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IN THIS WHITE PAPER 

Providing a differentiated customer experience (CX) is essential for businesses that want to remain 

relevant with their customers in an evolving and hypercompetitive landscape. IDC expects that 

companies will spend approximately $360 billion from 2021 to 2024 on just technology to improve their 

customer experience. However, as the ways in which customers interact with brands increase in 

complexity and cost, brands that are restrained to using siloed software solutions instead of a unified 

platform can become overwhelmed and lose customers and market share simply because they can't or 

won't provide an integrated experience.  

Traditionally this falls on the CX lead or CMO to fix, but with a range of systems from finance to 

marketing to supply chain to commerce and more, all impacting the modern customer experience, it 

takes more than just a single role to bring everything together. It requires and is of interest to a range of 

roles from operations to line of business and from a product manager up to the CFO as their functions all 

impact the customer experience, and in turn, the results of the experience impact their functions. 

Delivering a customer experience that meets customer expectations is about delivering a great 

relationship over time that results in a better long-term value for the brand and the customer. Too 

many companies ignore that all the responsibility for this doesn't reside purely in the customer-facing 

business operations or applications. From capturing leads to transactions and fulfilling on the brand 

promise, the only way to deliver a holistic relationship is to connect marketing, selling, and servicing 

experiences seamlessly to financials, supply chain, ERP, order management, product, pricing, and 

contracts, and hence why CFOs, COOs, and other top executives are now taking a harder look at how 

to improve the customer experience. 

This white paper examines how businesses can employ a more modern and effective approach to 

delivering integrated customer experiences. It also proposes a unified customer experience platform 

(UCXP) that unifies customer experience efforts and technologies across front-end customer-facing 

systems including marketing, sales, and commerce with back-end operational systems including 

supply chain, logistics, finance, and production to be able to provide a complete view of the customer 

and a correspondingly a relevant customer experience. 
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SITUATION OVERVIEW 

Customer Experience Becomes Critical Post-Pandemic 

Every year, IDC engages with, surveys, and interviews thousands of end-user IT and business 

executives. Prior to the COVID-19 pandemic, CIOs, CFOs, CMOs, and line-of-business managers had 

plenty of technology challenges on their plates as they worked to digitally transform their 

organizations. For many of those senior executives, improving the customer experience was a nice to 

have, but often not a top priority as senior executives focused on addressing security issues, getting a 

handle on data across the organization, and building out a resilient digital architecture that would take 

them forward. Integrating CX improvements with other digital transformation efforts was often seen as 

an afterthought or something to be done later. The pandemic exposed the shortsightedness of that 

thinking as the new circumstances brought on by the pandemic forced quick and significant business 

models and customer engagement shifts. And with this, the glaring impact of not focusing on customer 

engagement became obvious as customers quickly shifted what they purchased and who they 

purchased from (see Figure 1). 

FIGURE 1 

The Business Imperative Shift of Customer Experience 

Q1. For each of the nine items, identify to what extent each area will be important to your 

organization over the next five years as compared with today. (February 2020) 

Q2. As a result of the COVID-19 pandemic, how much will your organization be prioritizing the 

following initiatives for the rest of 2020 and into 2021? (May 2020) 

 

n = 483 (February 2020) and n = 908 (May 2020) for global tech decision makers 

Note: For more details, see Customer Experience Becomes Urgent for the C-Suite (IDC #US46725020, August 2020). 

Source: IDC's CxO View of the Future Enterprise in the Digital Economy Survey, February 2020, and IDC's COVID-19 Impact on IT Spending Survey, 

May 2020  

 

Pre-COVID-19 C-Suite Priorit ies

Priority IDC's Nine Future Enterprise Agenda Elements

1 Digital Trust Programs

2 Digital Infrastructure Resiliency

3
Data Programs (to gain insight into our business 

operations, products, and/or ecosystems)

4 Workplace Transformation

5
Software Development Capabilities (to drive 

product/experience innovation)

6 New Industry Ecosystems

7 Resilient Business Operations

8 Customer Experience Programs

9 Connectivity Programs

During COVID-19 C-Suite Priorit ies

Priority IDC's Nine Future Enterprise Agenda Elements

1 Resilient Business Operations

2 Customer Experience Programs

3
Data Programs (to gain insight into our business 

operations, products, and/or ecosystems)

4 Connectivity Programs

5
Software Development Capabilities (to drive 

product/experience innovation)

6 Digital Trust Programs

7 New Industry Ecosystems

8 Digital Infrastructure Resiliency

9 Workplace Transformation
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The result was that customer experience rose to become the number 2 priority less than three months 

later as businesses began to feel the impact of the pandemic and struggled to retain their customers. 

