ORACLE



ORACLE

Customer Experience -
Who's Focused on it, How & Why
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Safe Harbour Statement

The following is intended to outline our general product
direction. It is intended for information purposes only, and
may not be incorporated into any contract. It is not a
commitment to deliver any material, code, or functionality, and
should not be relied upon in making purchasing decisions.
The development, release, and timing of any features or
functionality described for Oracle’s products remains at the
sole discretion of Oracle.
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_ Agenda

= Understanding of Customer Experience (CX)
= Who is focused on CX
= CX Case Studies

ORACLE
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- What’s YOUR Experience?
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The Gas Bill
eMail Story

AST D

NAL NOTI

http://www.snopes.com/business/bank/zero.asp

ORACLE
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http://www.snopes.com/business/bank/zero.asp

_ Why focus on Customer Experience?

Revenue
& Profit




- Value of Customer Experience

Brands Benefit When
Consumers Are Happy

94%

of consumers will pay up to

25 % more for a better

customer experience

il 4

Ernan Roman, author of Voice of the Customer Marketing ,»
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-CX Passion

Brian J. Curran, VP, Customer Experience Strateqgy, Oracle

ORACLE
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http://event.on24.com/event/56/45/37/rt/video/Video1.m4v
../../../CRM/CX/CX Business Value - Deliver A Great Customer Experience.m4v

- Where Does CX Start?

Customer Acquisition ...

Awareness Interest Desire Action

ORACLE
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-The Customer Lifecycle Journey : CX never stops

“represent me”

13 4
reward me “serve MY needs”

PURCHASE RECOMMEND

minimize the risk “earn my trust,”

SELECT [7}— mantan “know my history”

“make it easy”

“be relevant” “give me more value”

I13 ” RESEARCH NEED RECEIVE USE .
engage me “be consistent”

“be transparent”

Deliver The Experiences That YOUR Customers Want

ORACLE
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- The Customer Lifecycle Journey

T Purchase — ease & speed / capture customer data

Real time Assistance — chat / sales person knowledge

\ Brand Awareness - marketing

Offer— relevant & personalised marketing /| Delivery/Provisioning — simple thru complex

\ Research — web site content / communities

/4

Engage — relevant & personalised experience

Deliver The Experiences That YOUR Customers Want

Consistency Customer Data | Analytics | Relevance | Trusting

ORACLE
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- The Customer Lifecycle Journey

Nurture — loyalty, advocacy, evangelism

=
/ Service — quick, relevant & effective
Next Purchase cycle f

What's next — customer & lifecycle analytics

il

Follow up — marketing / service campaigns

Deliver The Experiences That YOUR Customers Want

Consistency Customer Data | Analytics | Relevance | Trusting

ORACLE
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-The Customer Lifecycle Journey : CX never stops

“represent me”

13 4
reward me “serve MY needs”

PURCHASE RECOMMEND

(4) o

“minimize the risk”

“earn my trust,”

OWN

SELECT (7} manTan “know my history”

©

“make it easy”

“be relevant” “give me more value”

(2

« » RESEARCH  NEED RECEIVE USE .
engage me “be consistent”

“be transparent”

Deliver The Experiences That YOUR Customers Want

ORACLE
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Connect The Interactions
To Capture Opportunities « Offer multi-channel choice to

customers across channels,
devices and locations to
capture opportunities
KIOSKS O
SOCIAL Q
MOBILE
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DIRECT .
SALES * Leverage omni-channel

processes and workflow for
consistent and efficient

CONTACT engagement
CENTER

« Streamline cross-channel
interactions to seamlessly
transition between
FIELD .
SERVICE conversations, k_nowledge and
people to make it easy

WEB

ORACLE




Infuse Cu_stomer I_nS|g ht « Capture a unified view of the
With Social Learnlng customer with socially

enriched insight into
behavior, interactions and

structured AN transactions
Data
*Feedback
 Cleanse all customer data,
nteractions including local, social,
SRl -Conversations structured and unstructured,

to improve quality and

: *Social Profiles efﬁCienCy
Social .
Data -Soannﬂuence
rSocial Network * Analyze to understand

, business and customer
*Mapping
“Device needs, patterns and
*Locale
preferences

Location
Data

ORACLE
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The Oracle Customer Experience Portfolio

%) 9!
ef

A In Store Contact Center ﬁ
- Social Field Service

Mobile Direct Sales

CX for CX for CX for CX for

Web Marketing Commerce Sales Service Channel Sales

Social

CX Foundation

ORACLE
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- The Oracle Customer Experience Solution

