
e I
ORACLE’ ORACLE
Fusion Middleware Fusion Middleware
Data Integrator \Web Center Y
Create & Moderate Dynamic Personalization
Online Experience WebCenter Sites
WebCenter Content

ORACLE

WebCenter Portal

ORACLE MARKETING CLOUD

| | ORACLE
| Eloqua Marketing

~

ORACLE
Social Cloud

/4
~
~

~

Social Relationship Mgt.

. N~
Cloud Service N, T~d ORACLE
X B 1 AN Data Cloud
Marketing Automation, Dynamic Personalization AN
AN Retargeting
* Contact/Activity Data | \\
| | | ORACLE
| ' Content Marketing
Sharegl Lists | |
Contagt data : | Content Marketing
| 1
i | ' Oracle Social Network]
| l I e :
’ NS
L_____, ORACLE “I

ORACLE §i
Exadata

ORACLE

Exalytics

CXD

e

PARTNER ECOSYSTEM

Eertain ‘ Rp \VeChat ’
dunQbradstreet ‘ ON24 ’

twitterd

‘ @ AINTIGO ’

@ FreshAddress

THE EMAIL ADDRESS EXPERTS

leadspace

Sales Cloud
\_

Sales Aufomation

~ ~

ORACLE
Database 12c

. )

~ ~
ORACLE’
Enterprise Manager

. /)

Corporate data warehouse
for reporting & analytics, topic score

ORACLE’

Fusion Middleware

facebook

Linked [T}

Software Advice

Zeniﬁf

Qeorb

B3
DiscoverOrg

10

</l EVERSTRING

Golden Gate

LOLATE

bombora

Real-time change data capture,
distribution, and delivery
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ORACLE

Customer Experience Database (CXD)

: Traditional

Phase |

Phase lI: Modern

Real Time/
In-Session

CRM/ERP
Installed Base Phase lll: Next Gen

Predictive Models & Machine Learning

Browsing

History v Propensity to buy

~ Y'Lead Scoring
Marketing " Y'Look-a-like

Responses \/Beh?vioral.
- —— v/ Topic Scoring

v External models - Mintigo, 6sense, Leadspace

Predictive
Models

Account-Based

D&B and .
v
7
Other 3rd ——— Segmentation, ABM Type

v'Lead Scoring

Party Data v'Behavior, Buyer Journey

DMP/DaaS/
BlueKai

DMP/DaaS/BlueKai

v Anonymous segmentation

v/ Advertising media optimization
v Look-a-like modeling

v/ Personalization
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Oracle’s Predictive Intelligence Framework

bombora
Internal Propensity Models

| MINTIGO
B MiNTIGO INTENT

Jsense
¢/ EVERSTRING

[5E]
DiscoverOrg

...and more to come

Account Topic Score
Account Engagement Score

ORACLE
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Endeca Predictive Intelligence Segmentatio

Self-Service Account-Based Targeting at Sca

Target by

Product/Solution

Search within

( Component Container

Upload List of Accounts to Score

| summarization Bar

/1 501,367

" Product

Unique Purchasing Entities

| Available Refinements

+ Account Segments

» Business Name

» Company Employee Band

» Company Revenue Band

» Cust Spent

» Market Segment Band

» One Voice Industry

+ One Voice Segment

+ Oracle Segment

» Pi Consolidated Score

» PiRank

» Pi Sub Rank

* Product

Search for specific value... J
BI_PAAS (9839)

CX (497469)
CX_COMMERCE (186563)
CX_MARKETING (182166)
CX_RIGHTNOW (258852)

ORACLE

Pl Sub Rank

Standardized
Account Scores

Total Counts

Click here to upload a set of ID's

View Options ¥ Actions ¥

Purchasing Entities by Product, PI Rank
572
2,806
6,184
13,872
48,784
6,059
9,507
9,053
404,530
501,367

Actions ¥

Distinct Company Key Counts by Market Segment Band, PI Rank

100-200M
50-100M
10-50M
1B-2B
200-500M
0-10M

Market Segment Band

2B+
500-1B
0.00% 20.00% 40.00% 60.00% 80.00%
Distinct Company Key Counts

100.00%

Sort: | Market Segment Band by ¢ | ¥ _vJ

Actions ¥

Distinct Company Key Counts by One Voice Industry, PI Rank

Professional Services
Engineering and Construction
Wholesale Distribution
Industrial Manufacturing
Retail

Financial Services

Travel and Transportation
Education and Research

PI Rank

One Voice Industry

Healthcare
Public Sector
0.00% 40.00% 80.00%
Distinct Company Key Counts

Sort: | One Voice Industry by Con |

0K 100K 200K 300K 400K
Purchasing Entities

) o)

Sort: | Product by Record Count

Page 1 of1
Color
Pl Rank ¥

Detailed List of Accounts

Page 1 of1 1-80f8 | 50 per page Page 1 of3 » ¥l 1-100f23
Color Color
Pl Rank ¥ Pl Rank ¥
Results Table

Reporting Account ID Business Name ‘Sub Region

137820580 ACCENTURE LLP
956044879 VENTURA FOODS LLC
GCP_GLM_6973
GCP_GLM_0803
GCP_GLM_7011
199880659

177848710

PACIFIC LIFE INSURAN...
ABERCROMBIE & FITC...
TEREX CORPORATION
AVID TECHNOLOGY INC.
SILGAN PLASTICS LLC
GCP_GLM_6184 AARP

GCP_GLM_6568 FACEBOOK INC.
065855363 GENTEX CORPORATION
GCP_GLM_0561
027451731
049113074

GILEAD SCIENCES INC.
GUESS INC.

EAST WEST BANCORP ...
AARP FOUNDATION
ORIGIN ENERGY LIMITED

957885916
GCP_GLM_1229
006088884
CX20938336 HMS
606072130

SENSIENT TECHNOLO...

AK STEEL CORPORATI...

=]
8
5]
5]
=]
5]
5]
5]
]
B8
B8
]
S
B8
B8
5]
B8
5]
=]

GCP_GLM_1865 DTE ENERGY COMPANY

]
a
a
a
a
a
a
a
=]
a
a
a
(@]
a
a
a
a
a
a
a

Country
UNITED STATES
UNITED STATES 634,614
UNITED STATES
UNITED STATES 372,827
UNITED STATES
UNITED STATES 14,632
UNITED STATES 45,827
UNITED STATES
UNITED STATES
UNITED STATES
UNITED STATES
UNITED STATES 366,948
UNITED STATES 417,272
UNITED STATES
AUSTRALIA 358,126
UNITED STATES
UNITED STATES 39,140
UNITED STATES
UNITED STATES

Cust Spent Pi Sub Rank

1,392,442

2,187,220

2,074,249

5,289,244

2,781,107

13,459,534

2,982,145

1,154,471

1,576,347

> > > > > > > > > >» > > > > > > > > >

3,777,782
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Predictive Intelligence Delivers Significantly Higher Win
Rates Across Solutions

ORACLE ORACLE ORACLE ORACLE
Enterprise Resource Human Capital Customer Experience Cloud Infrastructure
Planning Cloud Management Cloud Cloud
3x 2x I 4x 1.3x
BASELINE 14% 15% 13% 25%

ORACLE
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Predictive Intelligence Is Delivering REAL Results

ORACLE
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Sometimes It Takes a
While for a Team to Gel...
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Our story 1s still
being written...

ORACLE
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Thank You!

¥ Kelvin Gee | kelvin.gee@oracle.com | @kgee
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