During the rest of 2020, customer experience efforts remained a top 3 priority as businesses shifted 

operational models, dealt with supply chain issues, transitioned their employees to work from home, 

and reduced direct customer interactions. 

With customers shifting their interactions to digital channels, brands discovered latent issues that 

adversely affected the customer experience including a lack of integration of data and business 

processes between front-end operations such as marketing, sales, and commerce and back-end 

systems like finance, supply chain, and production. These are issues directly affecting the customer 

that brands had previously been able to gloss over. For example, suppose a customer ordered a 

computer monitor for in-person pickup, but the electronics store website failed to let the customer know 

the monitor was out of stock at the local store. In that case, it becomes a customer experience failure 

that could have been avoided through better integration of sales and commerce systems with supply 

chain and inventory management systems. The result of customers having this and similar 

experiences during the pandemic caused customer experience to be a top priority as brands struggled 

with customer retention, meeting evolving customer needs, and attracting new customers. 

Organizations Have Been Handicapped by Best-of-Breed Approach 

What is the source of many of these issues? Until recently, most business applications were 

standalone or had limited integration with other systems across the organization. For example, 

marketing systems didn't talk to product management applications to forecast demand, finance 

systems didn't always communicate with sales systems or commerce systems about changes in 

terms, and procurement systems didn't communicate with customer support systems to appropriately 

notify customers about a product issue. 

Leaders have recognized this as a major issue. In a recent IDC survey, 81% of respondents strongly 

preferred that an application be part of an integrated software suite and only 9% preferring a best-of-breed 

approach. Under the outdated best-of-breed model, companies could expect to deal with: 

▪ Siloed customer and operational data. Businesses are typically saddled with multiple 

marketing, sales, and service applications, often from different vendors that don't always share 

critical customer and operational data among them. These disconnected systems can result in 

sales reps not having visibility into a customer's unresolved service tickets or service agents 

not being able to see a customer's loyalty level or recent marketing offers. This problem 

becomes critical when these systems fail to integrate and share data with back-office systems. 

Inaccurate product inventory data on the commerce site resulting in order fulfillment delays is 

one example of how siloed data could negatively affect the experience. Another example is a 

field service technician arriving with the wrong parts due to a lack of information about the 

customer's correct product model. Both are examples of how a lack of data sharing among 

critical applications can result in not meeting customer expectations. 

▪ Disconnected enterprise workflows. Customers will mix and match channels in the course of a 

single transaction. These same customers expect businesses to maintain a contextual 

understanding of their specific needs and to address those needs successfully. For example, 

during an online return process with an intelligent chatbot, the customer benefits by receiving 

an offer to purchase a replacement product. A field service technician who is repairing a home 

internet outage should have the ability to upgrade the customer's internet service subscription 

while onsite. Unfortunately, the reality is that employees in most businesses are trapped by the 

applications they use, unable to step outside the traditional boundaries of their functional role 
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to address the full range of customer issues. Service agents can't upsell customers, sales reps 

can't send customized marketing offers to targeted accounts, and marketers can't access 

point-of-sales information to customize offers and content better. 

Enterprises have historically addressed these problems by either building large data warehouses or 

trying to maintain tenuous integrations between and across customer-facing applications and 

operational applications. For example, IDC predicts that companies globally will spend approximately 

$360 billion from 2021 to 2024 on technology to improve their customer experience and maintain 

digital parity with their customers. One of the reasons behind this large spending is that both  

customer-facing and operational systems must be updated to reduce the integration limitations of 

legacy applications and to migrate to a modern platform that can deliver the agility and scale 

necessary to provide a differentiated customer experience. 

A modern differentiated customer experience requires data and integrated business processes and 

workflows across the enterprise and between customer-facing and core operations applications to get 

the right data to the right place at the right time to delight the customer and deliver that differentiated 

customer experience. At its most fundamental level, the challenge involves integrating data, 

processes, and people in new and flexible ways to modernize the customer experience. 

UNIFIED ENTERPRISE APPLICATION APPROACH DELIVERS BETTER  
CUSTOMER EXPERIENCE 

The foundation for providing a contextually relevant and differentiated customer experience is 

understanding the customer, which only comes from appropriately applying customer data from both 

front-end and back-end operations. The problem for most enterprises is the lack of a consistent 

enterprisewide effort that integrates all customer data. Marketing has some, sales has some more, and 

the customer contact center has some more and different data. That doesn't include the vital customer 

data retained by back-office applications such as the core ERP and financial systems. It is all about the 

same customer, just different contexts and not connected to other data about the customer in other 

parts of the organization. 

