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LETTER FROM 
THE EDITOR
Ron Corbisier 
FOUNDER AND CEO | RELATIONSHIP ONE

When we started our Inspired Marketing podcast more than 
two and a half years ago, and the Inspired Marketing magazine 
a year later, our goal was to share stories of how our world-
class clients are revolutionizing the way they do marketing.

It wasn’t all that long ago that many organizations, driven by the ever-increasing number of marketing 
tools available, had disconnected marketing tech stacks, fragmented data and delivered disjointed customer 
experiences.

I’m amazed to see how things have evolved in such a short period of time. Those shared stories have evolved from 
discussing marketing techniques and approaches to how to implement global modern marketing organizations, 
powered by centralized data, governance best practices and integrated martech stack infrastructure.

As marketers, we are constantly dealing with change – changing business priorities, how we market and who 
we market to, the influence of marketing in the sales and post-sales lifecycle, just to name a few. In the past 
year, I have seen renewed focus and excitement about what will likely be the next wave of transformation for 
marketing: unified customer profiles and segmentation. 

Organizations large and small are investing heavily in consolidating their customer data from internal and 
external systems alike. They are connecting data points across systems to assemble universal customer profiles 
enriched with third party data. Similar efforts are enriching segmentation efforts with real-time queries to 
power their martech platforms. While we are just in the early stages of this next wave of transformation, I 
think it’s plausible to say that it will fundamentally change how we “do marketing.” It will impact not only 
the tools we use, but also how we plan, orchestrate and optimize our marketing efforts.

For this, our fourth edition of Inspired Marketing magazine, we selected these inspiring stories specifically 
because they focus on marketing transformation — both technologically and organizationally.

I invite you to enjoy learning more from Jean Lee and Anna Poulakis on how they are building a best-in-class 
engine to drive the digital presence at PTC. Find out how Intel leverages account-based marketing (ABM) 
to transform their marketing approach and how Thomson Reuters has improved customer experience by 
consolidating multiple Oracle Eloqua instances. Check out Overtock.com's story on a custom online shopping 
experience and what RSM does to better understand their customers’ preferences. Finally, we’ve included some 
tips on how to assess your marketing technology stack and how to transform your own organization.

Our hope is that these stories and supporting articles will inspire you, too. And I look forward to sharing 
your successes in a future issue.

-  INSPIRED MARKETING  -

IT’S PLAUSIBLE TO SAY THAT IT WILL FUNDAMENTALLY CHANGE HOW WE 
“DO MARKETING.” IT WILL IMPACT NOT ONLY THE TOOLS WE USE, BUT ALSO 

HOW WE PLAN, ORCHESTRATE AND OPTIMIZE OUR MARKETING EFFORTS.



JEAN 
LEE

ANNA 
POULAKIS
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- COVER STORY -

 PTC'S ROUTE 
to Increasing Process Efficiency

JEAN LEE AND ANNA POULAKIS ARE COLLEAGUES AT PTC, WHERE THEY ARE 
CONTINUOUSLY FOCUSED ON STREAMLINING PROCESSES USED BY THE DIFFERENT 
TEAMS WITHIN MARKETING TO EXECUTE CAMPAIGNS VIA ORACLE ELOQUA, PTC’S 
MARKETING AUTOMATION PLATFORM. WITH LEE AND POULAKIS AT THE HELM, A 
CENTRALIZED PROCESS AND LOCATION WAS CREATED (BRANDED THE “DXO ACTIVITY 
HUB”) FOR THE INITIATION OF ANY MARKETING ACTIVITY THAT TOUCHES ORACLE 
ELOQUA. THIS SIMPLIFIED THE REQUEST PROCESS FOR MARKETERS RESULTING IN 

EFFICIENCIES AND TIME SAVINGS FOR ALL TEAMS INVOLVED. 

RELATIONSHIP ONE: Welcome, Jean and Anna. Thank 
you both for joining me. Typically, I speak with one 
marketing expert at a time; today, I have the distinct 
fortune of learning from two marketers at once, so I’m 
really looking forward to our conversation.

JEAN LEE & ANNA POULAKIS: Thanks for having us.

R1: So, I know you are both part of the Digital 
Experience Optimization team at PTC, also known as 
DXO. But before we dig into that, what should readers 
and listeners know about you two as individuals? What 
are your accountabilities and goals as marketers?

Headquartered near Boston, PTC is a global software 
company that delivers a technology platform and 
solution to help companies design, manufacture, operate 
and service things for a smart, connected world. 

JL: I’m a Senior Manager of Digital Experience and an 
Oracle Eloqua power user on the marketing automation 
team. In addition to building campaigns in Oracle 
Eloqua, I play a consultative role to our marketing team 
by translating business strategy and goals into best 
practice execution.

Today, PTC’s revenue is close to $1.2 billion. And as 
you can imagine, our product portfolio is very large and 
complex, because we service a diverse set of marketing 
stakeholders across the globe.

AP: And I’m the Director of Marketing Automation. My 
team, which Jean is part of, is responsible for the centralized 
execution of activities via Oracle Eloqua. We also focus heavily 
on increasing operational efficiency through continuous 
process improvement.

Just to give you a little bit more detail, marketing 
automation is one of the many groups within the larger 
digital experience optimization team – also known 
as DXO, as you’ve said. DXO was formerly marketing 
operations, but about a year ago we rebranded. Today 
it is a center of excellence that comprises the five main 
[marketing] groups: marketing automation, marketing 
technology operations, lead management, marketing 
analytics and web strategy and operation.

Ultimately, we’re responsible for delivering a best-in-
class engine to drive the digital presence of PTC. We also 
drive industry best practices, governance and continuous 
process optimization. We support the whole company, 
which has more than 1,500 internal customers [spread] 
across multiple organizations and regions.

R1: Fantastic. It’s super useful to have that context 
– especially if we could now begin to talk about the 
specifics of the DXO process you streamlined. How 
did it all start and what business challenges were you 
trying to solve?

JL: The heart of our problem was inefficiency when 
it came to the end-to-end process of requesting and 
executing marketing activities via Oracle Eloqua. This 
was very painful for us internally within the DXO team; 
but even more importantly, that pain and inefficiency 
extended to our customers. Our demand generation 
team and our regional marketers were spending an 
unreasonable amount of time on data entry tasks, and 
tracking down the statuses of their marketing activities 
across a number of disparate systems. 

So, our overall goal this year is to implement 
improvements that really transform the effectiveness 
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of marketing’s spend on pipeline creation. One of our 
metrics for that objective is to dramatically reduce the 
level of effort and time required to plan, execute and 
monitor campaigns – hopefully by 30%.

AP: Just to help illustrate what Jean is saying, I’d like to 
give an example – maybe tell a little story. Let’s say I’m 
a demand generation marketer,  and I want to initiate a 
new campaign. With our old [processes], I would first 
need to email my request to the marketing automation 
team so they could handle the Oracle Eloqua outbound 
portion of the campaign.

Then after some back and forth via email [between 
our two teams], we would approve the activity they’ve 
planned, take the information they give us about [the 
activity] and put it into a Smartsheet, approve the activity 
and provide a unique ID for the activity requested.

Smartsheet is a SaaS application for collaboration 
and work management that marketers can use to 
assign tasks, track project progress, manage calendars 
and share documents. It is used by over 10 million 
people worldwide, across 85,000 organizations.

Now, to reiterate – that was all done via email. Once the 
outbound portion was approved, the marketer would then 
need to engage with a different group within the DXO team 
to request the outbound segmentation for the campaign. If 
the campaign were to include any new forms, gated assets, 
the marketer would need to submit a separate Smartsheet 
form to request an Oracle Eloqua form be created. And on 
top of that, you’d have to submit a request to the web team, 
too, so they could add the form to PTC.com.

Sounds pretty easy and efficient, right?

R1: Totally! Sign me up! (Laughs.) What a 
hypothetical, Anna. That sounds like an extremely 
confusing process that could severely limit how 
nimble and proactive marketing could be.

AP: For sure. Even though we’re all one DXO team, it 
was hard to engage different groups [within the team] 
separately. It was confusing for our marketers to 
understand who they should engage on the team, when 
they should engage them and which system they should 
be using to do so. And it was even harder to track the 
status of the different activities [we were managing] in 
different systems.

We knew that all the time we were spending on 
navigating these processes was time taken away from 
what we should’ve been focusing on: optimizing our 
campaigns and increasing marketing’s contribution to 
the pipeline. With all of these challenges, we knew we 
needed to overhaul things to win back some efficiency.

R1: Absolutely. That is excellent context, and you 

were right – it does help frame what you guys were 
going through and why it was so urgent for you to 
address the problem. Time is money, and maybe 
that’s truer nowhere more than in marketing. So, 
now that the DXO Activity Hub is in place, how has 
this process improved? What results are you seeing?

JL: We recently conducted an internal survey to track 
the efficiency and time savings gained by the marketers 
from this new process. Of everyone who responded, 70% 
agreed or strongly agreed that the new process has made 
things easier and has enabled them to more efficiently 
request and execute activities.

The survey also helped us see that we’re saving a total 
of 40 hours of marketing time per quarter – just by 
introducing the new process. It allows us to maintain 
one single source of truth around everything requested 
through the DXO team, and it centralizes all of the 
statuses of different requests in one place.

R1: That’s great to hear. But I know you didn’t just 
wake up one morning and say, “Woah, hey – an extra 
40 hours!” I’m guessing a great deal of work into 
getting the DXO Activity Hub off the ground, right? 
Could you walk us through the steps you took to 
make that happen?

JL: Sure. We actually began this process back in April 
2017, and it involved four important steps. Our first step 
was to understand the top five pain points in working 
with the DXO team across the different marketing 
groups. We met with the various teams “focus group 
style” to deep dive into these areas so we could really 
understand where each team felt the most pain.

After the meetings we provided a readout of those pain 
points, made a plan that would help us get immediate wins 
right away and built a roadmap for future improvements. 
The focus groups we held confirmed for us that there 
were too many systems and too many ways to engage 
with the DXO team.

The second step was mapping the DXO process from 
end to end. We pulled in a member from each of the 
DXO functions to participate in a couple of different 
whiteboarding sessions to help us document the inputs, 
outputs and request methods used by each team. We 
quickly realized we had way too many processes in place, 
even when it came to requesting just one marketing 
activity. [These processes] forced the marketer to input 
the same data over and over again.

R1: I see. Talk about a time drain. So, those were 
steps one and two; what came next?

JL: The third step focused on building out what we call 
the DXO database. After the mapping exercise [in step 
two], the group consolidated all the data points that 
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different team members on different teams had said were 
required for them, and we put them into one cohesive 
list. Not only did that new list reduce the amount of 
overlap in terms of questions we asked each other [during 
a marketing request], but it also helped us realize that 
some of the data that one team collected could actually 
be leveraged by the people on another team.

The fourth and last step was to build out a request 
process that allowed the entire DXO team to capture 
the most important information from the marketer 
[who was making the request] in just one single form. 
We looked at all activity requests – our form gates, our 
nurtures, our webcasts, our events – and we documented 
the critical data we needed to capture for each activity. 
Soon we realized we could also use hidden fields in the 
request form to reduce the number of fields the requestor 
would have to fill out. This new process was rolled in 
September 2018.

R1: Wow, that’s intense. If you could condense 
everything you guys did, what were some of the 
more important steps you took? I know each step is 
important in its own way. But what was something 
you did – maybe a decision you made – that you can 
look back at and say, “That was it. That was a big 
choice and we did it right”?

AP: One important step was the focus groups we ran. 
Being in an operational role, as we were, you always 
want to fix problems immediately. We often feel like 
we understand the gaps in process so we want to jump 
right in and start developing solutions. But before you 
do that, you really need to listen to the pains of your 
stakeholders. That was the value of the focus group. It 
exposed a few areas that we didn’t even realize were 
problems, and it gave people the chance to be included in 
the process and provide very valuable feedback.   

JL: I would say another critical decision was mapping 
the end-to-end request process, because it really exposed 
how complex it was to engage with us.

I actually have another example, if I could just take a minute 
to sort of explain just how complicated the old process was. 
Let’s say I wanted to execute a one-touch email. As Anna 
mentioned before, in the old process the marketer would 
request the segment for the outbound email from the Tech 
Ops team, and then the marketer would go to a separate 
group, the Marketing Automation team, to request Oracle 
Eloqua email creation and canvas build.

Program Canvas is an easy-to-use, drag-and-drop 
whiteboard that allows marketers to transform data 
with Oracle Eloqua in real time. It helps teams build 

"WE LOOKED AT ALL 
ACTIVITY REQUESTS 
– OUR FORM GATES, 
OUR NURTURES, OUR 
WEBCASTS, OUR EVENTS 
– AND WE DOCUMENTED 
THE CRITICAL DATA WE 
NEEDED TO CAPTURE FOR 
EACH ACTIVITY."
- JEAN



workflows or programs that automate repetitive 
manual tasks related to CRM integration, data 
cleansing, security label management and more.

Now, if the name of the activity was slightly different 
in the request form to the Tech Ops team and the 
request form to the Marketing Automation team, those 
two groups would then have to email the marketer to 
understand what segment was supposed to be used for 
the outbound email. It was just a waste of time for all 
teams involved, and it was also really frustrating to the 
marketer – because, again, we were supposed to be one 
DXO team, yet we had multiple processes.

R1: And it sounds like those processes competed 
with or undermined each other?

JL: That’s why the end-to-end mapping process was 
so important. It helped us see that if we updated the 
segment request with a few more fields, the DXO team 
would have all the information it needed to execute a 
request – with just one form.

R1: Great. And then, what was the hardest part? If 
you could start the whole process over from scratch, 
right here today, what would you do differently 
given the insights you’ve gained along the way?

JL: The hardest part of any process is stakeholder 
adoption. We have hundreds of global marketers in 
many different time zones, speaking many different 
languages. Communication and training are just 
such a critical component of adoption. We developed 
trainings for different roles within the team so that 
we can communicate the changes and the benefits 
for each of those different roles. Dedicating enough 
time to document, map and train is vital to success 
and is definitely a step where you could always use 
more time.

Another challenge is changing how marketers perceive 
a painful [internal] process. We really took this 
opportunity to rebrand the whole process so that it 
felt refreshed for everyone. Now, marketers at PTC can 
navigate to one site, which we call the DXO Activity 
Hub: the central repository that houses all the different 
DXO request forms and all of our resources.

R1: It’s funny how sometimes it feels like getting 
buy-in for a solution or getting people to believe in 
a solution can be harder than actually building the 
darn thing. Have you seen any results that you’re 
especially proud of? That you can kind of point to 
and say, “Look – the proof is in the pudding!”

"WE CAN HAVE 
CONVERSATIONS WE 

HAVEN’T BEEN ABLE 
TO HAVE BEFORE." 

- ANNA
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AP: We have a couple of wins from revamping this 
process. One is having a single source of truth, as Jean 
mentioned earlier. Every day, we’re learning new ways 
we can leverage the data. One of our marketers used to 
input the same data into a different Smartsheet, just so 
she could share that data with the sales team. Recently, 
she reached out to us and realized that she could leverage 
what we collect with the sales team, since there is now 
one true source of data. We can save her so much time 
now, because she doesn’t have to re-input the same data 
into a different sheet; also, she doesn’t have to keep the 
sheet updated with future changes.

Another win is we can do more audit exercises. For 
example, by having one source of truth, we can pull a 
report of all the active forms on our website so we can 
review them with our demand gen team. This is critical 
because it helps us make sure that our forms are live 
and up to date.

R1: How does technology figure into all of this? I 
imagine creating a single source of truth required 
some technological heavy lifting on your part?

JL: The entire process is built upon technology. We 
leveraged Smartsheet as the backbone of our process to 
keep us organized, because it allows us to easily create 
forms that help the master tracker [where all assets for 
requests are centralized], and the master tracker links 
back to the single source of truth. We also use other 
great technologies here at PTC, like Oracle Eloqua and 
Salesforce, to execute all of our marketing efforts.

R1: Excellent. And speaking of marketing efforts: 
where is the focus going to be next? What does the 
future look like for the DXO Activity Hub?

AP: Well, I always say there is room for improvement. 
There will always be areas where we can further tighten 
the process. As Jean said, we recently conducted a survey 
with our stakeholders to gauge their experience with the 
Activity Hub, and from that we have identified some pain 
points that are low-hanging fruit we can improve on.

R1: Are there any tools you two can’t live without? 
Tools you know you’ll be using to improve the 
Activity Hub and conquer that low-hanging fruit?

JL: Our trifecta here is Oracle Eloqua, Salesforce and 
Smartsheet. We couldn’t live without any one of those.

AP: Because we have a single source of truth now, we 
can actually use [these tools] to see lots of new, different 
metrics – like volume of requests by segment, or by 
different marketing groups, or by types of request. That 
lets us see what the trends are so we can go back to 
the business, for example, and say, “Hey, this particular 
segment is requesting 90% of the volume.” We can have 
conversations we haven’t been able to have before.

R1: That’s what we all hope as marketers, right? To 
be able to go back to the table and show what we’ve 
learned and are learning for the first time, knowing 
there’s new data to back us up. That data can help 
you budget better, allocate resources better, plan 
further.

JL: Absolutely. And since we use external vendors, we 
have expanded the DXO Activity Hub to incorporate 
them as well. This process now extends to a number of 
partners outside of our ecosystem.

