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Safe Harbor Statement

The preceding 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

D ,The Cloud” and Saas ... A strong trend

Trend in the Market

ACCORDING To THIS,
THE PLANET EARTH WAS
ONCE POPULATED BY

HuMANS, THEN IN

...THEY AlL
MOVED To THE
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@ hroug
Why Cloud? =
$120
$100
$80 2012 WW applications
revenue 5% growth, SaaS
$60 apps 29%.
$40 IDC June 2013
2011 -2016 Ww
$20 applications SaaS revenue
CAGR 20,7%
$0 IDC Aug 2012
2010 2011 2012 2013 2014 2015 2016
| SaaS PaaS IaaS Source: WW Cloud Services Forecast, IDC, August 2012
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What is really happening ?

Distribution
Age of

Information

Age of the Customer

-
Terminology

Customer Experience

Customer Experience is the sum of all interactions a customer
has with a supplier of goods or services, over the duration of
their relationship with that supplier.

“CX” is our abbreviation for the customer experience.
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In its simplest form, CSAT is expressed

W H Y as a percentage between 0 and 100,
with 100% representing complete

C U STO M E R customer satisfaction. There can be a

large variance between the CSAT scores

EXP E RI E N CE of companies in a given industry, or at

the same company over time. Many

M ATTE RS companies that boast high customer

satisfaction are those with CSAT scores
CSAT in the upper 80's or 90's,
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The Power of Brand

‘ Customer Experlence78wlds Brands

Rank Brand Brand | Consumer Brand
Perception | Revenue
G ol ot e i ($BIil)

of the Dow
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s industrials that
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Phone and iPad.
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1ts brand value is
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soda worldwide
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GO &)8[6 u anaero s reached Methodology:
e ing b

the:'a""”",’“ﬁf,',,g b Losids Global Survey of Brands by Landos Assiciates and Penn Schoen Berland:

Network” ad campaign has
helped make the IT company
2 household name.

130 Brands measured across 12 attriibutes (combined Brand value and
Source: Forbes, 22" October 2012 consumer survey)
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@Ehrou
Some Facts ...

What makes consumer fall in love with a brand?

73% Friendly employees & customer service

representatives

55% Easy access to information & support

36% Personalized experiences like knowing what

customers have bought in the past and service issues
they’ve raised as well as sending them timely, useful
updates

@Ehrou
Some Facts ...

Brands Benefit when Consumers are Happy

86% Of (UK) customers are willing to pay extra for a better

customer experience *

20% .... Are willing to pay 20% more!

#1 ... reason to recommend a company:
Outstanding Service

*Source: Harris Interactive Customer Experience Impact (CEl) Survey, September 2011
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... that is why Boards Love Customer Experience

Customer Experience Leaders Outperform the Market
6-Year Stock Performance of Customer Experience Leaders vs. Laggards vs. 5&P 500 (2007-2012)

Customer Experience © 2013
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-40,0% - Customer Experience
Laggards
-33.9%

Watermark Consulting

S&P 500 Index
14.5%

Cumulative Total Return
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@Ehrou
Some Facts ...

The word spreads fast:
Scorned Consumers Tell Facebook and Twitter Followers

(V) Posted negative comment on a social networking site
>29 /o like Facebook or Twitter after a poor customer

experience

79% of consumers who shared complaints about poor

customer experience online had their complaints ignored

o who did get responses to complaints, more than 50%
2 1 /0 had positive reactions and 22% posted a positive

comment about the organization to their feeds
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Today’s Customer Journeys are Complex

NEED RECEIVE MAINTAIN

O Comparison Site () Order Online

CONTACT Q) Chat

CENTER () Change Order
(D Visit Retail Store

IN-STORE () Pickup Local Store

Browse O Kiosk
Catalog
CATALOG () Select Produc
Product
MOBILE Info

Web Search

Email Order

EMAIL Confirm w/Rec

Ask Facebook Friends

For Recommendations Tweet About

() Read Reviews
Purchase Experience

SOCIAL
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O Community Chat Room

() Order Online

Call for Info about
Add-on Accessories

Ask for Help on

A x-Channel Challenge

Customers Expect to do Business in more Ways than ever before

) (BE) ({3
S‘;::EI In Store w

Media

—

Mobile

Self Service
& Support Service

Execution

4 Oracle and/or its affiliates. All rights reserved.

T
Web

Direct Sales

Channel Sales
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The Result: A Broken Customer Experience

TODO: “

OMORE
BLOG POSTS
E MAILS
SOCIAL
CAMPAIGNS
0 MORE
WEBINARS
COMORE
BLOG POSTS
E MAILS

Marketers Lean Heavily Pass Fragmentation
on Fragmented Tools Onto Customer

78% of customers don’t receive
consistent experience across
channels.

— Accenture

O 5O m g
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Bombarded, Customers
Don’t Convert or They Leave

94% of customers have discontinued
communication with a company
because of irrelevant messages.