Instead of trying to piecemeal a solution together, a better way to solve this problem is by creating a 

unified customer experience platform that brings all the customer data from across all of the enterprise 

together and creates not only a single source of truth but also a contextual understanding of the 

customer or a unified customer experience platform (see Figure 2). 
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FIGURE 2 

Components of a Unified Customer Experience Platform 

 

Source: IDC, 2021 

 

In a UCXP, each component builds on and supports the others across both front- and back-office 

systems in a cloud environment to provide the data and business process foundation that supports a 

differentiated customer experience. The four components of a UCXP are: 

▪ Common data model. A common data model is used across the totality of the enterprise and in 

conjunction with partners and suppliers. This would include a common data model for 

customer information, including identity, account, engagement points, and history, and include 

product and product components, contracts, and employees. 

▪ Ubiquitous business functions. There are many business functions and capabilities that are 

reused across an enterprise in support of customer engagements, including contracting, 

offers, billing, and subscriptions. These should be compartmentalized and then reused in the 

same way to provide the same data and same outcomes anywhere in the organization. 

Omni-Channel 

Presence

Persistent 

Engagement

Ubiquitous Business 

Functions

Common 

Data Model
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▪ Persistent engagement. A UCXP should support persistent and continuous engagement with 

the customer, constrained by what the customer allows. This requires relevant content, 

orchestration between business process and customer journey steps, personalization, and the 

analytics and AI to keep it relevant. 

▪ Omni-channel presence. Customers are on every channel and often at the same time.  

A UCXP needs to support persistent engagement through an omni-channel presence across 

web, voice, social, chatbot, and others with contextual experiences and channel switching. 

By employing a UCXP, brands can address the holistic customer relationship that answers modern 

customer questions like is it in stock, can I customize it, how long will it take to get it, how do I change 

my order, and more. This also addresses the issues that companies face as more and more roles take 

an interest in customer experience and its impact on the business. For example, employing a UCXP 

allows a CFO to measure the bottom-line impact customer experience changes have. It would also 

allow product management, supply chain managers, and sales to gauge the impact of a seasonal 

supply disruption and how to address it with customers most effectively. 

For a deployment to be effective, a UCXP needs to support a mixed but integrated environment where 

data, applications, and outcomes (whether from the same vendor or a partnership of vendors) all 

function in harmony and without the integration and operation headaches common in a multivendor 

environment. It must also have a support network of partners including systems integrators and ISV 

partners to add innovation and extension capabilities to tune the platform for each unique business. 

HOW ORACLE IS DELIVERING A UNIFIED CUSTOMER EXPERIENCE PLATFORM 

Let's take the four components outlined previously for the UCXP — common data model, ubiquitous 

business functions, persistent engagement, and omni-channel presence — and look at the Oracle 

Advertising and Customer Experience suite through that lens. We can see why its approach is unique. 

Common Data Model 

Oracle's strategy for the company's customer experience suite is built on the principle of "unification" 

rather than "integration." Oracle Fusion is the technology platform upon which all Oracle applications 

are built. The Fusion platform enables a shared customer model, shared object model across pricing 

and products, unified global instance, unified data structures, application flows, and common 

experiences across all front- and back-office processes. 

A common customer and transactional data model is at the heart of Oracle's customer experience 

suite because the majority of customer interactions in the future will involve both front- and back-office 

data and business logic. This means that any Oracle Advertising and CX application would share a 

common data model with applications for supply chain, financials, and even HR. This unified approach 

is not limited to the platform but extends to a common cloud infrastructure as all of Oracle's 

applications are deployed on the Gen 2 Oracle Cloud Infrastructure. A single cloud infrastructure 

approach improves both application performance and data security compared with distributed cloud 

infrastructure models. 
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Unification is important because data and application integration is expensive for companies that have 

to do it themselves, and those costs only increase over time. If a company has software updates from 

five different software vendors every 90 days across an integrated system, it also means that the IT 

team has taken on the ongoing complex process of maintaining the integration of those products. 

That's a very complex, expensive, and error-prone process. A unified platform approach like Oracle's 

is pre-integrating and testing core application data and process workflows prior to releasing updates, 

minimizing any business disruption from ongoing product innovations. 

Ubiquitous Business Functions 

Oracle is unique because it is the only vendor with the full suite of business applications built on top of 

a common platform that supports the customer experience across advertising, marketing, sales and 

service, and operational processes across supply chain, ERP, and HR. 