R1: That’s wonderful. If I could scale us back a 
bit – down from the big ecosystem that includes 
your partners and vendors, back down to just you 
guys as individuals – what is it that inspires you 
personally? I mean, you’ve both put so much work 
into developing a program that helps your colleagues 
work faster, work better. What fuels you to take on 
that challenge?

JL: I’m inspired by creative thinking – by thinking 
outside the box to solve challenges.

I recently listened to an Inspired Marketing podcast 
with Polycom [and Relationship One], about running 
multiple nurture streams at once; honestly, it’s like 
that podcast was made specifically for PTC. A.J. from 
Polycom was on the podcast, and he explained how 
he used a campaign prioritization model to solve his 
challenge [of managing multiple concurrent nurture 
streams], and it was a really, really unique approach.

That podcast really inspired us to evaluate the way we 
run our campaigns at PTC; so now, we’re in the process 
of running a pilot, based on A.J.’s model.

AP: I’ve always been very big on process. Not process 
for the sake of it, but process that really makes a true 
impact on the efficiency of a marketing team. That’s 
what inspires me. I like seeing the positive impact that 
good process can have on our internal stakeholders.

I’m constantly thinking of new ways to optimize and 
empower my team to make that happen. I always say, 
“We would not be able to support the volume that we 
do – 90+ campaigns, plus other activities per year, plus 
the 100+ marketers across the globe that we support – if 
we didn’t have efficient processes in place.”

R1: Fantastic. And something tells me that just as 
you two were inspired by Polycom, other marketers 
will read or listen to your insights today and be 
inspired, too. 

JL & AP: Thank you. Ò
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S TORIE S  OF 
MARKE TING

INSPIR ATION
—

REALIZING SUCCESS WITH THE ORACLE MARKETING CLOUD

Sharing stories of inspiration is what we do. This magazine 
is full of ideas, best practices and innovative marketing 

techniques that will inspire you to do your work. 

Throughout our Inspired Marketing podcast, we’ve spoken with 
modern marketing leaders across all industries to learn more 

about their modern marketing journeys. We share these stories to 
help fuel your inspiration, drive you to excellence and teach you 

more about the marketing automation platforms you love. 

This is always our favorite part of the magazine. Prepare 
yourself for fresh ideas and knowledge from industry experts. 

In this edition of the Inspired Marketing magazine, we will learn 
from Thomson Reuters, RSM, Intel and Overstock.com.

Ò
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RELATIONSHIP ONE: Zach, I think 
today we will be speaking extensively 
about a process called consolidation, 
which occurs when multiple instances of 
Oracle Eloqua are merged into a single 
global instance — a process I’m seeing a 
lot of companies undertake recently.

Just to provide our readers and listeners 
with some context, there are various 
reasons an organization may choose 
to consolidate. Sometimes, it’s because 
a company has made an acquisition 
and there are new divisions coming 
into the fold that already have their 
own instances. Sometimes it’s because 

different regions or business units 
have their own instances. And too 
many instances can lead to confusing 
and inefficient – or even competing 
– automation rules and targeting and 
campaign logic.

Thanks for letting me give that 
background, Zach – and thank you for 
joining me! Could you tell us a little 
about yourself, your team and your role 
at Thomson Reuters?

ZACH MONROE: Absolutely. I manage the 
marketing automation team at Thomson 
Reuters Legal, and my role is to help all 
the different business units we work with 
execute on their marketing campaigns, 
activate the strategy they come up with and 
translate that into tactical requirements on 
the Oracle Eloqua side.

I’ve been at Thomson Reuters now for 
about a year, and I’ve been in this role since 
September 2017. It’s been really great to see 
some of the things you just referenced start 
to come to fruition. I’ve been working with 
Oracle Eloqua in marketing automation for 
about the last nine years. And, you know, 
it’s been a common theme at some of the 
other places I’ve [worked at] for there to 
be disparate platforms – sometimes from 
acquisitions, like you just explained. I think 
that’s something a lot of people can relate 
to. That makes you experience the need to 
migrate things into a single instance.

Founded in Toronto in 2008, Thomson 
Reuters was ranked Canada’s “leading 
corporate brand” in the 2010 
Interbrand Best Canadian Brands 
ranking. The company operates in 
more than 100 countries and is divided 
into eight divisions across financial, 
media, legal and science industries.

ZACH MONROE 
IS THE SENIOR 

MANAGER OF 
MAR KETING 

AUTOMATION 
FOR THOMSON 

R EUTERS , A 
MASS MEDIA 

COMPANY 
WITH THE 

R EPUTATION 
OF BEING 

“ THE ANSWER 
COMPANY.”

ZACH MONROE
S E N I O R  M A N A G E R  O F  M A R K E T I N G 
A U T O M A T I O N
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R1: Exactly. I mean, if you don’t have to suffer 
specifically through the challenge of an acquisition 
then that is great, but I do agree – this conversation 
can be instructive for a lot of folks, because different 
teams with different goals and technologies is a 
common challenge for marketers. Zach, where did 
you come into the process in terms of solving this 
challenge – in terms of creating this single unified 
instance of Oracle Eloqua?

ZM: They were getting close to starting it when I 
came on the scene. And frankly, there were still some 
outstanding questions around it, like “Is this actually 
the path we want to take?” If you go back and [read or] 
listen to the interview [my predecessor] Kyle [Johnson] 
had previously with you and Relationship One, he really 
at that point is walking you through all of the different 
options we had on the table. There was a lot to consider.

When I first joined Thomson Reuters, 
I believed that moving us down to one 
global instance was definitely the way 
to go. And one of the things we wanted 
to do was make sure we could, from a 
customer experience perspective, tell 
a story around how this [migration] 
was going to help impact customer 
experience positively.

We also wanted to work with our 
different organizational units and 
help them realize that with one Oracle 
Eloqua instance they’d be able to scale 
and build a new demand funnel and a 
new scoring model. We wanted to help 
them realize this would help them 
deliver the information they wanted 
to deliver to prospective customers, 
at the right time. That was a big 
selling point [internally]; it helped us 
close the deal within the rest of the 
organization. That’s the point I came 
in – when everyone was starting to say, “OK, this makes 
sense. Let’s move forward.”

R1: Cool. So, just very high level – to wrap up the 
“why” part of it all – what were the most important 
factors that solidified this decision to consolidate? 
Why did everyone agree to bring all these different 
instances down into one single Oracle Eloqua 
instance?

ZM: The number one reason was customer experience; and 
I love that reason, because that’s really what it’s all about. 
From the top down at Thomson Reuters, that is our focus – 
and that’s fantastic. When we say customer experience, we 
really, really mean down to the minute details of how we 
engage. We don’t want to send folks something they don’t 
want to receive. We don’t want to send them something 

they didn’t ask for. We don’t want to overcommunicate. 
We want them to have the experience they want. We want 
to give them the flexibility to choose how they want to 
interact with us. We don’t want to dictate.

You could have the same contact in multiple instances. 
There could be overlap between audiences, especially 
with different products and solutions that fit the same 
group of people. And we realized that folks probably 
weren’t having the most optimized customer experience; 
so, that was the main catalyst for the decision to migrate 
all these instances into one instance.

But there was a second piece to it, too, which was that, as 
a marketing organization, we needed to get back to basics. 
We had multiple scoring models out there for different 
segments, for example. At the time, it had made sense to 
have them; a company we’d acquired could’ve had that 

model prior to the acquisition, and maybe it [had] worked 
for them. But we were growing as an organization, and 
with our focus on customer experience we realized we 
couldn’t scale that. We understood, “Now is the time to 
make this decision so we can scale how we communicate 
and positively impact customer experience.”

R1: Perfect. And have you seen that positive impact 
actually come to bear? How do you measure the 
success of this program?

ZM: Great question. One of the things we were able 
to do by accomplishing this is we set up lead routing 
scenarios that are super-simplified and tied to our SDR 
and BDR teams, to help them communicate with hand 
raisers who really want to talk to someone.
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In the past, we’d seen it could be days 
before someone got in contact with a hand 
raiser. Now we can measure that metric 
and see that we’re down to an SLA of 
five minutes for starting communication 
with hand raisers. And that is a really big 
deal for our customers and prospective 
customers, because this is what they’re 
asking for. They’re not asking you to call 
them back on your time, a week from 
now; they want to talk to somebody now. 
And now we can do that. That was a 
really, really big thing for us.

And not only that, but now we can 
prioritize folks immediately and get them 
to the right individual that has the most 
information on the product or solution 
that they’re looking for. We don’t have 
to fumble around and wait for that 
connection to be made, or potentially 
have the person talk to somebody who 
doesn’t know as much about what they’re 
interested in. In that respect, we’ve 
already seen the positive outcome, and 
we’ve heard that from our customers.

R1: That’s awesome. It all goes back to 
what you said earlier: the importance 
of stressing customer experience 
organizationally from the top down. 
I know when I’m on a website, my 
expectations are rather immediate; if 
I indicate interest, raise my hand, I’m 
expecting a response in the minutes 
range – not a week from next Thursday.

ZM: Exactly. We have a lot of different products and services, 
so we offer trials to customers. That’s really important, because 
these products represent a big decision to invest in, and some 
of them may fit your needs better than others depending on 
what your focus is. And that can be a little daunting, I think, 
for a prospective customer. So, when you raise your hand to 
be guided in that journey and you do receive help from us so 
you can try out different things and understand what’s going 
to work for you – that’s a really positive thing. Our customers 
need to have that communication when they ask for it. We 
can’t wait.

R1: For sure. And right here I would love to take a quick 
tangent, because I don’t want to forget this question 
that’s on my mind. I think one of the biggest challenges 
people have when they consolidate their instances is 
managing expectations. As you said, with a big database, 
different teams could have the same person in different 
automation programs. So, when you consolidate down 
to a single instance, there’s a new problem: You have to 
choose which team gets to market to whom. How did you 
handle that? It’s an issue of priority.

ZM: Yeah, it’s not easy, frankly. I think we’re still trying to 
optimize that piece of it. One of the things we did, though, 
was to look at things through the customer lens. Like, “if 

I were one of our prospective customers, how many times 
would I like to be emailed by us in a week?” When you put 
it like that, it’s easy to realize I probably wouldn’t want an 
email every day. Maybe once a week. Maybe twice a week, if 
I were really interested.

We can take that [perspective] and then put a very basic sort 
of touch governance model in place, with filtering to ensure 
that we’re not over-communicating with people. It’s really 
not about prioritizing your content. It’s about prioritizing the 
needs of the customer and understanding, “This is what they 
say they would want, and we’re going to respect that.”

Email advertising spending in the U.S. is expected to 
increase from $270 million in 2015 to $350 million in 
2019. Roughly half of all U.S. marketers plan to increase 
their email spend by next year.

Statista

R1: That’s the way to do it. But let’s go back to the 
nuts and bolts of how you executed on merging your 
instances. How did you start that? What is the process 
behind consolidation?

ZM: It’s a challenging process. We actually worked with 
Relationship One, which was fantastic – sorry for the 
shameless plug! But you guys have done this thing before 

-  STORIES OF MARKETING INSPIRATION  -
Ò

“IF I WERE ONE OF OUR 
PROSPECTIVE CUSTOMERS, 
'HOW MANY TIMES WOULD 

I LIKE TO BE EMAILED BY 
US IN A WEEK?' WHEN 

YOU PUT IT LIKE THAT, IT’S 
EASY TO REALIZE I PROBABLY 

WOULDN’T WANT AN EMAIL 
EVERY DAY. MAYBE ONCE A 

WEEK. MAYBE TWICE A WEEK, 
IF I WERE REALLY INTERESTED."



I N S P I R E D  M A R K E T I N G  M A G A Z I N E     -   16   -     R E L AT I O N S H I P  O N E

really well. So, we worked with you to map it out first — to 
figure out everything that we needed to keep, everything we 
didn’t need to keep – because there were quite a few things 
to go through.

First we looked at it from an asset perspective, from an always-
on perspective. We looked at our integration and realized 
there were a handful of auto-syncs that were pulling over 
custom data: information that was specific to this instance 
or that instance, for different business units. We needed to 
make sure that we kept [that unique information], because 
otherwise we wouldn’t have it in the single [consolidated] 
instance. But at the same time, going through and identifying 
all those pieces – if you go into Oracle Eloqua and you look 
at all your tabs up there, there is something [unique] in every 
single one of them.

R1: And you can’t keep them all?

ZM: Right. So, you just need to make a list of all the things 
you really need. That’s the place to start.

R1: And after that starting point, what comes next? What 
did the rest of your roadmap look like?

ZM: Once we did that, we went through a pretty extensive 
asset migration. We tried to pare everything down into 
templates that we could use going forward. Overall, it was 
challenging. We really needed to lean on the resources of 
Relationship One for that, because you’ve got to re-code a 

lot of things. We did a lot of things with custom code in 
that single instance that we didn’t do in some of the other 
assets in the other instances. So, there were really nitty-gritty 
details to think through.

But then with Campaign Canvas and Program Canvas [two 
programs in Oracle Eloqua], those always-on campaigns were 
fairly easy. We could overlay what these other business units 
were doing with their routing programs onto our existing 
routing in the single instance.

R1: Nice. So, I think what I heard there is you guys basically 
measured twice and cut once, right? There’s a lot of value 
in doing the upfront work, doing a comprehensive audit 
and understanding, “Here’s what we’ve got, here’s what 
we want to get, here’s where we’re going.” Is that one of 
your big takeaways from this project?

ZM: That’s exactly right. That’s the key. Anytime you take 
on a big project like this, I would say probably 90% of the 
work is done upfront; that way, when you actually go to the 
execution phase, you can move very efficiently. You’ve got 
your milestones set, you know specifically what you’re going 
to do and you don’t have to question it.

R1: Totally. Where are you guys now? Are you completely 
finished with the project?

ZM: We do still have a few other Oracle Eloqua instances out 
there that we haven’t moved yet – mostly some global ones. 
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But we’ve moved all of the U.S. instances except for one 
that we kept open for a particular use case.

R1: Can you contextualize that? How many Oracle 
Eloqua instances are we actually talking about?

ZM: We’ve moved four instances so far, and we’ve also 
migrated two other business units that were using 
different platforms [not Oracle Eloqua] into our single 
instance. Part of the delay is that some instances need 
other instances to already be up and running in our 
single CRM instance before they’re brought over. The 
movement has to be coincided. And those [prerequisite] 
instances aren’t there yet. 

R1: I’m glad you mentioned that. That’s something I 
wasn’t aware of. 

ZM: Exactly. I think when I got here, all options were 
still on the table. They were planning to try to get down 
to one global CRM instance, but it was being done 
in phases. There’s a lot to consider because there are 
different types of CRMs [at Thomson Reuters], including 
some homegrown CRMs.

I think one of the options on the table was: we’ l l 
just move everyone into the single instance of Oracle 
Eloqua right now and then figure out later how we 
can map all the different CRM systems into the one 
Oracle Eloqua instance. And we had to put the brakes 
on that, because it became a logistical nightmare from 
a systems perspective.

R1: A “migrate now, decide later” approach sounds 
possible but like it could introduce more problems 
than the original problem. Like it would be possible 
but not optimal, right?

ZM: Right. We kind of had to step back and say to 
ourselves, “If our whole goal is to optimize the customer 
experience, that is not going to be the outcome if we go 
down this road.” After that, we made a point of walking 
in lockstep with the other organizational units that had 
their different CRMs.

R1: Awesome. And that’s fine, right? That’ll happen. 
You start down one path in a project, and you 
backtrack because you take in learnings that prove 
you should go another way. How was leadership 
impacting this process? Were they supportive along 
the way, guiding things?

ZM: Yeah, that is a really important point. Executive 
sponsorship is really what drives a project like this, 
especially when that support also passes down into the 
actual marketing groups. It gets the folks who are on the 
ground executing onboard, too.

R1: How so?
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ZM: Well, something like this [represents] a pretty 
significant shift. If you’re working in these platforms day 
to day, you now have to change what you’re doing so you 
can adhere to this potentially different process. You have 
to adjust to something new, like [rules around] touch 
governance, so you can execute at an enterprise level. So, 
it’s critical to work with the executive team, to get their 
buy-in for the Center of Excellence, to map out those 
changes for the rest of the marketing organization. Once 
we had that, we were all singing off the same sheet of 
music, so to speak. That made things go a lot smoother.

R1: I think that’s something that a lot of marketers 
can accidentally overlook, you know? Change 
management is as important to a project as the 
nuts and bolts are. What was your timeline for 
consolidation here? I know it’s still not totally done, 
but could you give an overview of the timescale you 
were working on?

ZM: We started discovery and execution in September 
2017, and we wrapped everything up at the end of 
January 2018. One of the things we did was we staggered 
different parts of the project for the different instances 
we had to move. So, as we were moving from discovery 
to execution for one instance, we’d start discovery on 
a different instance. That’s what I mean by “staggering 
them” – we were able to finish one and be ready to 
execute on the next one, without any gap in time between 
the two.

R1: Very cool. A lean, mean, Oracle-Eloqua-
consolidating machine. What was the biggest hurdle 
you guys had to overcome during this process? Would 
you do anything differently now, today, if you had 
the chance to hit refresh and start over with the 
knowledge you’ve gained?

ZM: I think the hardest part was, for all the planning 
and discovery work that we did, we still underestimated 
the amount of time it would take to actually move all of 
our assets, to actually get all of these programs set up. 
Then the challenge is you end up running into things 
that you weren’t expecting, and you get to a point where 
you never really know what’s going to be an issue until 
you start trying to execute.