O 8) (@) (W) (0 e ©

Web Mobile Social In Store Contact Center Field Service Direct Sales Channel Sales

/CXfor Marketing\ ﬂ:Xfor Commerca / CX for Sales \ /CXfor Service\
« Social Listening and + S on

Engagement . geaich,t ga\l(igation & ales Force Automati . Cross-Channel Customer
9ag ontent Lelivery . Social Selling Eervulzed y t
. ial Marketi . - . - Knowledge Managemen
Social Marketing Cross-Channel Commerce . Territory & Quota | g g _
+  Marketing Websites . Targeting & Product Management + Social Customer Service
- Demand Generation and Recommendations - Revenue Forecasting +  Eligibility Management
ead Management * Social Commerce - Partner Relationship - Contracts, Assets, and
. Marketlng antd Loyalty - Order Management & Management Entitlements
anagemen : . .
9 Fulfillment . Quote to Cash - Industry-Specific Solutions

K : : - Retail Store Operations : : Incentive Compensation : : eBilling /

CX Foundation

« CX Data Management +  CX Integration, Automation, and Decisioning « CX Intelligence

ORACLE
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- Who’'s focused on it?

Analysts

= O’Keeffe & Company — an independent market research firm
= Forrester
= Temkin Group

ORACLE
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CX: Global Strategic Priority with Huge
Financial Stakes

= EXecutives say delivering a positive customer experience is critical to
their bottom line

Executives estimate that their : 93% of executives state 97% of executives believe
otential revenue loss for not |

that improving the that delivering a

Oracle CX Event — May 17 — Hilton, Auckland
revenue, or $400M for a $2B firm : v_m ;:Svl;t;scu o

O Rising expectations from customers (59%) and the impact of social media
I O on customers’ ability to broadcast good and bad experiences (37%) are the

Ill top two drivers for organizations’ focus on customer experience?
]

1Those who somewhat or strongly agree  2Respondents asked to select top three

ORACLE
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Forrester — The Customer Experience Journey

Correlation between high Customer Experience Index and
willingness to buy another purchase from provider

Banks , , , 0.72

Cell phone service providers 0.69

TV service providers . . . 0.68
Internet service providers . . . 0.67
Insurance firms ' ' ' 0.67
Credit card providers . . . 0.67
Retailers ' ' ' 0.66

Investment firms ' ' ' 0.64
Medical insurance providers I I I 0.61

Degree of correlation: . Low . Medium . High

Source: North American Technographics® Customer Experience Online Survey, Q3 2007

ORACLE
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- Temkin Grou

0 — ROI of Customer Experience

Customer Experiance Correlates to Loyalty in the US

Correlation
coefficient (R) = .83

Temkin Loyalty
Fatings versus
industry average
[percentage points)

M
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L) n
- Who’s focused on it?  ouwcustomerpromises
CO m pan |es We've made six Promises to help you be good with money, and ta help us be good with you.

Its sometimes hard to keep promises but we can assure you we'll be doing all we can live up
to ours; from providing the best products and senvices for you, to just plain listening.

stomers at our heart we will become

-\.
Zealandjs mMost prEferrEd Cﬂmpany We promise tolisten, and help you make the right choices.
We promise to make things simple, so it’s easy to
L. . | rour money and make it grow.
Our vision IS. to be New Z_ealand S_ best ise toprovide fast, effective service,
bank, and financial services provider,  tfisttime.
exce”ing INn customer service ise torecommend products and services
e e~ YOU the best value.,
We promise tobe honest and straight up, at all times.
Across the country we talked to people, ... and w~epromiseifwe stuffup for any reason, we'll fixit and
. . lo right by you.
listened ... we reckon we're better placed than
any other company to deliver on what you told _\'\ /S ;—*"""””"';’“':'”'-”
us you want ... We're determined to deliver like 7~ 0?
no one else — with pride and purpose ¢

ORACLE
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Who’s focused on it?
Companies

= Chief Customer Officer

= Customer Experience Officer

= iPads for field staff

= Incentives based on customer specific measures
= Talent Management

= Centralisation of customer information

INTERCONTINENTAL

ORACLE
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"Chisf Customer Officer” a 1,054 results Sort by: Keywords *  V

» More Jay E.
Chief Customer Officer at SalesPortal m s
All Companies - San Francisco Bay Area - Computer Software
[F] SAP &) Similar
The Coca-Cola Company (8)
. pany &) Peter Q.
[ Johnson & Johnson (5) Chief Customer Officer at Infor m =~
PepsiCo (5) Greater Chicago Area - Computer Software
9 P
[[ salesforce.com (5) A Similar
Shov more... LinkedIn Member
Enter company name President US Sales at Johnson and Johnson m =
Greater New York City Area - Consumer Goods
All Linkedin Members
[F] 1stConnections (0} Mark Byrd [ 43
" | Chief Customer Officer - RetailMet Group LLC connect [E
[ 2nd Connections (22) Norfolk, Virginia Area - Retail =
[E] Group Members (0) & Similar

[0 3rd+Everyone Else (1031}
Caroline P.