Within Oracle Advertising and Customer Experience suite, Oracle offers solutions as follows: 

▪ Oracle Advertising helps maximize advertising performance and drive better outcomes 

through high-quality targeting data, innovative contextual technology, and powerful 

measurement solutions. 

▪ Oracle Marketing is an integrated data-driven marketing solution that allows for personalized 

and targeted marketing necessary for a differentiated customer experience — for both 

consumer businesses and B2B business. 

▪ Oracle Sales focuses on reducing the friction in the customer journey by providing sales teams 

with intelligent data-based recommendations. 

▪ Oracle Commerce supports the digitalization of the buying experience for customers across 

both B2B and B2C, something that is now table stakes for brands to compete going forward. 

▪ Oracle Service helps brands automate their customer support and service, deliver 

personalized responses, and support self-service options. 

Since the future of customer experience will be different by industry, this unified platform approach 

enables Oracle to build complete industry solutions using cloud-native technologies that enable 

industry-specific workflows and business processes. 

This common platform approach enables business functions to be connected in ways that enable new 

customer-centric business models (e.g., connecting supply chain to customer service and field service 

for a complete, end-to-end service solution or connecting sales, online commerce, and ERP, enabling 

more predictable business models that future proof companies against economic downturns). 

Persistent Engagement 

To be a true UCXP requires that a technology vendor or a set of vendors provide a unified set of 

solutions that support the customer's journey. Oracle offers technologies such as customer 

intelligence, content, analytics, and integration. 

Customer intelligence is at the heart of Oracle's customer experience suite connecting everything 

about the customer into a unified profile — from the moment the customer first engages with a brand to 

becoming a loyal customer and every interaction in between. Oracle Unity is Oracle's enterprise 

customer data platform that combines front-office data or CRM and back-office data along with third-

party and real-time behavioral data to have a single and more complete and up-to-date view of the 

customer. The solution includes identity mapping to solve one of the most difficult customer issues — 
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connect customer identities across channels, devices, and processes. It also includes the ability to 

enrich customer profiles — intelligent customer segmentation based upon behavior — and employs 

analytics for continuous experience improvement resulting in data that can deliver personalized and 

frictionless experiences. 

Intelligence is embedded into every Oracle application to identify common patterns and enable AI-

driven decision-making consistently across each customer touch point. And Oracle Content 

Management operates a centralized asset hub, has AI-powered discovery and tagging, and can 

assemble personalized content for customers on demand. The content asset hub can collect content 

from across the enterprise and embed content into any Oracle CX or external system. 

Omni-Channel Presence 

Intelligence within Oracle's applications determines the optimal time and the preferred channel to 

engage with each customer. When coupled with fatigue, analysis brands can fine-tune when and how 

they communicate with that individual, tailoring things like content, timing, number of touches, and 

channel selection. 

Oracle is unique as it is the only applications company to currently have a common voice digital 

assistant in its infrastructure. Oracle's voice and chat user interfaces help balance automation with 

high-value customer engagement. The digital assistant comes with built-in AI, visual design tools, 

analytics, and out-of-the-box skills to extend customer engagement simultaneously across channels to 

messaging, web, SMS, and voice interfaces. Automated learning ensures accuracy, allowing for bot-

initiated conversations and seamless human agent handoffs. 

Although there are many solutions in the market that address the aforementioned four components 

individually, what makes Oracle unique is the integration on Oracle Cloud and the extension 

capabilities into new customer-facing technologies like chatbots, augmented reality, omni-channel and 

device content delivery, and more. It also includes next-generation security to deter threats and 

improve governance and powerful business analytics to better understand and predict how the 

business is doing. 

Customer examples of Oracle UXCP improving customer experience delivery are discussed in the 

sections that follow. It is important to move beyond the theoretical to the practical. A number of Oracle 

clients have successfully implemented the Oracle Customer Experience solution and realized 

tremendous business value. The sections that follow illustrate two examples of customers that 

improved their contextual awareness of their customers and reduced friction for their customers across 

the customer journey using Oracle technology. 

IT Technology Company 

For both B2B and B2C companies, it is critical to have data-driven contextual awareness about their 

customers that they can then use to improve the customer experience, customer retention, and the 

business bottom line. By employing Oracle Advertising and Customer Experience suite, an IT 

technology company was able to accomplish three critical things in developing a better contextual 

awareness of its customer and partner: 

▪ Improved buying experience. By employing integrated customer and business data, the IT 

technology company removed unnecessary steps in the purchasing process and focused on 

what customers, including other businesses and resellers, felt were the highest-value activities 

that still met critical business outcomes. 
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▪ Empowering sales teams. Sales teams, especially in a B2B setting, live or die on the quality 

and breadth of customer data. Using Oracle, the technology vendor provided its sales team 

with additional data that made the difference in a number of critical accounts. 