On paper, you can look at your programs and say, “OK, we 
can put this here and that there, and it’s going to work.” 
But once you get in there, you realize there are additional 
steps you need to take. There are updates you need first 
and rules you didn’t think about. That starts adding up. 
Those are simple things, but they take time and they add 
up and make the project take longer to finish.

So, looking back, I think our timelines were a little too 
aggressive. But that happens when you’re rebuilding 
programs like we were or are adding into existing 
programs. There was probably a month or two where 

we were really down in the weeds on this thing, because 
there was just so much to do. And we were trying so 
hard to keep the timeline moving, because we knew it 
had to get done by the end of 2017, but eventually we had 
to step back. We realized we had to push it into 2018, 
because we wouldn’t be able to do it effectively if we 
didn’t take more time.

Nearly three-quarters of business leaders (73%) 
say that delivering a relevant and reliable customer 
experience is critical to their company’s overall 
business performance today, and almost all (93%) 
agreed that it would be two years from now. 

“Closing the Customer Experience Gap,” Harvard 
Business Review

R1: I hear you. Speed is important, but you also 
have to know you’re doing it the right way. On that 
note, what advice would you give to anyone reading 
this interview or listening to it, who is thinking of 
consolidating their own instances?

ZM: If you’re thinking of taking on a project like this, add 
in a couple extra weeks. I’m serious! Pad your timeline, 
because you will run into things you didn’t plan for.

R1: I think we’ve all been a part of a project like 
that, where suddenly you find your deadlines right 
on top of you but the work far from where it needs 
to be. Some things you actually can’t predict until 
you’re actually doing the project, as you said.

Can we pivot for a moment back to what you said 
about phasing each instance? Each time execution 
started on one, you had another one ready to go for 
discovery – did that work out? It sounds like it could 
become complicated for some teams. I think my own 
instinct would be to carry one thing from start to 
finish, from discovery to execution, so I’m curious if 
that approach worked for you guys.

ZM: That’s a great question. I would say that it worked 
out, but it’s also something we did more out of necessity 
than anything else. Our marketing teams were sending 
out all sorts of different targeted campaigns; there were 
a lot of automated things. But there was also a lot of one-
off messaging that they did based on hand raisers, and 
we couldn’t just pause that messaging for an extended 
period of time.

So, we had to be very prescriptive about moving things 
over [into the single Oracle Eloqua instance] in this 
timeframe. That meant in this little tiny window [of time], 
we couldn’t do any marketing automation; we were going 
to have a gap there. That meant we had to focus all our 
energy on [consolidation] from an execution perspective 
so teams could be back up and running in the timeframe 
we committed to. So, that was done out of necessity.
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Looking back, I think if we had done a little more 
discovery overall, maybe we would never have run into 
as many challenges as we did. But at the end of the day, 
we were just trying to make sure we were allowing teams 
to continue executing on their strategy, without forcing 
them to press pause for too long.

R1: Sounds like you guys were having to change the 
wings of the airplane while it was still in the air, 
so to speak. I mean, you were overhauling process 
but also staying true to your current strategy; that 
sounds daunting. But even despite that challenge, 
were there other positive outcomes, other successes 
that resulted from this project?

ZM: We had a lot of successes! 
I think I referenced this earlier, 
but we had a ton of ideas about 
what we were going to do once 
this project was completed. 
We were going to have this 
enterprise-level lead scoring 
model; we were going to have 
this new demand funnel; we 
were going to utilize this sort 
of unified routing logic for the 
SDR team. All these different 
things.

But then going into this, we 
realized we couldn’t do any of 
that unless we got all of our 
instances into one spot. Once 
we got that completed, we 
started working on achieving 
all those other projects I 
mentioned, trying to hit the 
ground running with them. 
And we have! So, to see those 
things start to come to fruition 
has been rewarding for the 
team. Every iteration we do makes the customer experience 
that much better, and that’s what we’re going for.

R1: Wonderful. From a foundational perspective, 
what’s next? Where does the team go from here?

ZM: I’m glad you used that word, because it really was 
setting the foundation. The next step in [this project’s] 
evolution is a digital customer experience initiative, which 
we’re currently undertaking as an organization. This goes 
back to what I said about making a customer experience 
that lets people choose the path they want to take, with us 
being there if and when they’re ready to speak to us. We’re 
trying to do this with not just our marketing, but also with 
the products and services we offer.

So, the next step for us is to help support that initiative. 
And in doing that, we’re building out a lot of new 

programs in Oracle Eloqua. We’re routing folks with a lot 
of different, specialized [needs] to product specialists so 
their customer experience can be even better. We’ve set 
a foundation by migrating our Oracle Eloqua instances 
into one [instance], and by building out a lead scoring 
model that helps our sales teams understand what people 
are looking for and where they are in their journey. Our 
touchstone is improving the customer experience, and 
now we can take that to the next level.

R1: Nice. And what are some of the apps and tools 
that you foresee yourself using as you try to take 
that next step in the program’s evolution? I think it’s 
always great to hear about the technologies people 

use or the ones they need to 
succeed.

ZM: We’ve tried to keep it 
simple. We’ve used a lot of 
different tools and apps in 
the past, with varying success. 
And we’ve realized that one 
of things we need to do is 
actually pare some of them 
down. I think maybe some 
of our vendors don’t want to 
hear that, but it might actually 
be a good thing for everybody. 
It might help us get back to 
basics, where we can actually 
utilize an app to the best of 
our ability and get the most 
out of it.

I will say one of the 
[technologies] we constantly 
use is the External Activities 
Generator app. I recently 
talked about that on a panel, 
actually. That app helps us 
enable our scoring model. 

We couldn’t have an enterprise scoring model without 
it, because we’ve got all sorts of different business 
units with all sorts of different needs. And the app 
lets us provide [those units] with lead scoring that 
is more customizable and flexible than lead scoring 
traditionally is. It lets us track things that aren’t 
traditionally tracked, in an automated way. That has 
been the linchpin of our scoring model, and I can’t say 
enough about it.

The External Activities Generator is a free tool 
available for all marketers to download from the 
Relationship One website. It helps teams generate 
campaign data for mapped Oracle Eloqua contacts, 
store list imports, link activities to Oracle Eloqua 
campaigns and write campaign data back into 
Oracle Eloqua.

"OUR TOUCHSTONE 
IS IMPROVING 

THE CUSTOMER 
EXPERIENCE, AND 
NOW WE CAN TAKE 

THAT TO THE NEXT 
LEVEL."
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R1: That’s awesome. And just to give some context 
for readers and listeners, the “panel” that Zach is 
referring to occurred earlier this year at Modern 
Customer Experience in Chicago, which is an annual 
networking event hosted by Oracle, one of our 
partners at Relationship One.

Zach, I’m wondering if you remember on that 
panel: there was a moment when someone gave this 
unscripted, very generous recommendation of the 
apps we’ve built here at R1. We were so glad and 
grateful to hear that. But again, you have to think 
that speaks to the passion that marketers have for 
solving their core challenges, right?

ZM: That’s the key. Good apps enable marketing 
automation teams to do what they need to do. There 
are a lot of great apps out there, a lot of great vendors 
out there – but not everything fits specifically what 
you are trying to do. And frankly, not everyone really 
understands what it’s like to be down in the weeds 
building these things. You need an app that you can tell 
has been built by people who have been there and who 
do understand what that’s like and what your needs are. 
Those are the apps that will be successful.

R1: Absolutely. And just to top off this idea – 
understanding your own path and needs as a 
marketer – what is it that inspires you in your day-
to-day? What motivates you to keep your nose to 
the grindstone, even when you are down in those 
weeds and dealing with vendors and technologies 
and competing needs?

ZM: I love this question! My team really inspires 
me. I have this fantastic team of folks from various 
backgrounds, and everyone brings something different 
to the table. Everybody that has joined has been onboard 
immediately with the idea that what we do is make the 
customer experience better, and it’s just great to see 
we’re all on the same page.

They’re problem solvers. It’s amazing to me how they 
approach different issues and challenges. And they 
can translate business requirements into technical 
requirements in the most efficient way possible. I get 
to see a lot of new things that I wouldn’t have been able 
to see if not for the folks on my team. So, they are the 
ones who inspire me to up my level and continue to get 
better. Ò
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RELATIONSHIP ONE: Today we’re 
going to talk about Preference Centers 
– specifically, the one you helped build, 
Jace, at RSM. But before we go down 
that path, I’m sure listeners and readers 
would love to learn more about who you 
are and what your role is at RSM.

JACE BRENDLE: I’m the digital marketing 
manager for email here at RSM, which 
is the leading U.S. provider of tax audit 
consulting services focused on the middle 
market, and I started with RSM maybe 18 
months ago as the leader of a team of four 
email professionals. We handle all of the 
outbound email marketing communications 
for RSM. That’s somewhere between 1,000 
and 1,200 email campaigns a year.

R1: And how does the Preference Center 
fit into that? How does it impact those 
campaigns? How did the project start and 
what were you originally trying to solve for?

JB: As a project, the Preference Center 
started maybe three years ago, when RSM 
was going through a rebrand. With that 
rebrand came a whole different marketing 
ideology – a new website, a new initiative. 
This rebrand wasn’t just about slapping 
a new logo [on our assets]. It presented 
us with a really good opportunity to 
completely reevaluate our go-to market 
strategy, to rethink how we distributed the 
great content our clients were creating.

R1: How had you been distributing that 
content previously?

JB: Prior to that, we were batch-and-
blasting. It just doesn’t work. At RSM, 
we talk a lot about being the “first-choice 
advisor” to the middle market, and that 
concept goes throughout [the organization] 
– not just to client service, but also through 
to our centers of excellence. It informs how 
we believe we can serve our clients.

“Batching and blasting is the quickest 
way to end up in the bulk folder, hit 
spam traps and increase complaints. 
Your deliverability and program 
success depend on your ability to 
evolve. If you can’t target an email 
message, don’t send it.”

Kevin Senne, Sr. Director of Global 
Deliverability, Oracle

At the time we had a dozen or so publications, 
and each one had an individual way for 
people to subscribe. We built the Preference 
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Center so we could learn more about what our clients 
truly wanted to [read about and] listen to, and not just 
give them what we thought they wanted. That was the 
start of the project, and from there it became a long, long 
initiative.

R1: And how do you quantify the success of that Preference 
Center? What sorts of results are you currently seeing?

JB: It can be difficult to quantify it. We launched it in 
June 2016. That’s when it first went live. Compared to 

what we were previously doing with the batch-and-blasts 
now we’re focusing on the publications, subscriptions 
and [people’s] interests; it’s not an apples to apples 
comparison. So, we’ve been looking at higher-level 
metrics around deliverability and engagement: click-to-
open rate, unique clickthrough, form conversion rates. 
All of that went up, at least a little bit!

Then we looked at some of our deliverability metrics, 
because we thought those were pretty key – especially 
when you are no longer batch-and-blasting but are doing 
better segmentation and are targeting more. We saw a lot 
of improvement there. Our hard bounce rate dropped to 
a third of what it used to be. Our unsubscribe rate is less 
than half of what it was before. Overall, our deliverability 
improved, which we saw in some immediate changes. I’ll 
admit it was hard to determine what caused some of those 
changes because we had a new email template, a whole 
new rebrand. So, sometimes it’s hard to know what the 
impetus was for certain improvements. But I’m still sure 
the Preference Center was a big part of that.

R1: And all of this started solely from the rebrand? 
What a direction for the rebrand to ultimately go in.

JB: Well, I’d like to clarify that it wasn’t a simple rebrand at 
RSM [three years ago]. It was a complete re-evaluation of how 
we went to market. And luckily, the marketing leadership was 
very forward-thinking about how we did that.

“You should only rebrand if you meet one of two 
conditions. If your brand promise does not serve 
you right anymore is the first. The second is [if] 
you’ve evolved and you’re not what you used to be.”

Steve Blue, CEO Miller Ingenuity

In order to be a “first-choice advisor” like I talked about, 
we needed to better understand what we were sending 
people. So, we looked into our content, we looked into 
our key initiatives and we looked into our marketing 
plan. We started to talk about which messages resonated 
the best with different people, which ones were currently 
resonating and which ones could in the future become the 
most beneficial or relevant to our market.

From there we started to build out the mechanics that 
would help us gather information on the topics, interests 
and [preferred] communication platforms of different 
segments so we could accurately reflect this information 
in our communication with them.

R1: It sounds like a huge part of building out the 
Preference Center was this ability or this willingness 
to be thoughtful from the outset. I mean, to ask sincere 
organizational questions of yourselves, like, “What is 
this ultimately going to look like? What experience 
are we trying to create for our customers?”

JB: Absolutely. Because as we talked about, RSM is a tax 
audit and consulting company; it seems simple, but we 
have a huge, matrixed organization. Somebody can come 
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to us for tax services or audit servicing, sure. But when we 
say “consulting,” that could mean somebody is looking to 
implement Microsoft AX. It could mean a manufacturing 
firm is looking to [install] some equipment. It could mean 
mergers and acquisitions. There is a ton of different, diverse 
things we actually do, so our Preference Center has to be able 
to speak to people on the topics that are most important to 
them. For us, that meant there was a lot to talk about and 
discuss internally before we built out, and also as we were 
building out. There was a lot for us to look at and consider.

R1: As you took the time to make those considerations 
and to strategize before diving in, what important steps 
did you take? What are the big steps you took as you 
made that roadmap come to life?

JB: Earlier you mentioned how we had to be “thoughtful” at the 
beginning. You’re right. We did. That was a really important 
step. Bringing in marketing leaders was another important 
one. And luckily for us, these leaders were onboard right away, 
so there was little need for our salesmanship on them. Then it 
became a matter of teaching and training [team members] so 
we could maximize what we got out of the project.

R1: What about post-launch? Were there any pivotal steps taken 
after the Preference Center was technically up and running?

JB: Once it launched, it was all about making incremental 
changes so that we could improve it. Like I said, we started 
with a dozen or so publications; right now, we’re upwards of 
30. I think that could have been good or bad, depending on 
how we analyzed the publications.

Some of them are quarterly publications. Some of them are 
near-daily. It’s hard to make incremental changes and expect 
to see big, instant results with a quarterly newsletter, for 
example, because if one launched in 2016, then from that point 
to today there would only have been six or seven [editions]. It 
would become more about doing a larger analysis – figuring 
out what works across the board and how we can implement 
changes that improve an individual newsletter.

83% of B2B marketers use email newsletters for content 
marketing.

Content Marketing Institute

So, I think the important step along the way – as we 
progressed from launch to today – was knowing where we 
could make improvements and implementing those on a 
limited basis so we could test. Then, it would be expanding 
that knowledge throughout all of what we were doing – 
extending it through both the Preference Center and our 
publication matrix.

R1: What a smart approach! It sounds like you started 
simply, learned from that and then iterated along the 
way, rather than trying to guess and boil the ocean from 
the onset?

JB: Absolutely. The messages that we’re putting out there 
with some of our publications and our preferences – those 
have changed over time.

Our tax [newsletter] is a good example. Two years ago, our 
monthly tax newsletter was very nuts and bolts. It was very 
technical. But now it has evolved into something that’s more 
thought leadership-oriented. So, we had to find a way to keep 
those higher-level thought leaders subscribed; we had to find 
a way to keep them in that monthly newsletter even as we 
started shifting the information we gave.

We did a lot of things on a micro level that improved the 
experience for everybody.

R1: What was the hardest part of building on those 
smaller, micro-level wins? If you were starting the 
whole process over again today, would you do anything 
differently?

JB: There is always something you’d do differently. The 
hardest part was probably trying to balance the needs of 
internal clients with the needs of end users, who needed 

information presented to them in the best way possible. Like I 
said, at the outset we had 12 to 16 publications, and today we 
have over 30. And while that gives us the ability to be really 
granular with how we communicate to different contacts in 
specific ways, you risk diluting the message.

So, you know where I would do it differently? Once we 
figured out our messages and how we wanted to talk to 
[different people], I’d help us be more restrictive with how 
we went about putting that information out there. Because 
the truth is that one of the biggest challenges at this point 
is maintenance. We get a new topic, we tend to do another 
newsletter occasionally associated with it and we move 
forward with it – that’s great. But for a short while there, that 
meant we were publishing two or three newsletters a quarter. 
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And it was very difficult making sure all of them were 
kept up to our standards and [followed] best practice. 
Starting over, we’d put some better guidelines in place 
en route to making the Preference Center. 

R1: You used the word “restrictive” – saying you 
would be more “restrictive” if you could do that 
part over again. What do you mean by that, exactly? 
Could you give an example?

JB: Oftentimes, when you’re working on a service level 
and you engage with a center of excellence, you start 
thinking in terms of, “What is the question? ‘Yes’ is the 
answer. How can I get to [the solution]?” You want to be 
really responsive as marketers who know their clients 
well. We did a lot of that. But recently we’ve started to 
think more about, “We want a newsletter? That’s great, 
but why? Why do we need this newsletter? How is this 
topic not covered already by what we’re currently doing?” 
Now, we force additional conversations. Truthfully, that’s 
our go-forward process right now. And if we had done 
that a year ago, 16 months ago, we would have started 
from a more cohesive standpoint.

 R1: How does that cohesion manifest itself today?

JB: We’re actually auditing all of our newsletter 
publications right now, making sure they have the right 
information, making sure we have the subscription 
forms in the proper places online, and that it’s all 
processing in the way it’s supposed to process. That helps 
us have really beneficial conversations around what 
[publications] we have, how they’re working and how 
they can be improved, which in the end helps marketers 
improve how they communicate.