— Blue Research

ved. | Oracle Confidential - Restricted 19

The Goal: Aligning Brand Promise and Reality

OWN

Support & Serve

Copyright © 2014 Oracle and/or its affiliates. All rights reserved. |

10



10/20/2014

THE
CONVERSATION
PRISM

Brought to you by
Brran Solis & JESS3

today

s gk

[
USTREAIVI
Wl TWiki kyte

wetpaint

PANID ORI

The Conversation
The Art of Listening,
Learning, and Sharing

: soclaliz
MADEL

by

| @

For more information
check out conversationprism.com
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Per 100 people ilEurope

ecslly making a call is
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Strategic . -
Goal '

Potential Revenue Loss Top Priority Business Critical

TAKE AWAY CX Can Make or Break a Business

Nearly all businesses

37% 20%

- @ 91% |
TAK ! J are just getting Consider their CX

. ; started with a formal initiative “advanced”?
wish to be considered a -
X | CXinitiative
CX leader in their

industry?!
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experience today requires
leveraging social media DON'T have social media for
effectively! customer service

e

i

e

“Execution

-
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Cx Two Worlds Customer . -
Expectation

Could Switch Would pay more Have Switched Are paying more

TAKE AWAY Executives underestimate the opportunity

&y
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A Methodology Workshop

First steps across the chasm

Introduction Journey Mapping

60 minutes

120 minutes

30 minutes

Agenda

B Full Spectrum of CX
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Oracle Cloud: Customer Experience

]
./ '\.‘ SEE In Store Contact Center .
Social Field Service
Mobile Direct Sales

Web Channel

¥ CONTENT SOCIAL ¥ MARKETING ¥ COMMERCE

SERVICE

Oracle Oracle c O:fde
Marketing Commerce CNARIRS

Price-Quote ||
Cloud Cloud Cloud __4

Oracle Service
Cloud

Oracle Oracle

Sites & Endeca Social
y! Cloud

Integrated Customer Experience Foundation

. Analytic KPIs & .. . .
Social Network m Dashboards Predictive Analytics Integrations

Only Oracle CX connects every engagement your customer
has with your brand
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Agenda

D Customer, References

CX Positioning
Target Market Segments

e Consumer Electronics/Hardware
* Entertainment/Gaming

* Financial Services — Banking &
Insurance

* Government

* Higher Education
* Media

* Non-Profit

* Retail
 Software/Services
* Telco

* Travel/Hospitality
e Utilities

19
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« Having one single platform for all features of social and service was
Nikon a must. »

SWi « They'll be using Social Marketing to manage their Social Properties
SSPOSTSIJ from a central platform, integrated with the Oracle Eloqua. »

« They especially loved the easy, seamless and unified experience and

were excited to utilize the integration with RightNow where they are
able to escalate and manage incidents. »

New Zealand Post @

Copyright © 2014 Oracle and/or its affiliates. All rights reserved. |

Leveraging Deep Industry Experience
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* Customer Information and Logos Provided by RightNow
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“Proof Positive” Results Time After Time

30% decrease in h 4 CSAT increased to ) (" 7X increase in )
contact center costs 95% conversion rates
\_ E S——==ak schviei J \_ Nikon Y, \_ b8 J
' ™ o
Reduced agent Improved cross Sales leads up 50%
response times 50+% channel consistency
fa=l TEXAS TECH
[ ) | e ) | © )
/99% self-service rate 7x increase in Increased shopping
Net Promoter Score cart size by 25%
. BEAUTY.COM
v . overstock.com
\ Medicare ) Y ’.] Y, \_ e o onme

* Customer Information and Logos Provided by RightNow

... some Live RightNow Examples

ore i

KLM Rovyal Dutch Airlines

http://www.facebook.com/johannes.baumgartner.752#!/pages/ACME-Direct-AT/532636003453737

Nikon

-+ F - Mobile- ING s
=
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. ) @ hroug
Things to consider .... &=

» An E-Commerce project will shape and influence the Customer Service
strategy

— Natural extension to any E-Commerce engagement

» Behind each Commerce project there will be a Transformation Program
— Business Transformation
— Business Process Optimisation
— Change Management

 Oracle CX-projects actively support “pilot deployments”
— Near 100% conversion rate
— Delivering tangible value to the Client within 30 days
— Supported by Client Success Managers to ensure business objectives are achieved

More Information

The RightNow page on Oracle University

RightNow landing page

RightNow videos

Solution Briefs:

Solution brief: Customer Experience (PDF) iBook version
Solution brief: Customer Experience for Service (PDF) iBook version
Solution brief: Customer Experience for Commerce (PDF) iBook version
Solution brief: Customer Experience for Marketing (PDF) iBook version

Solution brief: Customer Experience for Sales (PDF) iBook version
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@ hroug
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Johannes Baumgartner
Senior A&C Application Specialist
Partner Business Development ECEMEA

Johannes.Baumgartner@oracle.com

+43 133777170
+43 664 8103 170

www.oracle.com
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