▪ Being more agile in the future. As the pandemic has taught, tomorrow will not be the same as 

today, and businesses need to constantly assess their future direction relevant to their 

customers. Using data and intelligence from the Oracle solution about its customers, its 

preferences, and its evolution, the technology firm identified and explored different future 

business models that would help the company sustain relevance with its customers while 

maintaining or improving its bottom line. 

Global Insurance Firm 

For brands to remain relevant, they must be able to provide frictionless engagement for customers in a 

modern technological environment. This often requires extensive systems and operations in the 

background to provide that seamless and frictionless experience. Oracle was able to do this for a 

global insurance firm with a highly fragmented customer experience and a lack of visibility into its 

business operations. By implementing Oracle Advertising and Customer Experience suite, the 

insurance company was able to: 

▪ Unify customer understanding. By implementing the Oracle solution, the insurance firm could 

have complete visibility across departments and business functions around account 

management, resulting in a unified understanding of the customer. This reduced or eliminated 

a number of the speed bumps customers had experienced, including lack of clarity across 

business functions and being asked to provide the same information multiple times. 

▪ Streamline omni-channel selling. Multiple channels to interact and engage with customers are 

often the bane of any customer experience improvement effort. This insurance firm was able 

to both streamline and simplify its global sales process, removing a number of friction points 

from the customer experience. 

▪ Better customer targeting. Customers frequently face a myriad of choices and products, often 

from the same vendor. By creating deep customer insights through the unification of customer 

data and business processes in the Oracle solution, the firm reduced the number of options 

presented to customers to only the appropriate options, resulting in a simpler purchase 

process for the end customer. 

▪ Decrease technological footprint. By implementing a single unified Oracle solution, the insurance 

company significantly reduced its technological footprint, including the number of third-party 

application integrations, resulting in a smoother customer journey for the end customer. 

CHALLENGES AND OPPORTUNITIES 

IDC has been working with organizations to better understand their customer experience challenges 

both before and during the pandemic. Many CMOs and other business leaders whom we have spoken 

with have expressed concern about whether their organizations have the determination to stick with 

pandemic-inspired initiatives to digitally transform the customer experience. These leaders have 

always understood the importance of customer engagement and the results of a great customer 

experience, but it took a series of unfortunate events to bring it to the forefront. These same business 

leaders also know what is required to maintain this focus going forward but do not feel empowered 

beyond immediate band-aid efforts to get it done. Instead, they watch their CEOs and boards shy away 

from complex organizationwide customer experience transformation efforts that involve significant 

technology investments and business process modifications in favor of short-term solutions. 
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Customer experience transformation matters since if one brand doesn't provide a differentiated 

experience for the customer, another brand will. But the journey to customer experience transformation 

is not always an easy one. In that context, establishing effective customer-centric experiences and 

removing friction points along the customer journey are critical for success. Brands also need to 

engage in active and multisource learning about their customer and the continuous evolution of their 

primary markets so that they may be more agile and maintain parity with their customers in an 

increasingly dynamic world. Organizations must plan for and devote the necessary resources of time, 

finance, and people to this vital transition. 

Similarly, customer experience solution providers in a digitally transformed market must be able to 

offer integrated solutions that interweave data, business processes, and technology while leveraging 

cloud as a common platform for consistent access to data and applications. And these integrated 

solutions need to reach end to end of the customer journey to actually provide a frictionless customer 

experience backed by data and understanding. 

CONCLUSION 

To survive in the hypercompetitive market, businesses need to transform the experience they offer to 

their customers. That experience needs to be integrated not only across the different steps in the 

customer journey but also in the enterprise between customer-facing and operational systems.  

The days of the piecemeal approach to orchestrating a customer journey may be coming to an end.  

To successfully compete for customers, enterprises will need to adopt a platform approach to deliver 

an experience that is on par with best-in-class experiences and that delights the customer.  

Companies that successfully transition from a best-of-breed approach to a unified customer 

experience platform can expect to improve the effectiveness of customer engagement. This includes 

how data about the customer is used, the resulting delivery of products and services to the customer, 

and the efficiency of business processes in reducing both operational friction and friction across the 

customer journey. The result is a better long-term value for the customer and a better bottom line for 

the company. 
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