R1: Absolutely. So, we’ve talked a little bit already 
about some of the metrics you’ve seen thanks to the 
Preference Center. Are there any other successes that 
have come out of this initiative?

JB: We’ve changed how we message our monthly newsletter. 
We’ve adapted how we send our daily publications. Now 
we’ve giving people – based on the information we’re 
receiving from the Preference Center, from users – the 
option to get alerts on a daily or weekly basis.

Based on the data we see, we’ve also implemented a kind of 
dual segmentation that lets us filter out inactive contacts 
and move them through a re-engagement program that’s 
focused specifically on getting them to start using the 
Preference Center. The idea is, “Hey, you’re not listening 
anymore! Maybe what you wanted to talk about has 
changed, so let’s find a better way to communicate with 
you.” We’re doing those re-engagement campaigns to 
send people back to the Preference Center.

R1: In order for them to help you help them, so to 
speak? In terms of re-learning what their interests are?

JB: Exactly. It’s a double opt-in procedure, as it should 
be. We’ve also started to put together some reminder 
campaigns, because if people don’t confirm [their 
preferences] we are unable to send [emails] to them. So, 
from a success standpoint, we’ve really evolved from 
[the time of] our initial launch to today, and we are 
continuing to improve how we speak to end users.

There are two sign-up methods in email marketing: 
single opt-in and double opt-in. In single opt-in, a user 
is opted in to receiving communication from a brand 
after one step: filling out a form on a website or landing 
page. In double opt-in, the user is not opted in until they 
also take a second step: clicking a link or call-to-action 
button in a confirmation email.

R1: Awesome. That’s great stuff. How does technology 
play a role in all this?

JB: Honestly, we use Oracle Eloqua for pretty much 
everything associated with this project. The form we 
have associated with the Preference Center – and it’s a 
big form – is all inside Oracle Eloqua. We’ve coded the 
page to specifically work with Oracle Eloqua.

R1: How does that work?

JB: The Preference Center is based on a matrix of things. 
Our newsletters cover eight to 10 topics, a dozen or so 
industries, different communication types – and the more 
[preferences] you select, the more recommendations pop 
up as to the newsletter that may be right for you. We’re 
always updating that matrix so it knows, “OK, these are 
the newsletters more appropriate for this type of topic,” 
for example. We’ve got a lot of that core stuff built out, 
and we use custom data objects inside Oracle Eloqua to 
manage it all and program the rules in Program Builder.

R1: And once you know what someone’s preferences 
are, Oracle Eloqua enables you to act on that?

JB: Right. Once we have that, we push that information 
into our CRM system so our marketers and salespeople 
become aware and know what their contacts are 
interested in.

R1: That’s fantastic, Jace. What’s next? Where do you 
go from here?

JB: In about two months we’re going to start talking 
about version two of the Preference Center. Like I said, 
marketing has done great with it so far. We’ve now 
got a content leader at RSM who’s not just building 
content, but also is really driving our focus and how 
we go to market with the content we’re creating – 
[guiding us in terms of] how that content should be 
built and how it should be curated for newsletters. 
That gives us a good window into understanding how 
we can reevaluate what we’re sending and how we’re 
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sending it so we can absorb that information and continue 
to make the Preference Center better.

We wouldn’t be starting from scratch [with version two] 
because we’ve got a good system in place, but we’re going 
to start having new conversations. What are we doing that’s 
working? What are we doing that’s not? How can we make 
some improvements? We might end up scaling back our 

newsletters. We might alter the topics we’ve created. Times 
have changed – who knows? Sometime in the future – not 
the near future, but still – instead of having 30 publications 
we may have just one RSM newsletter that creates dynamic 
content based on the selections an end user has made [in the 
Preference Center]. I mean, that may be pie in the sky, but 
that’s the goal, right? To have everybody getting the content 
they want based on their implied preferences – [which include] 
actions they’ve taken on the site, pages they’ve visited, links 
they’ve clicked – and their explicit preferences, which they 
tell us in the Preference Center when they indicate what 
they’re interested in and what’s important to them.

R1: What’s the unique opportunity that version two would 
present you with that version one currently doesn’t?

JB: It will give us the opportunity to be a little more liquid 
in how we send people the content they want. I don’t know – 
again, maybe it’s pie in the sky. But everybody’s got to have 
dreams, right? 

R1: There you go! Beautiful. So, tell me – and maybe 
this is an awkward transition from talking about these 
lofty dreams of ours as marketers to more technological 
things – but what are the tools or apps that you can’t 

live without? That’s something I always like to ask folks, 
because I think how we use technology says a lot about 
how we think and how we approach our work.

JB: From a process standpoint, as simple as this is, I work 
offline a lot so some of those Microsoft tools are very useful 
for me. We use the Adobe [Creative] Suite for the website; 
we’re pretty engrained in that. But the major one is probably 

Basecamp, which we use to manage our projects. Basecamp 
is the core project management software for everything we 
do at RSM; not just my team, but [also] all the marketers and 
everybody else here would consider Basecamp our center of 
excellence. We live on Basecamp.

R1: Good call-outs. Thank you for sharing. Well, last 
question – something I have to ask before I let you go. 
What it is that inspires you as a marketer?

JB: I would say it’s the puzzle. In marketing automation, a 
lot of the roles we have are very task-oriented. There is a 
lot of day-to-day [grind] – “let’s get this done and send it 
over; let’s answer this question.” But often as a marketer, you 
get a question and it’s really a puzzle. And you have to ask 
yourself or the people around you on your team, “Why do we 
want this? Have we thought about this? Could this be a better 
way?” Dealing with that puzzle and finding logic in it and 
then seeing a positive end result is really what I enjoy. My 
inspiration is finding the solutions to difficult situations. Ò
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RELATIONSHIP ONE: I’m really looking 
forward to our conversation today, Rob 
and Rashmi. I know ABM is on the 
docket, or account-based marketing, to 
use the full phrase. Why don’t we start 
with the basics? What should readers 
and listeners know about you two as 
individuals? What are your roles at 
Intel, and what sorts of projects are you 
undertaking?

ROB WOODS: Sure. We provide enablement 
for our worldwide marketers when it comes 
to marketing automation, lead nurturing 
and demand generation at Intel. Basically, 

we help our marketers get the most of our 
system from an adoption perspective, and 
then we make sure the system can partner 
with marketing and help them get into 
more of a strategic mindset.

RASHMI NATH: I manage capabilities for 
our marketing and sales stakeholders. What 
our team provides is this unique point of 
view on what capabilities we need to add 
to our marketing stack in order to run 
Intel’s business. And specifically in that 
area, I manage our marketing automation 
capabilities. In the last year [or] year and 
a half, we’ve been focused quite heavily on 
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enabling those capabilities for account-based marketing, 
and now we’re moving into capabilities around lead 
generation.

R1: Perfect. How did it come about that you two led the 
charge for implementing account-based marketing at 
Intel? What were you trying to problem-solve that 
made you explore ABM in the first place?

RW: Our journey started a little over a year ago, when 
we were working with a lot of marketers around the 
world and sensing a need for change. We saw that money 
was being spent on campaigns, but [those campaigns] 
weren’t really targeting the type of accounts that sales 
cared about. We knew we had to start thinking about a 
more account-based approach to how we do marketing. 
Our team had a hunch – made a good guess – that Intel 
was heading in that direction, so we kind of took the bull 
by the horns and initiated a pretty exhaustive project of 
getting our Oracle Eloqua data model set up and enabling 
our contact-to-account linkage. That really helped us 
understand who worked at what company.

But we had a lot of data problems around our contact 
data and our account data, so we had to work with data 
providers to fix that. We got a lot of stakeholders involved 
early on so we could share with them some of our cool 
use cases for account-based marketing – so we could 
really work with them to understand, “Is this where you 
guys think we need to be heading? Because this is what 
we’re sensing. We’re sensing a deeper need for a more 
personalized approach to how we do marketing toward 
our covered accounts. That we should focus less on the 
accounts we don’t care about and ensure [that] enough 
marketers are honed in on the accounts we do care about.”

R1: How was sales involved in this process? I know 
one of the hallmarks of account-based marketing is 
it unites both sides of the aisle, so to speak. Sales and 
marketing have to work together closely in order for 
it to work. How did you guys as marketers bring 
sales into the fold?

RW: As we were thinking about building this new data 
model in Oracle Eloqua, it became a bigger project. We 
started getting sales involved; we started focusing more 
on other elements of account-based marketing, like 
developing Account Insights, which is a sales enablement 
tool that helps salespeople do their jobs more efficiently 
and better prioritize their day based on the data we can 
give them. With all of that in our project plan, we were 
able to get to a point where marketing was catching 
up and going in the right direction from a capabilities 
perspective, from a process perspective. We hit at just the 
right time [organizationally], because the stakeholders’ 
strategies lined up exactly with what we had ready for 
them. It was kind of a perfect world, with marketing, 
sales and capabilities colliding.

RN: One thing that’s also important to realize is Intel is 
50 years old as a company – and we’ve been doing digital 
marketing for as long as we’ve existed. For decades 
we’ve had one of the best marketing programs around, 
creating that pull with consumers for our PC products 
and also with a few of our top ODMs [Original Design 
Manufacturers].

But what’s changing now is that when we look at what 
this company is going to be in the next 50 years, our 
solutions are selling into a much broader ecosystem. 
We’re no longer working with a few top PC building 
companies. Our future customers are data providers, 
service providers, network builders – people that are 
building end-to-end solutions in the Internet of Things 
ecosystem. And what all of that has meant for marketers 
is that their jobs have changed quite drastically in the 
last three years.

The Internet of Things describes a technological 
ecosystem in which both real-world objects and 
digital platforms are linked by network connection. 
Intel forecasts that 200 billion devices will be 
connected by the year 2020. 

R1: How so? What sort of changes have you seen or 
do you predict you’ll see?

RN: The marketer of today within Intel is no longer just 
helping our business units that sell PCs with traditional 
brand marketing or helping them grow demand with 
consumers. The new marketer of today is a hunter, as 
well. They’re looking for those new accounts that we 
might not even know exist. These new customers we 
might not have even envisioned could have a big role in 
this new ecosystem – an ecosystem that Intel products 
are helping to build.

This is where Account Insights fits in, because it’s not just 
about the accounts we already have relationships with. 
It’s also about [finding] those smaller companies that may 
become big – you know, the multimillion-dollar companies 
of the future. Those are the ones we need to market to and 
sell to. So, a really big part of the marketer’s job now is 
to help people at those companies find the right content 
and the right solution to meet their business needs. And 
to reiterate Rob’s point, I think we found ourselves at the 
right place at the right time [within Intel], in terms of 
getting traction around the initiatives we felt were really 
going to take marketing forward.

R1: That’s great. So, I know as far as initiatives 
go, this one is still developing and very much in 
early stages. You both are still guiding your team 
and stakeholders and sales forward together as you 
incorporate more vision toward that new marketer 
at Intel. But even now, are there results to write 
home about? Any outcomes that have grabbed your 
attention?
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RN: A lot of our success today with specifically account-based 
marketing is based on a couple things: How can we help sales 
cover accounts at a deeper level than they might be able to cover 
otherwise – through field sales, for example? Even with some 
of our top accounts, where Intel has a lot of people covering 
those accounts, we’ve had account managers tell us they are 
constantly wanting to find new contacts at those accounts.

Some people may have relationships with the leaders in the 
line of business and the leaders of IT, but they may not have 
those deeper relationships with the developers – with people 
that are actually putting these embedded designs together. 
That’s where marketing plays a key role, and one of the ways 
that we’re measuring success for these programs is how many 
net new opt-ins or contacts we can generate, even for some 
of these top accounts. It’s obviously very critical to get more 
people into our database, with companies that we don’t have a 
relationship with. But for us, 
it’s almost as important to do 
the same thing even [for the 
companies] where we do have 
those mutual relationships.

The other piece of this is 
Account Insights. There, 
it’s really about getting the 
most value out of the data 
that marketing is generating 
and figuring out how we can 
join that data with sales data 
to provide some actionable 
information on both our top 
accounts as well as our next-
wave accounts. That’s the 
second way we’re measuring 
success. Can we generate 
really awesome, actionable 
insights that sales can use, 
and also can we use some 
of that to then optimize our 
marketing?

RW: I think another KPI 
that’s a little bit less indicator-
focused but more anecdotal 
is that, through the process 
of enabling ABM for the 
enterprise, we’ve really helped 
provide a forcing function to 
get sales and marketing to 
talk. There isn’t really a KPI 
to show that, but it is a success 
indicator in that these two 
teams are talking. I’ve been in 
conversations where I’ve sat down with Intel salespeople, and 
now I can understand their needs and understand what they're 
looking for from marketing, and I can share insights with 
them that previously he had no access to. They had no idea we 
could give them information about how the contacts they care 
about have engaged. They didn’t know we can identify who’s 
engaging with various white papers or web pages and that 
we can actively show them this information. So, we’ve been 
able to level up these conversations between marketing and 

sales, and that has been really critical to seeing this [program] 
become successful.

R1: What are some KPIs you do foresee you might care 
about in the future? As you can transition away from the 
more anecdotal to perhaps the more concrete, after the 
program has had more time to bloom and develop and 
produce data that proves you’re on the right track?

RW: If I were to predict the future in terms of where we’re 
heading from a KPI perspective, ultimately we want to be 
able to show an improvement to the revenue we’re receiving 
from these companies that we’re starting to target. When you 
measure something like that, you have to take a "crawl, walk, 
run" approach, but that is definitely a KPI that our marketers 
are now striving toward.

As Rashmi was saying, can we 
focus our media dollars only 
on the accounts we care about 
and garner our opt-ins from 
just those accounts? A clear 
KPI with that would be if we’re 
saving money by spending it 
on those target accounts we 
care about, versus a broad 
approach to marketing. And 
once somebody becomes an 
opt-in, can we focus our lead 
nurturing tactics and our 
energy on the right people? 
That will help us really prove 
the worth of what we’re 
trying to do.

R1: Beautiful, right. So 
you’re doing all of these 
great things in Oracle 
Eloqua in order to become 
more targeted and more 
personalized in your 
marketing. I’m wondering 
how you are actually 
executing ABM inside 
Oracle Eloqua? Could you 
talk through some of the 
different things you have 
to do to make that work?

RN: You know, before I answer 
how we implemented in Oracle 
Eloqua, I want to give you a 
little bit of color on our broader 
marketing stack, because I 

think that context is important to tie the pieces together. We at 
Intel have four big clouds that we run our sales and marketing 
on. For support over on the ad side we use Google Cloud; for 
our content experiences we use Adobe Cloud; for marketing 
automation and those mid-funnel capabilities, we use Oracle 
Marketing Cloud; and sales runs on Sales Cloud.

So, when we started looking at what we needed to put in place to 
enable account-based marketing in Oracle Eloqua, it was really 
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important for us to not just have an Oracle-Eloqua-centric 
view. We also needed to make sure that whatever we were 
doing in Oracle Eloqua, we could connect the data back 
to all our other clouds so we could have the connected 
customer experience we were going after. You know, data is 
almost more important than capability.

With that in mind, one of the big decisions we made 
quite early on was identifying a common key or a 
common sort of data provider – one that we felt was best 
positioned to straddle these different clouds. To some 
extent, that decision was made for us; I would say maybe 
70% made for us, and 30% us debating the pros and cons 
[of different providers].

R1: What sorts of pros and cons did you consider? 
What did a provider have to be able to do in order 
for you guys to bring it into the stack and think it 
could help you achieve what you wanted with ABM?

RN: We’ve been using Dun & Bradstreet in our master 
data systems to master accounts, and we use it to master 
not just sales accounts but also our suppliers and our 
financial leaders. So, a lot of our account mastering 
relies on Dun & Bradstreet data. If you go up the stack a 
little bit, our Sales Cloud also uses them.

Obviously, you’ve got your Salesforce Account ID [field], 
but on the account record when you start typing in a 
physical address, that gets a unique number assigned to it 
by Dun & Bradstreet. Then, it was only natural for us to 
say, “Hey, you know what? We want to be able to connect 
into what’s there, but we also want to be able to connect 
into the top of the stack.” And we found that Dun & 
Bradstreet was really getting into connecting more of 
that marketing data through a couple of products that 
we have now used and integrated into Oracle Eloqua, 
to provide that same level of data continuity. (The 
two products I’ ll mention are Workbench and Vista 
Intelligence.) There was a big decision around how we 
could maintain the right account records, and a lot of 
that is driven by what’s in Salesforce. But it’s also [driven 
by] what we master through Dun & Bradstreet.

Another big question was, “How do we match accounts 
to contacts?” That’s also where we used a lot of these 
data providers I mentioned. We used Leadspace to enrich 
data and then to figure out which account belonged to 
which contact.

For Intel’s ABM, having a reliable source of truth for the 
account-contact relationship is a very big deal, and that 
really, I would say, was the biggest focus for our work 
in Oracle Eloqua. [It influenced] how we set up the data 
model, how we changed our contact data model, how we set 
up the program in our Program Canvas [an Oracle Eloqua 
feature] to continuously look at the net new opt-ins that 
came in. It helped us think about how batch uploads could 
get processed through these same mastering and matching 

programs. We could finally publish that source of truth on 
the person-to-company association.