Chief Customer Officer at SHL Group Ltd. m
Greater Minneapolis-St. Paul Area - Human Resources

Similar

i
L]

All Locations Z
[[] United States (674)

[F] San Francisco Bay Area (92)
[ Greater Mew York City... (88)
[[ United Kingdom (39)

[[] Canada (51}

Jim Steele

Chief Customer Officer, Salesforce.com =
San Francisco Bay Area - Information Services

¥ 2 shared connections + Similar

I Anthony C.
|

Show more...
Enter loca e Chief Customer Officer at Business-Software com m E-
San Francisco Bay Area - Marketing and Advertising
Similar
Industry +
Past Company a LinkedIn Member

ORACLE
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"Customer Experience Office a 285 results Sort by: Keywords ~ Vie

» More Ingrid L.
Customer Experience Evangelist m
All Companies - '(:S_reater Minneapolis-St. Paul Area - Health, Wellness and
) itness
[[] Standard Chartered Bank (11} Similar
[F] HSBC (5)
[F] Commercial Bank of Africa (5} graham A.
[ Level 3 Communications (4) chief marketing and customer experience officer at m =~
. walgreens
[ Gold Coast Foatball Club (4) Greater Chicago Area - Marketing and Advertising
Show more... Similar
nter company name LinkedIn Member
Customer Experience Officer at Vodacom Tanzania m
All Linkedin Members = Tanzania - Telecommunications
[F] 1st Connections (0)
[C] 2nd Connections (3) LinkedIn Member
[ Group Members (0} Customer experience officer at Persistent Systems

[F] 3rd + Everyone Else (282) Pune Area, India - Computer Software

All Locations =N Sachin A.
O] United States (106) Head of Customer Experience at Myntra.com
. Bengaluru Area, India - Computer Software
[ Canada (22) Similar
[ Australia (19)
[ India (18) Andy N.
[E] United Kingdom (16) CCED at Idea 5
Greater Omaha Area - Computer Software
Show more... Similar

ter location nam

ame

Ross C.

. Systems Engineer at Neology (Pty) Ltd m =
Industry B Cape Town Area, South Africa - Computer Software
+ Similar

Past Company

ORACLE
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- Who’s focused on it?
IT Vendors

ORACLE

APPLICATIONS

... & others

ORACLE




- Customer Case Studies

= Recommended Reading —

HARLEY MANNING OUtSide In
oo THE POWER of PUTTING CUSTOMERS at the
CENTER of YOUR BUSINESS

“OUTSIDE IN is the new book from Forrester Research
analysts Harley Manning and Kerry Bodine.”
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AUTO TRADER YIELDS SUPERIOR EXPERIENCE
WITH ORACLE ENDECA WEB COMMERCE

COMPANY OVERVIEW

UK'’s largest motoring website, reaching over 10.3 million

motorists a month with over 400,000 vehicles listed

Auto o Hic 5% W Safety &
Trade ,
— e

Welcome! Sign in | Register

=D
Home | Used cars | New cars | Sellmycar | Carreviews | Cardealers | Carinsurance | Vehicle check | Buying & selling tools ~

Findused | Find new Win £10k towards your
“Postcode: next car with Auto Trader

elect 2
§  What would you do?
WMin price [=] | maxprice - I would scrap my clunky
More options 1 98 Escort for something

- posh!
FEBERAN search Q -
Sell your car
Compare car insurance prices
Whattype of seller are you?
Private seller © Trade seller @ Auto Trader compares over 400 car insurance prices
Placead to find you the right policy.
Aroady averising? NANAOR T S0Ve Hore on comparing car insurance prices

Geta quote >

g e i
2012 Goodwood Hybrid Peugeot 508 Volkswagen Tiguan six 2012 Plug-in Car Grant
preview A confirmed month test guide
) DR =
S g il
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Trader

CHALLENGES/OPPORTUNITIES

* Infrastructure could not support 10 million unique

users and over 700 million page impressions per
month

* Needed a scalable solution, while providing better
experience for their customers through better
functionality and increased performance

RESULTS

* Pop-up advertising increased by 45%

* Site stickiness increased by 8%, with a 3.5 million
hour increase in sessions and ad viewing

* Over 830 million questions asked by users in the past
year with 3 billion results presented

ORACLE




Bl Customer Retention Program IEL"&‘?

