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

Steve Holley 

Customer Experience Sales Consultant 
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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. 

 

 

Safe Harbour Statement 
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Agenda 

 Understanding of Customer Experience (CX) 

 Who is focused on CX 

 CX Case Studies 
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What’s YOUR Experience? 
My CXX 
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The Gas Bill 
eMail Story 

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

http://www.snopes.com/business/bank/zero.asp
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Why focus on Customer Experience? 

Revenue 
& Profit 

Customer 
Loyalty 

Advocacy Evangelist 
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Value of Customer Experience 
 

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

9 

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

http://event.on24.com/event/56/45/37/rt/video/Video1.m4v
../../../CRM/CX/CX Business Value - Deliver A Great Customer Experience.m4v
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Where Does CX Start? 
Customer Acquisition … 

Awareness Interest Desire Action 
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The Customer Lifecycle Journey : CX never stops 
 

“serve MY needs” 

“be relevant” 

“engage me” 

“reward me” 

“earn my trust,” 

“give me more value” 

“be transparent” 

“minimize the risk” 

“know my history” 
“make it easy” 

“be consistent” 

Deliver The Experiences That YOUR Customers Want 

“represent me” 
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The Customer Lifecycle Journey 
 

“serve MY needs” 

“be relevant” 

“engage me” 

“reward me” 

“earn my trust,” 

“give me more value” 

“be transparent” 

“minimize the risk” 

“know my history” 
“make it easy” 

“be consistent” 

Deliver The Experiences That YOUR Customers Want 

“represent me” 

Brand Awareness - marketing 

Research – web site content / communities 

Engage – relevant & personalised experience 

Offer– relevant & personalised marketing 

Consistency 

Real time Assistance – chat / sales person knowledge 

Purchase – ease & speed / capture customer data 

Customer Data 

Delivery/Provisioning – simple thru complex 

Analytics Relevance Trusting 
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The Customer Lifecycle Journey 
 

“serve MY needs” 

“be relevant” 

“engage me” 

“reward me” 

“earn my trust,” 

“give me more value” 

“be transparent” 

“minimize the risk” 

“know my history” 
“make it easy” 

“be consistent” 

Deliver The Experiences That YOUR Customers Want 

“represent me” 

Consistency Customer Data 

Follow up – marketing / service campaigns 

What’s next – customer & lifecycle analytics 

Analytics 

Service – quick, relevant & effective 

Relevance 

Nurture – loyalty, advocacy, evangelism 

Next Purchase cycle 

Trusting 
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The Customer Lifecycle Journey : CX never stops 
 

“serve MY needs” 

“be relevant” 

“engage me” 

“reward me” 

“earn my trust,” 

“give me more value” 

“be transparent” 

“minimize the risk” 

“know my history” 
“make it easy” 

“be consistent” 

Deliver The Experiences That YOUR Customers Want 

“represent me” 
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Connect The Interactions  
To Capture Opportunities 

STORE 

DIRECT 

SALES 

CONTACT 

CENTER 

FIELD 

SERVICE 

WEB 

MOBILE 

SOCIAL 

KIOSKS 

• Offer multi-channel choice to 
customers across channels, 
devices and locations to 
capture opportunities 

• Leverage omni-channel 
processes and workflow for 
consistent and efficient 
engagement 

• Streamline cross-channel 
interactions to seamlessly 
transition between 
conversations, knowledge and 
people to make it easy 
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•Content  

•Knowledge 

•Feedback 

Structured  

Data 

•Interactions 

•Conversations 

•Behaviors 

Unstructured 
Data 

•Social Profiles 

•Social Influence 

•Social Network 

Social  

Data 

•Mapping 

•Device 

•Locale 

Location  

Data 

Infuse Customer Insight 

With Social Learning  
• Capture a unified view of the 

customer with socially 

enriched insight into 

behavior, interactions and 

transactions  

• Cleanse all customer data, 

including local, social, 

structured and unstructured, 

to improve quality and 

efficiency 

• Analyze to understand 

business and customer 

needs, patterns and 

preferences 
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The Oracle Customer Experience Portfolio 