RW: Just to tag on a little bit with what Rashmi is talking 
about: when we think about how we use Oracle Eloqua 
and how we enable it from an account-based marketing 
perspective, one of the challenges both she and I have 
faced is in the vendorscape, where you’ve got "ABM 
platforms" out there, which might have specific use cases 
but can be very confusing to people in the marketing 
community. [It put us] in a position where we were not 
only building out this awesome project and data model, 
but we were also trying to drive understanding around 
the really cool use cases we could enable without needing 
an ABM platform.

Almost 5,000 companies are now part of the 
marketing technology landscape – a huge leap from 
the 150 companies first itemized back in 2011 by 
ion interactive president and CTO Scott Brinker.

Intel is blessed to have a great martech stack. We’ve got 
top-echelon companies here: Oracle, Adobe, Salesforce. 
We’ve got the right mix of a marketing automation 
system, a data management platform and website 
personalization. All of these things are designed to 
help us enable a lot of the ABM use cases we see other 
platforms making promises for. So, I think if you’re in 
a spot where you’re ready to enable Oracle Eloqua for 
ABM, you should know it’s not just Oracle Eloqua [you 
need]; it’s other systems, too. Back to Rashmi’s point, you 
need to think about what the unique identifiers are that 
connect amongst these systems so you can make sure 
when you say “AT&T” in Oracle Eloqua, it’s the same 
in Salesforce and it’s the same in the DMP. Otherwise, 
things are going to get very squirrely and difficult.

The other thing I wanted to mention is our capabilities 
weren’t necessarily the driver for this project. It was 
really our strategy. Because if you don’t have strategy 
nailed down in the beginning – well, every time we were 
coming up with ideas on how to build the capabilities, 
we had to stress-test that against our strategy and what 
we were trying to achieve. One example of that would 
be our integration with Salesforce. We have a very light 
integration with Salesforce today, and we know that’s 
going to be fixed eventually – hopefully by the end of 
the year. But the way we built our data model in Oracle 
Eloqua, it was critical that we stress-tested against our 
future integration with Salesforce to make sure that, 
eventually, Oracle Eloqua and Salesforce would be able 
to properly talk to each other.

R1: For sure. I’m sure a lot of marketers out there would 
say not all of their platforms are exactly as developed 
internally as they’d like them to be. And looking for 
ways to build them up and help them evolve to the point 
of total maturity and trust internally – that’s going to 
take some stress-testing. And some stress, period!
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But Rob, I just want to go back to a point 
you made earlier, about the vendorscape. 
You said how there are so many providers 
out there that make claims that, in the 
end, can really confuse marketers. Can 
you elaborate on that?

RW: Of course. ABM vendors do a good 
job of targeting Intel. What I mean by 
that is we’re a big company; a lot of 
marketers here, to their credit, are 
going to the websites of these different 
vendors to learn more about ABM and 
what it does and what it means from a 
strategy perspective. But I see a lot of 
ABM vendors position themselves as 
“ABM platforms,” and that can be very 
confusing for marketers; because when I 
think of an ABM platform, I immediately 
think of our data and our contacts, and 
I think, “What are we trying to do? 
What are the use cases we’re trying to 
solve for? And can we do that with our 
current tech stack today?” [Achieving 
your goals] is more challenging when 
you’re integrating multiple different tech 
stacks. And at Intel, we have very specific 
processes for many things – like buying media, for example.

I won’t name any ABM platforms by name, but some have 
a core use case where they enable company-targeted or IP-
targeted banner ads and retargeting. But here we have a very 
specific approach for that: We use our DMP to push [the 
media] to the DSP [demand-side platform]. And we don’t 
want to get away from that approach, because ultimately if 
we own the data and push it out, it helps us better segment 
[when we engage] those accounts.

R1: I see. The challenge is marketers can get drawn into 
seeking out ABM providers that promise to consolidate or 
simplify all these different tasks related to ABM, which 
might be fine and good for other marketers in other places, 
but at Intel – as a team member at Intel – you always have 
to remember to think of Intel’s processes first. Is that it?

RW: That’s it. And I would say that another area of confusion 
that we see for our marketers is around this idea of predictive 
[analytics], intent data and scoring of accounts. While there 
are some really good [third-party] options when it comes 
to scoring accounts to better understand who’s in-market or 
who’s out-of-market, I think there’s been an under-emphasis 
on using your own first-party data as a starting point for 
your account-based marketing strategy.

Intent data is behavioral information based on prospects’ 
digital footprint. First-party intent data is called 
engagement data, and companies obtain it by using 
their own marketing automation system to measure how 
owned media has been visited, clicked and downloaded. 
Third-party intent data is called external intent data, 
and it is based on how people engage with websites and 
assets on the wider internet, beyond the assets or digital 
properties owned by a brand.

One thing Rashmi and I haven’t mentioned is that, as part of 
our capability stack at Intel, we have a huge data lake. All of 
our systems are incorporated into one big fat analytics hub, 
and we’re literally sitting on a plethora of first-party data that 
you could argue is first-party intent data. It’s data generated 
when people do things with Intel websites and emails and 
events. So, when I talk with marketers, sometimes I have to 
reel them in and say, “It’s cool you guys are looking at third-
party intent providers, but we should equally consider our 
first-party intent data as the gold standard and use that to 
better understand how we can operationalize using Oracle 
Eloqua, DMPs and Account Insights. That way, we can do 
better personalization and better understand our audience.”

I think third-party predictive companies are promising silver 
bullets to large enterprise clients like us. But they need to be 
a little bit more sensitive [to the fact] that it’s not just about 
third-party data; it’s about combining third- and first-party 
[data] to get where you’re trying to go. 

R1: Good, good stuff. I imagine you’ve learned a lot of 
things through this journey, and that sounds like it was 
definitely one of them. And sort of on that note, one 
question I like to ask people is how, or if, they would do 
things differently if they could. If you could go back and 
start over, knowing then what you know today through 
all of these conversations and integrations, how might 
you have approached this ABM idea differently?

RW: I’m closer to the business side, so I think if I could go 
back to a year ago, it would have been beneficial for me to 
get even more marketers in line with our vision. That was 
a learning curve for me. We had this idea, and we thought 
it was the right approach – and honestly, it ended up being 
a good approach! But we’ve had a lot of conversations with 
marketers that signaled to me that they were not in the same 
spot in terms of buy-in. Some still aren’t today, and we’re 
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still trying to get on the same page and understand what 
they’re trying to achieve; so, we’re trying to open their 
eyes to a lot of the cool use cases we’re enabling.

We need to be able to improve how we partner with those 
marketers, to get them where they want to go and help 
them succeed. I’d say the same is true with sales. If we’d 
had more sales involvement – like, found a leader in sales 
who was willing to say, “Yes, I believe in account-based 
marketing and account-based targeting; let’s figure this out 
together and get some success indicators” – I feel we could 
have been more successful last year. I think we felt very 
siloed. Marketing and sales were on their own journey, 
and our team was kind of on its own journey, as well. 
Three different journeys. And even though all [of them] 
were kind of going the same way, it would have been nicer 
to have sales and marketing involved from the beginning, 
working together with us on our strategy for this.

R1: I hear you. The four-letter ‘s-word’ when it comes 
to marketing and strategy and execution: “silo.” A 
challenge as old as time. How about you, Rashmi? If you 
could start over and press reset on this whole initiative, 
would you have executed anything differently?

RN: On the implementation side, I would say that our 
biggest struggle has been around the strategy for how we 
manage our account data in Oracle Eloqua. I know this 
is not a problem unique to Intel; a lot of big companies 
face this. But when you’re marketing and selling to 
multinational, million-dollar, billion-dollar companies 
like Intel does, the account data for those target companies 
is very complicated. The account hierarchies go really 
deep, [and it affects] how we manage sales accounts and 
Salesforce records.

Let’s say we’ve got XYZ big company that we’re trying 
to sell to. Every territory within that company, or every 
region within it, exists as a unique record in Salesforce. 
And that’s really because of how our commissions get 
paid out and how our opportunities get tracked. But from 
a marketer’s perspective, having that level of granularity 
with accounts doesn’t always make a lot of sense. It makes 
sense if you have very unique marketing strategies and 
marketing tactics for each one of the different regions, 
but not if you want to be broad.

R1: And I’m guessing that can open its own Pandora’s 
box of challenges. “How specific is too specific? How 
broad is too broad?”

RN: Yes. You still want to distinguish [in some way]. 
Maybe this conglomerate has both a telcom business and 
a media business. We see that all the time, especially in 
countries like Singapore and India, where there will be 
this gigantic company at the parent level but then each 
node in that company represents a legal entity that is in 
a different line of business. One of our biggest challenges 
then becomes figuring out where in that hierarchy we 
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want to plug in, and what level in the hierarchy we 
represent in Oracle Eloqua.

Sometimes we almost have two conflicting goals, 
because on the one hand, we really want to make sure 
that whatever we’re doing from an Account Insights 
standpoint, from a net new opt-in standpoint, has a very 
direct connection into that account record in Salesforce. 
But then on the other hand, if you start representing 
in Oracle Eloqua all of the accounts as they exist in 
Salesforce, that doesn’t meet marketers’ goals because of 
the problem I was just explaining. It’s frustrating because 
a lot of data vendors can’t solve this problem.

R1: Is it an unsolvable problem? Not to use to a term 
that dramatic, but you mentioned it’s a common 
problem – especially for 
companies as big as Intel – and 
I’m sure in-house you’ve tried 
your own solutions. I’m sure 
you’ve studied it, looked for 
workarounds. Is it something 
you guys are working on?

RN: We’ve tried to solve it at 
Intel in different ways. One of 
those ways is by this process of 
“priming accounts,” as we call it. 
We call it a prime account if it 
has all these flavors of accounts 
that exist in different systems 
that represent it using one record. 
But that [process] also has some 
gaps, in [terms of] how we’re 
trying to activate our use cases. 
So, I would say that just figuring 
out what the right structure for 
accounts is in Oracle Eloqua, and 
how it must connect with all these 
other systems that you want it to 
connect with, has probably been 
our biggest challenge. Honestly, 
we’ve kind of solved it. I don’t 
think we’ve solved it 100%; some of it will depend on 
how our marketers use this data and surface new use 
cases. But I’d say we’ve solved it for the use cases we see 
coming in the next 12 to 18 months.

R1: Excellent. So much for my calling it “unsolvable,” 
right? So, in the midst of all this progress going on, 
all these shifting attitudes around how marketing 
and sales work together and target the best accounts 
for Intel, what do you see coming next for you guys? 
What’s on the horizon that you two, as some of the 
organizational leaders for ABM, hope will happen or 
will try to solve for next?

RN: For me with ABM, I’d really like to start looking at 
how we can use some of our existing data that we have 

in our CRM to fuel our ABM account selection in Oracle 
Eloqua. The way we do that today is a pretty manual 
process where we hand-select accounts [to target]. Where 
we are in the journey, we’re really not going broad with 
our ABM accounts. They’re very focused, targeted ABM 
accounts. But as we look at how we can scale this if 
Intel really wants to do account-based marketing with 
100,000 accounts – and that is a reality; we do have 
100,000 account records in our Salesforce – then we 
have to see where the intelligence and the automation in 
account selection can come from.

That’s one of the things that intrigues me. Obviously, 
the best data you can possibly have already exists in 
your systems, right? Because we have relationships with 
these customers, we’ve made sales, we understand their 

buying patterns. How can we use 
that CRM data – joined with the 
insights we get from our first-
party data and third-party data 
– to really hone in on account 
selection? And then how we can 
make some KPIs that measure 
how good, or maybe not-so-
good, that account selection was? 
Closing that loop is what I think 
is probably on the horizon.

RW: For me, when I think about 
what’s next at Intel with ABM, I 
think it’s two things. Number one 
is helping our marketers, who I 
work with closely, understand the 
capabilities we have, which can 
enable that truly personalized 
approach to marketing to a person 
at a company. I’ve mentioned the 
great capability stack we have, 
which we truly haven’t tapped into 
yet in how we personalize. What 
should AT&T see when they hit 
our site, Intel.com, for example? 
We have the ability to change [our 

site] dynamically based on our data in Oracle Eloqua, 
which can "know" that someone is from AT&T.

We should be partnering with marketing so we can ask 
questions and probe and say, “You know, we can add 
dynamic content to an email. What would it look like 
if someone were from AT&T? What sort of information 
should they receive that other people shouldn’t receive?” 
So, what’s next is opening up people’s eyes to what’s 
possible, and then eventually getting to a point where 
we can more globally scale. Right now, we’re kind of in 
"proof of concept" mode, trying to get some quick wins 
under our belt.

The other area I’d like to see us go – and Rashmi kind 
of talked about it – is from a data perspective, we need 
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to achieve a deeper integration with Salesforce.com. 
That would enable not only improved data flow back 
into Oracle Eloqua – so when we say AT&T here, it’s the 
same AT&T there – but also an improved approach to 
sales enablement. For example, if I’m a salesperson and I 
have 10 contacts in AT&T, wouldn’t it be great if I could 
automatically add them to a nurture in Oracle Eloqua? 
Let’s say it’s a four-touch email nurture, tailor-made for 
people at that company. That would be an amazing use 
case, and there would be a lot of other cool use cases, 
too, if we can shore up our Salesforce-to-Oracle-Eloqua 
integration. I see a lot of fruit coming from that.

R1: Excellent. This has been great insight, guys. 
Truly, thank you for sharing. I’d just like to wrap up 
today’s conversation with a question I really value 
when I get to ask marketers and speak with them 
in depth like this. What inspires you as a marketer? 
What fuels you to keep learning and launching and 
executing new ideas?

RW: I started in marketing about 11 years ago. 
Interestingly enough, when I first started college I 
studied civil engineering. I dropped out two and a half 
years into it because I couldn’t cut it. It was very painful 
for me to be an engineer. [Afterward] I looked into 
business school. But I chose marketing, because it was 
a place where I felt I could be creative. In marketing, 
I felt like the painting was only half full, and people 

were constantly adding more to the picture. It wasn’t 
like finance or accounting, where everything was black 
and white, credit or debit. Marketing is always changing; 
it’s always growing. We’re always finding new ways 
to communicate with our audience. That’s what keeps 
me up and going: that question of, “What are the new 
and creative ways in which we can help our customers 
achieve what they’re trying to achieve?” Whether it’s 
a new solution with a cloud service provider, or some 
other sort of solution that just enables them to do their 
jobs better, that’s what really inspires me.

RN: What Rob said at the end there is probably my 
biggest inspiration with marketing, as well. I think the 
best marketing is the kind that is a helpful partner to 
you, in whatever problem you’re trying to solve. I think 
as marketers, sometimes we get really excited about 
technology and about the fact we can reach people 
anywhere, everywhere, all the time with what we think 
is the right message. But I think there is both a lot of 
art and a lot of really good science to being of value 
to whomever you’re reaching. I think that is a never-
ending quest: to really know your customer, know what 
they want, what their problem is in that moment they’re 
engaging with you. How can you really be of value to 
them at that point – at that second? Everything else is 
noise. You have to try really, really hard to provide the 
best value you can. Ò
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RELATIONSHIP ONE: Pleasure to speak 
with you today, Brent. Before we dive 
into the nuts and bolts of a new solution 
that I know you and others have recently 
helped bring to Overstock, can you tell 
us more about the company?

BRENT CHRISTENSEN: Absolutely.  
Overstock.com is a top online retailer; 
we’re an e-commerce pure play. The 
company was founded in 1999 and today 
it has well over 5 million products. We 
see over 30 million UVM and are one of 

the few [e-commerce brands] that have 
reached $1 billion revenue. In fact, we’re 
nearing $2 billion.

R1: Fantastic. As an online shopper, 
I’m sure I’ve contributed to those 
impressive figures!

BC: Yes, I’ve helped out a little bit, too!

R1: What about you, Brent? What do 
you do at Overstock that has helped 
turn it into a name brand that is 
trusted pretty much around the 
world at this point?

BC: I’m a Director of Digital Marketing. 
There are a few of us here. In particular, I 
oversee the automated and triggered push 
marketing we do, which includes email, 
browser push and SMS. I also oversee 
email acquisition and deliverability.

R1: Have you always been a digital 
marketer?

BC: No. I started out as a junior analyst 
at JetBlue a long time ago. Then, I 
taught myself SQL, worked my way 
up as a business intelligence developer 
and became an ETL developer. It was 
just through luck that I happened into 
marketing, and I have loved it ever 
since.

R1: That is some good luck. Because 
now you’re at Overstock, helping to 
manage a program that is going to be 
the meat of our conversation today: 
real-time, customer-driven content.
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AUTOMATION AND TECHNOLOGY INTO BECOMING A DATA-DRIVEN MARKETER. AT OVERSTOCK.COM, 
A HOUSEHOLD NAME IN THE E-COMMERCE SPACE, BRENT USES PERSONALIZED, CROSS-CHANNEL 
MARKETING TO OPTIMIZE LEAD GENERATION.

BRENT CHRISTENSEN
D I R E C T O R  O F  D I G I T A L  M A R K E T I N G

O V E R S T O C K . C O M
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BC: That’s right.

R1: Could you start at the beginning? 
What was the x you were trying to 
solve for, so to speak, that led you 
to explore and help build out this 
project as a solution?

BC: About four years ago, we built an 
in-house product that delivered content 
at time of render. And at the time, we 
were really excited about it, because 
back then it was unparalleled in its 
technology. We began using it a lot in 
our emails. What eventually happened 
was that we wanted to make our content 
even more real time. Also, we wanted 
to make it cross-channel, branch it out 
from being specifically for email.