SOLUTION
» Oracle Real Time Decision (RTD)

COMPANY OVERVIEW

One of North Americas leading financial services

companies with a strong foot hold in the schools,
colleges and university market for protecting and
managing the financial wealth of teachers,
instructors and professors.

CHALLENGES / GOALS

* Improve Ecommerce transaction volumes and
value

* Increase retention rates

« Enable proactive churn management during
inbound service interaction

* Improve marketing velocity; e.g., reduce A/B
testing cycle time

* |Improve customer satisfaction
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RESULTS

150% increase in click-through rates for Self-
Service Web Site

20% increase in sales conversion rates for Web
Site

50% increase in click and purchases rates for
Email Marketing acquisition

76% increase in close rate for inbound contact
center service interactions

6% increase in average transaction value for
online customer

40% increase in retention rates from proactive
churn management

90% reduction in number of managed targeting
rules




B Customer Results (achieved in months, not years)

FIRST-CONTACT RESOLUTION RATE ol
3,200% over 3 years Nikon
90% Travelocity (email) 1,404% Big Fish Games
90% Vodafone NL CALL REDUCTION 3 months figleaves.com
56% Air New Zealand 5 months Toshiba

87% Virgin Media
80-90% FEvolutiont

30% Ancestry.com 6 months IL Dept. of Revenue

30% iRobot

SELF-SERVICE RATE

99% Centers for Medicare and Medicaid DECREASE IN CALL HANDLE TIMES
98% USDA e
Q . ; 50% Nikon
98% U.S. Department of Education CUSTOMER LOYALTY INCREASE
25% QOwverstock.com

97% Focus on the Family
97% iRobot
97% NY DMV

300% increase in retention rate for the 15% drugstore.com
trial subscription eHarmony

98% Net Promoter Score J&P Cycles
REVENUE GENERATION
25% of beauty.com chats convert to sales drugstore.com

CSAT SCORE/INCREASE 13.5% chats convert to sales Hautelook

83% IL Dept. of Revenue . ]
75% NY DMV 95% Ancestry.com 21% sales conversion with chat Telecorn New Zealand
o I

72% Owverstock.com 95% Nikon
60% BA 94% (up from 58%) Big Fish Games

55% Air New Zealand .
British Telecom
In a survey of agents, 95% indicated that they feel more confident promoting self-
service, and are fully confident using the BT i-Tool. Gartner (6 Jul 2011)

ORACLE
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Kronos Customer Success Story
Increased lead acceptance and contribution to pipeline revenue

CHALLENGES:

J//‘/ KRONOS@ + Increase demand across all stages of the buying cycle

— + Improve lead velocity and quality

N + Provide the sales team with the tools to identify and
effectively nurture prospects

RESULTS:
COMPAN_Y OVERVIEW: _ o + Leveraged campaign, database and lead management to
* Kronos is a global leader in delivering more than triple marketing’s contribution to pipeline and
workforce management solutions in the nurture 90% of sales opportunities

cloud. Tens of thousands of organizations
in more than 100 countries, including
more than half of the Fortune 1000®, use
Kronos to control labor costs, minimize
compliance risk, and improve workforce
productivity

* Deployed a closed-loop lead management solution to
cleanse, augment, score, prioritize and route leads in less
than 24 hours. Increased leads by 30% and improved lead
acceptance by 32% in the first year

» Used Eloqua email templates and Prospect Profiler to
effectively nurture and monitor accounts through all stages
of the buying cycle

ORACLE
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- Great Customer Experience ...

ORACLE
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... iIs specific to the customer

ORACLE
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What is important depends on the customer ...

ORACLE
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../../../CRM/CX/CX What matters to Gen X.m4v

Resources

= www.youtube.com/user/OracleCX

= Www.oracle.com/customerexperience

= www.facebook.com/OracleCustomerExperience
= Wwww.twitter.com/Oraclecx

= www.linkedin.com/ search for “Customer Concepts Exchange”

ORACLE
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http://www.youtube.com/user/OracleCX
http://www.oracle.com/customerexperience
http://www.facebook.com/OracleCustomerExperience
http://www.twitter.com/Oraclecx
http://www.linkedin.com/groups?home=&gid=4352626&trk=anet_ug_hm

Hardware and Software

Engineered to Work Together
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