Mobile 

Social 
In Store Contact Center 

Field Service 

Direct Sales 

Channel Sales Web 

CX Foundation 

CX for 

Marketing 

CX for 

Commerce 

CX for 

Sales 

CX for 

Service 

Social 
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CX for Marketing CX for Commerce CX for Sales CX for Service 

The Oracle Customer Experience Solution 

• Social Listening and 
Engagement 

• Social Marketing 

• Marketing Websites 

• Demand Generation and 
Lead Management 

• Marketing and Loyalty 
Management 

• Sales Force Automation 

• Social Selling 

• Territory & Quota 
Management 

• Revenue Forecasting 

• Partner Relationship 
Management 

• Quote to Cash 

• Incentive Compensation 

• Search, Navigation & 
Content Delivery  

• Cross-Channel Commerce 

• Targeting & Product 
Recommendations 

• Social Commerce 

• Order Management & 
Fulfillment 

• Retail Store Operations 

• Cross-Channel Customer 
Service  

• Knowledge Management 

• Social Customer Service 

• Eligibility Management 

• Contracts, Assets, and 
Entitlements 

• Industry-Specific Solutions 

• eBilling 

 

• CX Data Management • CX Integration, Automation, and Decisioning • CX Intelligence 

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

CX Foundation 
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Who’s focused on it? 

 O’Keeffe & Company – an independent market research firm 

 Forrester 

 Temkin Group 

Analysts 
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Rising expectations from customers (59%) and the impact of social media 

on customers’ ability to broadcast good and bad experiences (37%) are the 

top two drivers for organizations’ focus on customer experience2 

CX: Global Strategic Priority with Huge 
Financial Stakes 
 Executives say delivering a positive customer experience is critical to 

their bottom line 

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

20% 

Executives estimate that their 

potential revenue loss for not 

offering a positive, consistent, and 

brand-relevant customer 

experience is 20% of their annual 

revenue, or $400M for a $2B firm 

of executives state 

that improving the 

customer experience 

is one of their 

organization’s top 

three priorities in the 

next two years 

93% 97% 

CX Can Make or Break a Business TAKE AWAY  

of executives believe 

that delivering a 

great customer 

experience is critical 

to their business 

advantage and 

results1 

Oracle CX Event – May 17 – Hilton, Auckland 
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Forrester – The Customer Experience Journey 
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Temkin Group – ROI of Customer Experience 
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Who’s focused on it? 
Companies 

Our vision is to be New Zealand's best 

bank, and financial services provider, 

excelling in customer service 

Across the country we talked to people, … and 

listened … we reckon we're better placed than 

any other company to deliver on what you told 

us you want … We’re determined to deliver like 

no one else – with pride and purpose 
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Who’s focused on it? 

 Chief Customer Officer 

 Customer Experience Officer 

 iPads for field staff 

 Incentives based on customer specific measures 

 Talent Management 

 Centralisation of customer information 

Companies 
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Who’s focused on it? 
IT Vendors 

… & others 
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Customer Case Studies 

 Recommended Reading –  

Outside In 

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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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 

COMPANY OVERVIEW   

UK’s largest motoring website, reaching over 10.3 million 
motorists a month with over 400,000 vehicles listed  

 

 

AUTO TRADER YIELDS SUPERIOR EXPERIENCE 
WITH ORACLE ENDECA WEB COMMERCE 
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Customer Retention Program 

SOLUTION 

• Oracle Real Time Decision (RTD) 

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 

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 

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. 
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Customer Results (achieved in months, not years) 
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Great Customer Experience … 
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… is specific to the customer 
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What is important depends on the customer … 

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

 www.youtube.com/user/OracleCX 

 www.oracle.com/customerexperience 

 www.facebook.com/OracleCustomerExperience 

 www.twitter.com/Oraclecx 

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

 

 

 

 

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
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