But as you know, the industry is 
changing so fast. There are so many 
different touchpoints and devices and 
different channels for people to use. 
The problem was that not all of our 
content worked with those channels, 
so we needed to make our in-house product more robust. 
That’s where our need to find the solution we use today 
started.

R1: And can you share an example of what that 
solution can do? What sets it apart from the original 
iteration that you set out to enhance and improve on?

BC: Let’s take email, for example. Imagine that you get 
an email that has a nice subject line, so you click to open 
it. And when you do – in that moment, when you click 
to open it – what you have received is an email that is 
actually empty.

R1: Hence the name I know the teams at Overstock 
have given the solution: “customer-driven content 
delivered at time of render.” The person doesn’t 
experience the email as empty; they actually 
experience it as full. It’s just that the email is coded 
to come to them empty and then fill itself in based 
on their actions and behaviors.

BC: That’s it.

R1: Awesome. So, that was how it all started. Can 
you take us now to the end, closer to the conclusion 
– past implementation to the point you are with it 
today? What sorts of results are you seeing with this 
project?

BC: Honestly, we’re not quite there yet. To achieve the full 
scope of what we’re doing, that will take us through 2019. 
But the initial results of the project have been incredible.

We’ve seen massive conversion hikes, as well as more 
engagement overall. Our click-through rate is going 
through the roof. Ultimately, though, what we want to 
achieve by making this go cross-channel – so that it 
also hits landing pages in real time – is an increase in 
conversion that gives just the right number of touchpoints 
to each customer.

R1: How many different teams at Overstock had to 
come together and brainstorm and execute to make 
this project actually happen?

BC: We started with a fairly small team. We had an amazing 
idea: We wanted to be able to render personalized content 
on open, or on render. That’s what we started with. Then 
we realized we needed to get more real time in [how we 
processed] all of our data if we were going to do that. That 
led us to bring on a CDP, which stands for Customer Data 
Platform. CDPs are becoming more and more popular as 
a tool in e-commerce that helps you manage data in real 
time, like customer profile information.

On top of that, we added a piece of software that helped 
us figure out which channel is the right channel for each 
customer so we could send out personalized content 
no matter the platform – SMS app, push browser, push 
email. All of that is now done in-house through our data 
science teams and our dev teams, both the rendering on 
open and the content decision making.

R1: That’s great that you guys figured out the 
problem – the main problem, maybe – and then 
even as you tried to solve it had to work together 
to overcome smaller problems en route to the main 

-  STORIES OF MARKETING INSPIRATION  -
Ò

"ONE OF THE MOST IMPORTANT 
DECISIONS WE HAD TO MAKE 
WAS AROUND WHAT PEOPLE 

TO BRING ONBOARD [TO HELP 
US MANAGE THE PROJECT]. 

WE HAD TO GET THE RIGHT 
PEOPLE IN THE RIGHT SEATS."
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solution. What sorts of decisions governed that process? 
Because I know you’ve just streamlined it for us, but I’m 
sure it was a long and winding journey with some tough 
choices.

BC: Oh, man. One of the most important decisions we had 
to make was around what people to bring onboard [to help 
us manage the project]. We had to get the right people in 
the right seats. Another important factor was figuring out 
what vendors and what technology to use. Luckily, we have a 
remarkable team, so after we figured out what choices would 
make the biggest impact on the project, we built things out 
accordingly.

We had to make sure the PLC was going to work out. We 
had to prove internally that this project had value and that 
we knew what we were doing, because that would enable us 
to get more intense investments in it to make it even better 
down the line.

R1: What has been the hardest part of this whole process? 

BC: That hardest part we’ve been through? You know, I don’t 
think we’ve even hit the hard part yet! I’ ll tell you that. But 
one of the biggest challenges we’ve encountered has been data 
flow. We’ve had to make sure that all of the data is flowing 
from the source, which is the Overstock website, through 
our CDP. And then, we have to make sure the data gets sent 
to all the right places so it correctly ends up in our EDW 
[Enterprise Data Warehouse] where our analysts and data 
scientists can use it to build models.

R1: And those data models are what you use to fill in 
the “empty” emails and push messages with personalized 
content based on customers’ actions and behaviors?

BC: Exactly. And another challenge was just managing the 
sheer volume of content. We have so much content around 
so many different products, so there are many options or 
possibilities for us to deliver to customers based on what we 
think they might want or need to see.

R1: That’s so interesting. I mean, marketers are often 
bemoaning the fact they don’t have enough content, right? 
Sometimes it feels like we never have enough! But one of 
your biggest obstacles at Overstock was saying, “Wow, we 
have so much content. What should we give to whom?”

BC: For sure. All the different ways content can be used by 
different audiences has been a challenge.

R1: Now, I know we’ve already discussed some of the 
positive outcomes you’ve seen from the project, in terms 
of numbers — higher conversion rates, for example. But 
let’s leave the strictly quantitative. What are some other 
wins Overstock has seen from the project?

BC: The big wins have been the lessons learned so far. The 
fact we’ve been able to have a successful PLC and know 
that all the plumbing is working? That’s a win. The fact we 
can render it at scale, giving massive amounts of content – 
personalized content – at time of render? That is a win. We’re 
putting different tools together that we probably didn’t plan 

on putting together. We’re honestly going down some new 
avenues that I’ve never even heard of. And we’re all really 
excited about it. The possibilities alone are getting the team 
stoked about what we can do.

R1: Right, and for good reason. How big a role has 
technology played in this project? How much of the 
excitement you guys feel can be attributed to technological 
choices you made?

BC: Great question – but in all honesty, technology is secondary. 
Because as I said before, the team is the most important part.

But technology is still important, of course. We needed a 
strong CDP that could send data to the right platform in a 
matter of milliseconds, because that determined the content 
that would render for the customer – be it on email or SMS 
or a landing page.

R1: And technology aside, what do you think the next 
steps are for this project? What are the outstanding 
goals? Is there anything in the works that you’re really 
looking forward to unveiling for customers?

BC: We’re going to be perfecting this project for a while. 
Truthfully, though, a big dream of mine – a pipe dream, 
maybe – would be to have a website that could render at time 
of view.

Imagine that you go to our website, Overstock.com, and the 
content you see isn’t even determined yet; it would render 
when you [go there]. That’s the big dream. That would mean 
everywhere from SMS to email to app pushes, all the way 
through to checkout or the cart on our site, you could have 

-  STORIES OF MARKETING INSPIRATION  -
Ò

"TECHNOLOGY IS 
SECONDARY ... 
THE TEAM IS 

THE MOST 
IMPORTANT 
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an experience that is 100% personalized, completely 
rendered at the moment you need to see it.

R1: Hey, pipe dreams can be good for us! Lofty 
goals push us forward, right? I love that vision. 
And if we can switch gears just a little bit to talk 
about you personally – the man behind the real-
time rendering – what are some tools essential to 
what you do?

BC: Since my background is in data, the tool I can’t live 
without is our EDW [Enterprise Data Warehouse]. It controls 
the data flows that happen, and data itself is our biggest tool.

R1: Last but not least, what would you say inspires 
you as a marketer? What motivates you to chase 
those pipe dreams and help make them real for you 
and your colleagues and customers?

BC: What really inspires me is progress and learning. You 
know, I get to wake up every morning and think about 
how I can contribute a new solution to a problem that 
we’re having at work. I’m able to challenge myself in an 
industry that is changing faster than anything else I can 
think of. All of that, to me, is incredibly inspiring.  Ò
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NO MATTER WHERE YOU ARE IN YOUR MARKETING TECHNOLOGY 
STACK DEVELOPMENT, THESE SIMPLE STEPS WILL HELP YOU PLAN 

AND ASSESS YOUR CURRENT INITIATIVES.

Overwhelmed, anxious and paralyzed are just a 
few of the adjectives marketers use to describe 
how they feel about marketing technology and 

its exponential growth over the last five years. At the 
same time, words such as enthusiastic, empowered and 
passionate are used to convey their excitement around the 
opportunities these technologies bring for unification, 
cross-channel marketing, demand generation and 
revenue marketing across their marketing ecosystem.

According to Scott Brinker and his recent 2018 Marketing 
Technology Landscape Supergraphic, there are nearly 
7,000 marketing technology solutions, up nearly 40% 
from last year alone. For comparison, there were merely 
1,000+ technologies in 2014 – only 4 years ago! This 
kind of rampant growth makes it difficult for even 
the best marketing technologists to stay informed and 
educated on the latest solutions.

Some of the many challenges we face as modern 
marketers are identifying the right technologies for our 
business, maintaining our collective technology stack 
and ensuring we make the most of these platforms. We 
continually need to review our marketing technology 
stack to ensure we’re maximizing utilization and closing 
capability gaps.

Although we may not label it as such, every marketing 
team has a marketing technology stack, whether it 
includes a few solutions or hundreds. The core platforms 
typically comprised marketing automation, CRM 

M E L I S S A  S A N T O S

FIVE STEPS
 TO ASSESSING 

YOUR MARKETING 
TECHNOLOGY STACK
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and website solutions, but there are dozens of other 
technologies we need to monitor and assess as we 
advance in our marketing maturity.

Perhaps you are at the beginning of your journey and 
looking to design your initial marketing technology 
stack. Conversely, maybe you have dozens or even 
hundreds of technologies across multiple business 
units and/or regions, and you need to consolidate and 
maximize capabilities. Wherever you are in your journey, 
it may help to utilize this primary process to begin your 
quest and assess your marketing technology stack.

STEP 1: PLAN

During the planning phase, you define and document 
your overall marketing strategies and goals. Your 
marketing technologies should align to your corporate 
objectives. In order to properly assess the technologies 
you need, it’s important to start with defining your 
requirements related to capabilities and marketing 
goals. If you already have your marketing plan in place, 
that’s an excellent place to start. If not, defining goals 
and strategies may require a heavier effort, including 
working with your various marketing stakeholders. In 
either case, you need to end with a clear definition of 
your marketing goals, strategies and plans.

In addition, just like planning your marketing 
infrastructure and ecosystem, you’ll need to define your 
team’s capabilities. What are the main competencies 
required to reach the goals and objectives you have 

defined? For example, faculties such as marketing 
planning, lead management, lead scoring, content 
management, nurturing and data analysis may be on 
your list of required capabilities. Your list may be small 
or large depending upon the size of your company 
and the responsibilities within your marketing and  
sales teams.

By the end of this stage, you should have a detailed list 
of capabilities, or, if you’re so inclined, a visual map, 
illustrating your business and marketing goals and the 
processes and capabilities required to accomplish them.

STEP 2: AUDIT

Now that you have a formalized view of your goals 
and capabilities, it’s time to audit your marketing 
technologies. Collect a list of all technologies your 
marketing teams, and perhaps sales teams, are utilizing 
regularly. This may include solutions related to CRM, 
marketing automation, conversion, web analytics, sales 
enablement, paid media, social, etc. You are not yet 
analyzing the merits of any one platform, nor should 
you be concerned about duplication, underutilization 
or any other issues. You are simply gathering a list of 
all technologies so you can assess them later.

To conduct a thorough audit, reach out to key 
stakeholders across various departments, business 
units, regions, etc. You may want to schedule short 
conversations with individuals to review their 
technologies, but in most cases a simple survey or 
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worksheet will uncover all of the technologies in use. 
Consider supplying examples, capability categories, or 
other technology descriptors to help people remember the 
various technologies they use to accomplish their tasks.

At the end of your audit, you should have a decent list 
of all technologies in use across various groups in your 
organization.

STEP 3: DISCOVER

Knowing all of the technologies used by your teams is a 
great start, but you need a full understanding of context 
in order to complete your assessment. To uncover 
this level of detail, conduct interviews with your key 
stakeholders and the users of the technologies. If you are 
planning to interview people during your audit phase, 
include your discovery questions at the same time.

As part of your interviews, ask questions that will help 
you understand the need and scope of the technologies. 
These are a few questions you can seek to answer:

• Who is using the technology?

• How are they using it?

•  What are some of the challenges they encounter with 
the technology?

• Are there areas of improvement they see?

• What value is the technology bringing to them and 
the team?

• How does the technology interact with other 
technologies, if it does?

• How is the technology configured?

At the end of the discover phase, you will have a thorough 
analysis of the marketing technologies in use along with 
their context — usage, configuration, integration, data, 
value, users, etc.

STEP 4: ASSESS

Once you’ve reached this stage of the process, you will 
have identified (and perhaps created a technology and/or 
capabilities map of) your goals against capabilities and 
supporting technologies. You will also have supporting 
documentation to describe the details of each solution, 
including how it is used and who is using it. Armed with 
this information, you can begin your assessment and in-
depth review of your overall marketing technology stack.

This is when you’ll begin to make cross-platform 
connections, dive deeper into what these technologies 
can do for your business, and detail how each solution 
can integrate with others. You’ll see patterns and areas 

for improvement in multiple areas. To start, keep your 
eye out for the following:

• Gaps – Where in your map are there gaps in 
technologies? In other words, where have you listed 
goals and capabilities, but do not have technologies 
that can support these needs?

• Redundancy – Where do you have capability overlap? 
Are there multiple technologies performing the same 
function and outcome? Are there certain business units 
or regions using different technologies that do the 
same thing (i.e., event management, lead scoring, etc.)?

• Inconsistency – Are there varying ways that users 
are utilizing your technologies? Is a governance 
system required or something to be considered? Are 
some teams utilizing more of a specific technology 
solution than others?

• Underutilization – Do you have robust technologies 
in your stack, but users are only utilizing a small 
fraction of what they can actually do? Are there 
capabilities within certain technologies that can 
increase productivity, quicken lead to revenue and/
or eliminate the need for additional technologies or 
processes requiring resources and money.

Don’t be in a rush to complete your assessment. Give 
yourself time to review your notes, continue conversations 
with users, and give your mind time to find opportunities 
for improvement. Consider feedback you’ve heard from 
key stakeholders and continue to include them in your 
analysis. Not only will this help you develop a thorough 
assessment, but it will also increase buy-in when you’re 
ready to take action.

STEP 5: ACTION

When you reach the action stage, it’s finally time to create 
a visual diagram of your marketing technology stack, 
including a rollup to goals and capabilities. Illustrate 
areas within your diagram that need improvement, 
such as those identified in your assessment. Additional 
documentation detailing your recommendation is also 
required, but a clean visual will go a long way in helping 
you present your findings and acquiring buy-in and 
approval for change.

Change management, organization readiness and internal 
onboarding are outside the scope of this post, but they are 
all imperative to moving your recommendations forward.

Congratulations! You have officially started your 
marketing stack planning journey. It may seem like 
an arduous task, but it will certainly prove to be a 
worthwhile endeavor. Q
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Centers of Excellence (CoE) have a common structure 
and similar functions, but the real challenge 
is preparing for change and acquiring internal 

support. It’s critical that we’ve identified the right path to 
fulfill the unique requirements of your business and solve 
for the problems that highlighted the need for a CoE in the 
first place. Our first step in building a CoE is to build your 
business case for needing one. We need to communicate to 
key stakeholders what problems the CoE will solve and how 
the organization will benefit. So let’s begin this discovery 
and set the foundation for your planning.

STEP 1: ASSESSMENT

First, in order to make change, you have to understand 
where you’re at. And you might be surprised (okay, maybe 
not) with the lack of visibility in what the organizational 
structure and current processes look like today. Start 
with the following questions; these can be in the form of 
stakeholder interviews, surveys, workshops, etc.

• How is the business structured at a high level?

• Is there a product owner or team of administrators?

• Do you have a centralized or decentralized model?

• Do you leverage a demand center?

• Do you partner with agencies?

• What’s the regional variability of your teams (number 
of headcount, overlap of roles, use of agencies)?

• What’s the chain of command, or how are the teams 
dependent on one another?

• What are the common processes that occur?

• Are they defined and known across these teams?

You’ll likely need to reach out to several types of 
team members to gather the above information. Some 
places to start are your executive team, steering 
committees, central marketing (demand creation and 
ops), your regional leads, and heads of other functional 
departments, such as sales, IT, or field marketing.

Once you do this, you may balk at what you “didn’t 
know that you didn’t know.“ You’re not alone. In dealing 
with the pace of our industry and the resulting changes 
to keep up with it, this can often result in individuals 
wearing 12 different hats, a mixed bag of agencies, 
inconsistent or unknown processes or an assortment of 
missing roles or people in the wrong ones. All are not 
only incredibly common, but also what we aim to fix.

CENTER OF EXCELLENCE: 
BUILDING YOUR CASE

BUILDING A CENTER OF EXCELLENCE (COE) IS NO SMALL TASK. WHEN YOU ARE 
FIRST CRAFTING YOUR VISION, IT’S IMPORTANT TO ASSESS YOUR CURRENT 

STATE, BUILD YOUR VISION, ANAYZE REQUIREMENTS, AND BUILD YOUR 
CASE FOR INTERNAL SUPPORT. ASSESSING ORGNIZATIONAL READINESS AND 

PREPARING FOR CHANGE ARE CRITICAL.
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STEP 2: VISION

Now that you understand where you are (and have it 
fully documented out, right?), let’s look at where you’re 
going. What is the known roadmap for your:

• Marketing strategy – In those annual marketing 
plans, what was defined? How about go-to-
market strategy and planned campaigns? Or maybe 
you’re tackling Account-Based Marketing (ABM)? 
Essentially, what is the roadmap in the coming year — 
or years —  ahead? This will impact your marketing 
teams and how the CoE can sufficiently support them.

• Technology stack – There is always technology 
being added, removed, changed or migrated. What 
does that look like for you? Often this will align to 
the above strategies such as a predictive or intent 
monitoring vendor for ABM or a data management 
platform (DMP) to aggregate, analyze and support 
your other technologies, but this could also be a 
migration to a unified CRM, for example. Knowing 
these changes will help determine where resources 
will be needed for these technologies, as well as the 
process and change management efforts to ensure 
their success.

• Organizational changes – We’ve spent a fair amount 
of time understanding how everyone is structured 
today, but if there has been a recent acquisition or 
an upcoming reorganization, we’ll need to account 
for them.

You don’t want to create a CoE just to address the current 
state and problems of today, but rather align and support 
where you’re going as a company.

STEP 3: ANALYSIS

You just gathered a lot of data, so now it’s time to do 
some digging to determine:

• What’s working well today? Who can you potentially 
model? This not only gives you a template or place 
to start, but also supplies proof of success when 
you begin presenting your findings and proposing a 
recommended approach. 

• What’s not working well? This will be lengthy, but don’t 
shy away from it. The problems are there regardless 
if they’ve been identified, but in doing so, they can 
finally be addressed.

• Where are the gaps? Based upon where you are and 
where you’re headed, what are the issues, risks and 
limitations that you need to account for?

This process has several other benefits as well: when 
presented, you show people they’ve been heard and 
understand both their wins and the problem(s) they’ve 
been dealing with; you’re amassing evidence for the need 
to change; and when implementing this eventual plan, 
you’ll know you’re on track when it begins to address the 
issues, one after another. 

STEP 4: BUILD YOUR CASE

It’s time to build your case by summarizing where you’re 
at, acknowledge where the company is heading, identify 
what’s in your way, and outline how the functions of a 
Center of Excellence can solve, or serve as the catalyst 
for solving them. This then becomes a critical component 
in building out the plan.

Congratulations! You’ve now done the homework to 
overcome one of the greatest barriers to success, one that 
would stop you before you start: communicating the need 
and getting buy-in from senior leadership. Implementing 
a CoE requires substantial change, to both people and 
the processes they effect, and therefore requires a top-
down approach. By communicating the business case, 
you’re better equipped to get the sign-off, advocacy, and 
support from your executive team to move it forward. Q



KEY CONSIDERATIONS 
WHEN PLANNING 

YOUR ORACLE ELOQUA 
INTEGRATION

WHETHER YOU ARE WORKING IN AN ESTABLISHED INSTANCE OF ORACLE 
ELOQUA AND PREPARING TO INTEGRATE WITH A CRM FOR THE FIRST TIME, 

OR YOU'RE BUSILY IMPLEMENTING ORACLE ELOQUA AND INTEGRATING 
SIMULTANEOUSLY, THERE ARE MANY DECISIONS AHEAD OF YOU. AND MAKING 

THE CORRECT ONES HELP ENSURE YOUR INTEGRATION  
MEETS THE NEEDS OF BOTH MARKETING AND SALES.
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In this article, we’ll 
focus on some of the 
key considerations 

and pitfalls to be aware 
of as you plan for your 
integration journey. 
For clarity, when I 
refer to “integration,”  
I’m referring to 

integrations with Oracle Eloqua and a CRM that Oracle 
Eloqua natively integrates with via the integration 
panel. A list of those CRMs can be found at Oracle’s 
Help Desk.

USE CASES AND RELEVANT FIELDS

Your CRM likely contains a wealth of information, 
making it overwhelming to figure out what data needs 
to be brought into Oracle Eloqua. Generally speaking, 
information needed for segmentation, personalization, 
scoring, routing and reporting are the fields to focus 
on.  One of the most important and often overlooked 
steps, however, is documenting all of the marketing 
and sales use cases that the Oracle Eloqua to CRM 
integration needs to support.

As a first step, work with relevant team members to 
document the different ways you’ll use the data. A simple 
example: “Marketing needs to personalize the To and 
From name of emails based on a client’s account manager 
using signature rules.” This indicates it is important to 
have information in Eloqua that both identifies current 
clients as well as who their account managers are.

From simple to more complex, having a clear 
understanding of your use cases will help to solidify 
what information to integrate.

DATA MODEL

Once we begin to understand which fields we need to 
bring in from CRM and how they will be used, we 
also need to understand how this data is stored and 
associated to contacts or leads inside your CRM and 
the differences in how that can translate into Oracle 
Eloqua’s data model.

Oracle Eloqua has three primary tables: contacts, 
accounts and custom objects. While there is only 
one contact and account table, you can have multiple 
custom object tables that support either a one-to-one 
(one custom object record to one contact or account) 
or one-to-many (many custom object records to one 
contact or account) relationships.  Oracle Eloqua does 
not currently support a many-to-many relationship (one 
contact being associated to multiple accounts or one 
custom object being associated to multiple contacts).

In order to have relevance for most purposes like 
segmentation, each custom object record must be 
mapped back to one contact or one account, and they 
cannot be mapped to both at the same time – meaning 

it cannot be used as a type of join to link multiple 
tables together inside Oracle Eloqua.

Depending on your particular CRM, you can set up 
various auto syncs that will pull data from your CRM 
into Oracle Eloqua and store it into contacts, accounts 
or custom objects. If you are using Salesforce as your 
CRM, you can pull up to one table deep of related 
tables in the same sync. As a simple example, you can 
pull associated account attributes into the contact table 
at the same time you pull contact data through your 
Get Contacts auto sync. For all other CRMs, each auto 
sync can only pull from one table in CRM at a time. 
In all cases, auto syncs can only write to one table in 
Oracle Eloqua at a time.  If you need account data on 
both the contact and account tables in Oracle Eloqua, it 
will take a minimum of two auto syncs to accomplish.

CRMs support relational tables where a reference 
object (for example, a table of the products you sell and 
whether they have a subscription license or perpetual 
license) can be associated back to other objects using 
values common to each. In this example, my contact 
may be associated to an opportunity, the opportunity 
has a code that represents a product and that code 
matches the attributes or description of the product 
in my products table. For my marketing use case, if I 
need to target contacts based on those associated with 
an opportunity with a product that has a subscription 
license, referencing that many tables in CRM back to 
Oracle Eloqua in a useable way can be tricky.

While this example may be a bit more complex, 
ultimately, once you have a clear understanding of 
what data you need and how it will be used, there are 
a variety of tactics that can be applied to structure the 
data the way you need it in Oracle Eloqua.

EXISTING VERSUS NEW INSTANCE OF ORACLE 
ELOQUA

Another consideration is whether you are integrating 
with a brand new instance of Oracle Eloqua or an 
existing instance that already has contact and other 
information stored. In the first case, if the source of 
your contact data will be your CRM, typically there is 
little risk in integrating directly into your production 
instance of  Oracle Eloqua.  If you pull all the data in 
and there is an issue, it’s reasonably simple to clear it 
out and start over again.

By contrast, if you are integrating with an already 
established instance, best practice is to first thoroughly 
test the integration in an Oracle Eloqua sandbox to 
help ensure existing operations and data in Oracle 
Eloqua are not corrupted. An important note is that 
Oracle Eloqua sandboxes are one directional, meaning 
you can replicate your production instance to the 
sandbox instance, but you can’t push changes from 
sandbox back down to production like a typical CRM 
sandbox. For this reason, it’s best practice to build 
the integration in your production instance, ensure 

J O A N N  T I L L M A N
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everything is disabled then replicate to sandbox and test 
what you built there; otherwise you are not really testing 
what you just built.

The other consideration that becomes more important 
when integrating with an existing instance is data 
priority, particularly if you have already been using a flat 
file integration via an SFTP. Data priority helps decide 
what data “wins” on a field-by-field basis between what 
was already in Oracle Eloqua and what is coming in via 
the new CRM integration or other sources. Data priority 
also comes into play when we talk about same-email 
duplicates in your CRM.

SAME EMAIL DUPLICATES

Except in rare cases, the global key for Oracle Eloqua is 
email address, and even in cases where this has changed, 
Oracle Eloqua has a uniqueness constraint whereby no 
two Oracle Eloqua contacts can have the same email 
address.  This is very different from CRM systems 
where same-email duplicates are not only possible, but 
depending on your lead management model, it might 
be expected and commonplace.  Before we get into lead 
management models, let’s first get an understanding of 
how same-email duplicates affect Oracle Eloqua.

While customization is possible, typically when auto 
syncs are pulling from your CRM and writing to Oracle 
Eloqua, email address 
is the mapping key. 
When CRM records 
with the same 
email address are 
imported into Oracle 
Eloqua at the same 
time, duplicates are 
merged into a single, 
complete record, with 
the highest ASCII 
value retained on a 
field-by-field basis. In 
ASCII methodology, 
Z is higher than A, 
9 is higher than 1, 
letters are higher 
than numbers and 
lowercase is higher 
than uppercase. 

 Unless your lead management model specifically requires 
it, removing and controlling same-email duplicates in 
your CRM will help with data quality in Oracle Eloqua. 
Try as you may to enforce dupe blocker and other 
methods, same-email duplicates have a way of sneaking 
in.  For perspective, if a same-email duplicate exists in 
CRM but only one of the two is actively being managed 
and edited, the auto sync will pull just the modified 
record.  Additionally, setting your Get Contacts data 

source to have a higher priority than your Get Leads data 
source helps ensure if you have a same-email duplicate 
on the contact and lead table in CRM, the Contact data 
will win out in Oracle Eloqua.

LEAD MANAGEMENT MODEL

Another important decision will be around which type of 
lead management model you are looking to implement. 
This will be a joint decision between marketing and 
sales, and is mostly dependent on the way your sales 
organization is structured and how they receive and 
manage leads.  Do you have an inside sales team ready 
to qualify leads with a five-minute SLA? Are you 
aligned regionally or vertically?  If someone responds to 
two completely different product offers, will the same 
salesperson contact them or is it handled by different 
sales reps?

The answers to these questions will help determine 
which lead management model you need to implement 
in Oracle Eloqua.  The three most common options are 
described in the image below.  

Based on your business’ unique sales structure and 
needs, the logic for your CRM Update Program (the 
primary way that Oracle Eloqua updates contacts and 
creates or updates leads) will need to be built to support 
your individual sales structure.

CONCLUSION

While there are many things to consider when getting 
ready to integrate with Oracle Eloqua, these are a few of 
my favorite topics to review with clients. Q



Visit apps.relationshipone.com for a full listing 
of apps available for Oracle Marketing Cloud.

CAMPAIGN ENHANCERS 
Eloqua Form Submitter 

Eloqua External Activity Generator 
Twilio SMS Connector 
Eventbrite Connector

PRIVATE APPS 
 

Solve your specific business need

DATA MANAGERS 
 

Eloqua Data Appenders 
Eloqua Inspectors
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INTEGRATIONS
 

Oracle NetSuite Connector
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Responsys to Database

CREATIVITY, 
DRIVEN BY FLEXIBILITY

We've been developing private, custom apps for years, giving our clients 
exactly what they need for their specific journeys toward a modern marketing 
utopia. Apps built by Relationship One extend the reach and capabilities of 

Oracle Marketing Cloud. The sky's the limit on connectivity. 
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C H R I S  A R R E N D A L E

We recently polled email marketers and asked them how they 
thought their company’s deliverability was performing. Based 
off the results, the overwhelming majority could benefit from 

some improvements. Collectively, even as email marketers, sometimes 
we don’t have the slightest idea on how our deliverability is doing, 
sometimes we need help, and then there are the few who are having no 
issues at all.

Here are a few essential tools and definitions that should stay in every 
email marketer’s toolkit. Cheers to the inbox!

DELIVERED VS. DELIVERABILITY

In our recent survey, we asked email marketers to share their definition 
of “Deliverability.” The results proved that more and more marketers are 
beginning to grasp the importance of this concept. Most participants 
responded with some iteration of “Making it to the inbox” - and this is 
absolutely correct! 

“Delivered” refers to the number of emails that were successfully 
transferred to the intended recipient’s mailbox provider. “Deliverability” 
is the measure (usually a percentage) of how many emails actually make 
it into the inbox.

WHAT DO YOU 
REALLY KNOW 

ABOUT YOUR 
DELIVERABILITY? 

KEY STEPS TO AUDIT 
YOUR REPUTATION

FEW ASPECTS OF EMAIL MARKETING ARE MORE MISUNDERSTOOD 
THAN THE ART AND SCIENCE OF EMAIL DELIVERABILITY. EQUAL PARTS 
TECHNOLOGY AND LOGIC, DELIVERABILITY IS A CRUCIAL COMPONENT 

OF AN EFFECTIVE EMAIL MARKETING STRATEGY.
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The key difference here? The inbox. “Delivered” differs 
from “deliverability,” because “delivered” does not 
necessarily mean an email made it to the inbox. A delivered 
email may end up in a variety of other places — such as 
the dreaded spam folder — but the label “delivered” does 
not specify that information. Conversely, “Deliverability” 
entails metrics for further analysis, such as open and 
click data, complaint data and bounce data. 

SHOULD I SEND EMAILS FROM A SUBDOMAIN? 

Before we answer that question, let’s discuss domains, 
shall we?

In the email world, we send from either an organizational 
domain or a subdomain. An organizational domain 
looks just like your website’s domain name, such as 
“relationshipone.com.” Receiving an email from a 
domain name address would show up as: example@
relationshipone.com. 

A subdomain is an extension of any particular domain 
name. It is created by adding a “.”, or a period, with 
another word or letter: example@emails.relationshipone.
com.

There are multiple benefits to sending from a subdomain: 

• Subdomains allow a sender to separate different kinds 
of mail (i.e., transactional, marketing, activation) in 
an attempt to build and maintain separate domain 
reputations.

• Subdomains allow a sender to easily add DNS records. 

• There is no minimum sending volume for a particular 
subdomain.

• A subdomain’s reputation does not affect the 
organizational domain.

However, if you decide to create a subdomain, proper 
implementation is paramount. Be sure to set up SPF and 
DKIM authentication for each subdomain. Both SPF 
records and DKIM records are DNS txt records that 
will help add legitimacy to your subdomain in the eyes 
of major ISPs.

SPF (Sender Policy Framework) authentication 
specifies which IP addresses are able to send mail for 
a particular domain. DKIM (Domain Keys Identified 
Mail), an encryption authentication method, confirms 
the origination of an email from an authorized network 
and prevents spammers from stealing the identity of 
legitimate entities.

Once the subdomains have been created and authenticated, 
you can begin sending mail! However, we strongly 
discourage our clients from sending a mass email blast 
immediately on a new subdomain; that is considered 

spam-like behavior. In order to avoid looking like a 
spammer to ISPs, be sure to send to your list in small, 
gradual segments, slowly incrementing over a period of 
two to five weeks. We call this the warming process.

SHARED IP VS. DEDICATED IP

Which is better for deliverability: a shared IP or a 
dedicated IP?

This is a tricky question. The correct answer is, “It 
Depends.” The decision to send from either a dedicated 
or shared IP depends on several factors:

SENDING VOLUME

We typically recommend a dedicated IP for higher 
volume senders:
B2B: Minimum 100,000 emails per month 
B2C: Minimum 500,000 emails per month

Lower-volume senders would benefit from a shared IP.

SENDING BEHAVIOR

As the sole sender of a dedicated IP, you are the only 
one responsible for your reputation. If you’re a good 
sender, that works in your favor. You have the authority 
to maintain your good standing.

BUDGET & TIME

As to be expected, a shared IP will be more affordable 
than a dedicated IP. A dedicated IP will also require a 
warming period that will take place over the course of 
several weeks. So, if you’re planning to switch, make 
sure you have ample time to warm. 

HARD BOUNCES VS. SOFT BOUNCES

In the email world, a bounce is worth a thousand words. 
All email marketers should monitor and analyze both 
hard and soft bounces in order to gain valuable data 
about their sending infrastructure, campaign content 
and overall inbox placement. Bounce logs are kept 
within your ESP or CRM and are often available to you 
upon request. Do you know what the difference between 
a hard and soft bounce is, though? 

A hard bounce indicates a permanent delivery failure. 
While an email could hard bounce for a variety of 
reasons, the most common causes are: an invalid email 
address, invalid domain or a server rejection. We 
highly recommend reviewing your hard bounces and 
determining if they need to be suppressed from your list. 
It’s important not to send to bad email/domain addresses 
repeatedly! Retried delivery attempts will not reach the 
inbox and will negatively affect your reputation.
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A soft bounce indicates a temporary delivery failure. 
Typically, a soft bounce will indicate whether:

• There could be a rate limiting issue.

• The recipient’s mailbox may be full.

• The sender may be blocked by an ISP.

• The message may be too large.

UNSUBSCRIBE VS. COMPLAINT

As an email marketer, which would you rather receive 
from a subscriber: an unsubscribe or a complaint?

By far, an unsubscribe is the more favorable outcome. 
Not only is an unsubscribe option legally required for 
email marketing emails, it weighs far better on your 
domain’s reputation than a complaint. Furthermore, it 
is important to place the unsubscribe link in a place in 
the email where it can be clearly seen by the recipient - 
not written in text that is the same color as the email’s 
background or hidden in an image. If a reader cannot 
easily unsubscribe, they may complain in frustration.

Complaints occur when a recipient marks an email as 
spam. That recipient should be automatically removed 
from your sending list. Repeatedly sending to a user that 
has complained will cause ISPs and Blacklists to take 
notice and will negatively influence your reputation. 

While complaints are unfortunate, they can be 
informative. Setting up a feedback loop is a wise way 
to monitor complaints. Feedback loops forward user 
complaints to the sender, allowing you as the sender 
to see the reason why they complained, (e.g., irrelevant 
content, too many emails, uninterested, etc.) and then 
make appropriate changes to your content, list practices 
or sending behavior. Not all mailbox providers have a 
feedback loop, but most of the major ISPs do provide one.

FREE TOOLS TO MONITOR DELIVERABILITY

• Google Postmaster Tools: 

 » Gives insight into your Gmail reputation

 » Monitors User Reported Spam, IP Reputation, 
Domain Reputation, Feedback Loop, 
Authentication, Encryption, Delivery Errors

 » https://postmaster.google.com/

• Microsoft SNDS:

 » Gives insight into your Microsoft reputation

 » Monitors complaint rates, mail volume, spam 
trap hits and filter rating

 » https://sendersupport.olc.protection.outlook.
com/snds/

• Office 365 Header Analyzer:

 » Provides insight into header values and 
reputation values for Office 365 emails

 » Allows you to review BCL, SCL and PCL values 
from Office 365

 » https://testconnectivity.microsoft.
com/?tabid=mha 

• Below are some other good sites to monitor your 
reputation:

 » Barracuda - http://barracudacentral.org/
lookups

 » Proofpoint - https://ipcheck.proofpoint.com/

 » Watchguard - http://reputationauthority.org/

 » Webroot - http://www.brightcloud.com/tools/
url-ip-lookup.php

 » Mailspike - http://mailspike.org/iplookup.html

 » Symantec - http://ipremoval.sms.symantec.
com/lookup/

 » Trend Micro - https://www.ers.trendmicro.
com/reputations 

The main point? Make monitoring your deliverability 
a priority. 

Get familiar with the technical aspects of authentication. 
Analyze hard and soft bounces regularly to gauge why 
emails are not being delivered. Do your research before 
switching IPs or adding a subdomain. And finally, make 
it easy for users to unsubscribe. We want to send to 
people who actually want to receive our emails. Those 
will be the people who engage with the emails and help 
to build a good reputation. Happy sending! Q
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BACK TO BASICS: 
CONDUCT A 

SYSTEMS CHECK ON 
YOUR MARKETING 

AUTOMATION 
PLATFORM

YOUR HOUSE IS ONLY AS STRONG AS ITS FOUNDATION. SAME HOLDS TRUE 
FOR YOUR MARKETING AUTOMATION PLATFORM. RETURNING BACK TO 

BASICS ALLOWS ONE TO PUT ON THEIR DIGITAL STRUCTURAL ENGINEER HAT 
TO ENSURE THEIR PLATFORM’S FOUNDATION WILL SUPPORT ENVISIONED 

MARTECH EXPANSION.
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Although the marketing automation platform 
focuses on Oracle Eloqua, the concepts and 
logic are transferable to most other platforms.

AUDIT YOUR CONTACT BANDWIDTH

It’s not just a best practice, but also a contractual 
obligation. Each Oracle Eloqua instance is contractually 
bound to staying within their agreed-upon database 
band. With this threshold in hand, reference the home 
screen of your instance, post-login. In the upper right-
hand corner, you’ll find the current count of your 
database (Overview > My Contacts).

If you’re over or nearing surpassing this threshold, 
increasing your contracted bandwidth may be 
warranted, but a review of your existing database may 
provide other opportunities to free up some space.

UNREACHABLES

These are contacts who have opted-out of receiving 
communications from your organization or are marked 
as hard bounceback due to a permanent failure message 
being delivered upon delivery. Neither one can be 
communicated to—via email channel—hence, the 
unreachable reference.

By navigating to Insight, you’ll find the Database Health 
Dashboard, which presents a visual overview of contacts 
in your database currently with this classification.

Your next step would be to further audit these records 
and determine if there is a valid use case for keeping 
them in your database, knowing you’re unable to 
communicate via email channel to them. Reasons could 
include SMS/MMS, social, web tracking, etc.  If no, 
then these are prime for purging.

INACTIVES

Like the Letgo App commercials, “dude, you got to let 
it go.” At what point do you loosen the grip and finally 
sever the relationship of contacts that are just not that 
into you? The answer can vary per customer, vertical 
and/or product. If your definition aligns with Oracle 
Eloqua’s Database Health Dashboard definition—no 
inbound activity in the past one to 12 months—then 
you’ve found your resource.

If it’s more complex, then you can leverage Segments 
(Audience > Segments > Create a Segment) and run 
filters against your database to best mirror your 
internal definition. For example, contacts who have 
been sent at least X emails in last X time and have 
never performed any response action (click, form 
submit, etc.). 

Take it a step further and save your filter within 
this segment for repurposing on the canvas and/or 
Master Exclude should you desire a real-time decision/
suppression check.

As with unreachables, it should also be determined if 
there is a use case for keeping particular records in 
your database (for example, one opts out of emails, but 
opts into SMS/MMS). If no use case exists, consider 
introducing a sun-setting program to re-engage these 
contacts prior to saying goodbye. 

SOFT BOUNCEBACKS

“But wait, aren’t soft bouncebacks just temporary 
delivery failures?” They could be, but I always 
recommend highly scrutinizing these types through 
both the Email Bounceback History with Messages 
report found in Insight (SMTP 400 Error Codes are 
typically soft bounce classifications), as well as using 
Segments to identify contacts who have consecutively 
soft bounced over a determined period of time or 
touchpoints (e.g., four times in 30 days) to avoid 
hitting a recycled spam trap.

Introducing an automated process to feed these 
contacts into a program to force set an opt-out status 
would be considered a best practice, as oftentimes 
email addresses become dormant, decommissioned and 
released for Recycled Spam Trap repurposing. Same 
caveat as above: if there isn’t a use case for keeping 
them, take the opportunity to further purge records 
from your database.

AUDIT DATA FIELDS

Contact and Account fields are not infinite. Upon 
Oracle Eloqua first provisioning your instance, you are 
allotted 250 total fields each (includes Oracle Eloqua’s 
out-of-the-box fields [e.g., email address]). This may 
seem like a lot, but those fields can get used up quickly. 
Aside from the obvious utilization of Custom Data 
Objects serving as extension tables, reviewing existing 
fields—whether you’re near the count threshold or 
not—should be a standard audit practice. This audit 
will help determine data fields that aren’t really being 
utilized as well as the quality of the values within.

RUN A COMPLETENESS REPORT

This can be gone about a number of ways, including 
the following:

Step 1: Navigate to Audience > Tools > Shared Lists > 
Action Icon (>>) > Contact Field Completeness Report
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Step 2: In the wizard redirect interface, choose your 
Contact Group (Shared List), your view (All in this 
case), and lastly View Report.

Note, ideally you’d have a Get Contacts shared list 
continuously populating via integration synch (if applicable), 
otherwise, it may require creating a new shared list.

Step 3: Post population, change up view (bar chart, 
column chart, line chart, pie chart) and/or export.

AUDIT THE VALUES

Audit the actual values within the data fields in order to 
identify accuracy and opportunity for standardization. 
Like the completeness review process, there are a 
number of ways one could go about doing this. You 
can run an export of your database and filter down per 
column header or utilize Oracle Eloqua’s Field & Views 
interface by finding the desired field then clicking on 
Field Population Details > View, which opens up a new 
tab and lists out values with counter should total unique 
values be under 1,000.

In the example shown above, there is an opportunity to 
cleanse value “USA” to align with the two character ISO 
Code value. For a quick fix, this update can be made 
directly on the contact record via profiler, export/import 
with purpose of updating, or simply clicking the down 
arrow to the left of the values above for the drop down. 
For a longer-term solution, incorporate these values in a 
Contact Data Washing Machine program that regularly 
looks for non-standard values and normalizes them 
within the field.

AUDIT YOUR PICKLISTS

Lastly, audit the existing picklists to ensure captured 
values are still current/accurate. If a field has scattered, 

aka dirty values, it may also identify opportunities to 
create new picklists so marketing users can move to a 
more fool-proof process of data hygiene.

AUDIT INSTANCE USERS

Marketing Automation expertise continues to be in 
high demand. This is great at an individual level, but 
it can also turn into a revolving door positionally for 
an Oracle Eloqua customer. Throw in various vendor/
agency partnerships, and your number of Oracle Eloqua 
users can fill up quite quickly. A quick win audit would 
look like this:

Step 1: Navigate to Settings (gear icon) > Users and Security

Step 2: Under All Users, review these users to identify if there 
are enabled users (if enabled, their icon would be in color) 
that are no longer with the company or current partners/
vendors who’d still need access. If they are no longer relevant, 
disable them simply by clicking the drop down icon to the left 
of one’s name and selecting Disable User

Please ensure you Disable User and NOT Delete. Deleting 
users can potentially produce the following:

• Campaigns/Programs ran by that user will no longer work.

• You’ll lose access to certain reports.

• You’ll lose audit trail on who created an asset, who 
modified, etc.

Step 3: For those that will remain enabled users, review 
their security group permissions to ensure they have the 
appropriate rights/privileges based on their roles and 
responsibilities. You can add multiple security groups to 
an individual user rather than create a purely Custom 
Group, but it's important to note Oracle Eloqua will 
always default to the most “lenient” rights. So, if a user 
has a Basic Marketing security group assigned as well as 
Admin security group assigned, their rights will be what 
the Admin group allows as it provides the most access.

You can access a respective Security Groups configuration 
by navigating to the Groups tab (same interface) and 
clicking on a particular group. An overview breakdown 
will then populate to understand Licensing, Interface 
Access and more. If you find your business requires a 
Custom Security Group, it is recommended that you 
copy an existing security group first and edit the newly 
created copy. Adding and removing access and abilities 
can make it easy to perform an update with an unintended 
negative affect to rights elsewhere in the system. Leaving 
the original security group intact gives you a workable 
version you can always go back to.

Step 4: Speaking of licensing, now would be a good 
time to go back to your original Oracle Eloqua contract. 
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If you’ve purchased Sales Tools, this contract would 
identify the quantity (also not infinite). Ensure that a. 
you’re utilizing an add-on you’re already paying for, and 
b. assigning to the appropriate users in Oracle Eloqua.

You can quickly get an overview of these current counts 
by navigating (same interface) to Users drop down in 
the top navigation bar > select License Usage Overview.

The count values are actually hyperlinks, which, upon 
clicking, present an itemized list of users assigned 
respective licenses.

AUDIT SECURITY SETTINGS

“Oh, we’re fine with the default security settings.” 
Subjectively speaking, this response causes me to mentally 
playback Alan Rickman’s (RIP) fall scene from Die Hard 
on loop. Oracle Eloqua is a Cloud-based solution, and 
with it housing very personal and sensitive customer data, 
you’re (again, subjectively speaking) doing yourself a 
disservice by not lessening potential vulnerabilities. This 
isn’t to say the default security settings wouldn’t suffice — 
they’re great and they could — but if you have the option to 
increase the complexity, why leave it on the table?

Now, there are a number of configuration options 
available, but I’ ll stick to the rule of three and focus on 
the following:

GENERAL SECURITY CONFIGURATION

Within this interface, you have the ability to lengthen/
lessen the password expiration (in days), max invalid 
login attempts, and one I always highlight – set a session 
time-out period. Why you ask? For mobile/remote 
folks, as well as those who want to get out of the office 
periodically, should you forget to put your laptop to sleep 

and walk away (e.g., restroom, take a call, etc.), you leave 
yourself highly exposed.

PASSWORD COMPLEXITY CONFIGURATION

Not much need to elaborate, this configuration interface 
allows just that: option to further strengthen password 
complexity (minimum length, use of characters, 
password reuse).

IP WHITELISTING CONFIGURATION

This configuration interface allows you to set access 
restrictions by identifying IP address and ranges within. If 
any user tries to log in from a computer with an IP address 
not included in the whitelist, access would be denied.

This assists with:

• Preventing unauthorized users from using Oracle 
Eloqua credentials

•  Ensuring that former employees can no longer access 
Oracle Eloqua (assuming a disabling of internal and 
VPN network access of employee)

Customizing your security settings is not a requirement, 
but I recommended it. It should be a larger conversation 
that could include your legal team, if you have one, as 
there may already be a compliance process in place for 
any cloud solution you may secure.

In closing, this is in no way an exhaustive list, as we 
haven’t even touched on integration, web tracking 
scripts, branding & deliverability, etc. Q
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SUDOKU
New to Sudoku? Fill the 9x9 grid below so that each column, each row and each of the 9 sub-squares all contain 
each of the numbers from 1 to 9. Good luck, young grasshopper. 

BRAIN
CANDY
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ISPY
Let’s see how observant you really are! Focus on the two photos below. Can you spot the 5 differences 
between the two images? Game on.



F
ood

ie 
fa

ll



CHOCOLATE CHIP 
PUMPKIN BREAD

INGREDIENTS
•  1 cup pumpkin, canned or cooked and pureed

•  2 eggs

•  1/2 cup oil

•  1 3/4 cups all-purpose flour

•  1/8 tsp baking powder

•  1 tsp baking soda

•  3/4 cup granulated sugar 

•  3/4 cup packed brown sugar

•  3/4 tsp salt

•  1/2 tsp nutmeg 

•  1/2 tsp cinnamon

•  1/3 cup chocolate chips

INSTRUCTIONS
1. Mix pumpkin, eggs and oil.

2. In another bowl, mix dry ingredients together.

3. Add pumpkin mixture to dry ingredients mixture 
and stir until well combined. Fold in chocolate 
chips. Spread in well greased loaf pan.

4. Bake in 350º F oven for 60 minutes or until an 
inserted knife comes out clean.

CARAMEL 
APPLE DIP

INGREDIENTS
•  1 8 ounce block cream cheese, softened

•  1/3 cup sugar

•  1 16 ounce container caramel dip or thick caramel 
sauce

•  1/2 cup toffee bits

INSTRUCTIONS
1. Place the cream cheese in a medium bowl and beat 

with a mixer until smooth and creamy.

2. Add the sugar and beat until thoroughly combined.

3. Spread the cream cheese mixture into an even layer 
in a 3 cup serving dish. 

4. Pour the caramel dip or sauce over the cream cheese 
mixture. Spread into an even layer. Top with toffee 
bits and serve with sliced apples.

FALL IS IN THE AIR! WHILE MODERN MARKETERS HUNKER DOWN AND TRADE 
THE POOL FLOATIES FOR FUZZY SLIPPERS, THEY ALSO PREPARE FOR A LITTLE 
MORE TIME INDOORS….AND IN FRONT OF THE COMPUTER. FUEL YOUR LONG 
NIGHTS OF DIGITAL MARKETING GENIUS CAMPAIGN CREATIONS WITH THESE 
TASTY FALL TREATS!



fri-yay fuel
A LITTLE SOUR AND A LITTLE SWEET… KIND OF SOUNDS 
LIKE OUR MARKETING AUTOMATION TECHNOLOGIES, 
HUH? WHILE SOMETIMES THEY MAKE US PUCKER, OTHER 
TIMES THEY ARE THE KEY TO OUR SUCCESS. FOR WHEN 

YOU NEED IT, CHECK OUT THESE COCKTAIL RECIPES!



SWEET S’MORE 
SMASH

INGREDIENTS
• 1 marshmallow

• 1 tbsp. chocolate syrup

• 1 tbsp. graham cracker crumbs

• ice

• 1 oz. vodka

• 2 oz. baileys

• 2 oz. 2% milk

INSTRUCTIONS
1. Place your marshmallow in a small pan, over 

medium heat, and toast until browned (1-2 minutes)

2. Meanwhile, rim a lowball glass with chocolate sauce, 
and dip immediately in graham cracker crumbs.

3. Fill your cocktail shaker with ice, toss in the vodka 
and bailey's and shake vigorously (the longer the 
better. It should be FREEZING cold and well 
agitated).

4. Place 2–3 ice cubes in your glass, pour liquor 
mixture over top, fill the rest of the glass with milk, 
top with toasted marshmallow and enjoy!

ROSEMARY MAPLE 
BOURBON SOUR

INGREDIENTS
• 3 shots bourbon

• 1 1/2 shots fresh lemon juice

• 3/4 shot dark amber maple syrup

• 1 large sprig of rosemary (plus 2 small sprigs for 
garnish)

INSTRUCTIONS
1. Crush the large sprig of rosemary in your hand and 

add it to a cocktail shaker.

2. Add the bourbon, lemon juice, maple syrup and 
ice to just above the level of the liquid and shake 
vigorously for 15 seconds.

3. Strain the mixture into rocks glasses containing 
large cubes of ice and garnish with remaining 
rosemary sprigs.

fri-yay fuel



I N S P I R E D  M A R K E T I N G  M A G A Z I N E     -   6 3   -     R E L AT I O N S H I P  O N E

ANSWER KEY

ISPY

1. Strip of images on contact sheet

2. Headphones

3. Bracelet

4. Pencil

5. Lamp

SUDOKU

BRAIN
CANDY



At Relationship One, we empower organizations to modernize 
their marketing strategy, technology and data. With a core staff of 
experienced marketing specialists, we have a well-respected track 
record for delivering solutions that meet our customersʼ unique 
business needs.

OUR MISSION IS SIMPLE - 
INSPIRE SUCCESS.
VISIT US AT: 
RELATIONSHIPONE.COM

CONNECT.
MEASURE.
SUCCEED.



INTERESTED IN BEING FEATURED IN OUR NEXT 
ISSUE OF INSPIRED MARKETING MAGAZINE? 

SEND US AN EMAIL AT GETINSPIRED@RELATIONSHIPONE.COM 

W W W . R E L A T I O N S H I P O N E . C O M 


