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Safe Harbor

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, timing, and pricing of any features or functionality described for Oracle’s products may change
and remains at the sole discretion of Oracle Corporation.

Statements in this presentation relating to Oracle’s future plans, expectations, beliefs, intentions and
prospects are “forward-looking statements” and are subject to material risks and uncertainties. A detailed
discussion of these factors and other risks that affect our business is contained in Oracle’s Securities and
Exchange Commission (SEC) filings, including our most recent reports on Form 10-K and Form 10-Q
under the heading “Risk Factors.” These filings are available on the SEC’s website or on Oracle’s website
at http://www.oracle.com/investor. All information in this presentation is current as of September 2019
and Oracle undertakes no duty to update any statement in light of new information or future events.
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Stores & Commerce Solution
Strategy Breakout - Agenda

- A Brand Experience Story
 Omnichannel Retail Market Overview
 Omnichannel Solution Roadmaps

« Xstore — Point-of-Service

Customer Engagement — Retail CRM
Order Management Suite — Retail OMS
XBRi — Loss Prevention

Oracle Commerce Cloud — eCommerce
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A Brand Experience Story
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Customization

Individualization
Premiumization




Omnichannel Retail Market
Overview
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Omnichannel Solution
Roadmaps
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« Xstore Point-of-Service

* Customer Engagement

* Order Management Suite
« XBRi Loss Prevention

* Oracle Commerce Cloud

MODERN

RETAILING
IN THE CLOUD
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Xstore Suite

Development Candidates
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Challenges
Facing Retailers

Omnichannel Execution:
| can’t deliver the omnichannel customer
journeys my customers expect.

Associate Experience:
There’s a war for talent in my stores and | need
every possible tactical advantage.

Customer Experience:

| want to deliver a customer experience that
exceeds my customer’s expectations.
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Deliver on Omnichannel

Customer Journeys:

of BOPIS shoppers

(o) are likely to make an additional purchase,
(o) and 49% of shoppers made unintended
purchases while picking up their item in-
store.

Delivering the omnichannel
customer journeys
customers expect.

Omnichannel Customers

who use at least 2 channels, are 2X 2X
: more profitable to the retailer.

Buy anywhere, source anywhere, fulfill anywhere, return P
anywhere; | want what | want, when, where and how |
want it. While delivering a memorable experience that

exceeds the customer’s expectations.

& Customer Journeys
Brands that i th
1594 Grandsthatcan morove the o

increase as much as 10 to 15 percent
(o) while also lowering the cost to serve
O 15to 20 percent.
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Winning the war for talent
in the store.

With a smart phone in hand, today’s consumer sometimes
enters the store with more information than many store
associates. We’re not looking to level the playing field; we’re
empowering the store associate with the tools and the data to
create a superior experience. While delivering on the brands
store experience value proposition, this creates a level of job
satisfaction.

Confidential - © 2019 Oracle Internal/Restricted

. resourcefulness was key.

=\
The Retail Store Associate,
Your Best Brand Ambassador:

Happy Customers make
Happy Associates

Companies that make a concerted
effort to improve customer experience
also see employee engagement rates
go up by an average of 20%.

68%

20%

Happy Associates make
Happy Customers

68% of customer said that a pleasant
representative was key to their recent
positive service experience, and 63% said
that a representative’s knowledge or

The Value of a Store
8 1¢y Associate
O Thetransactions of shoppers who

interact with retail associates account
for 81% more value.



Delivering a customer
experience that exceeds
the customer’s
expectations

Delivering the customer experience that consumers want
is the way to keep them, in a time when customer
acquisition is at an all time high cost, and when it’s never
been easier to lose a customer from a single bad
experience.
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: 1 4X An Existing Happy
gl&ﬁﬁ@lﬂﬁﬂre profitable than

=\
The Value of Customer
Experience:

The Value of a Good

869 Experience

86% of customers will pay more for
a better customer experience.

The Value of Customer Retention

Customer retention is the most surefire

way to improve your bottom line. (o)
Retailers that grow their rates by as 9 5 /O
little as 5% typically see profits

increases ranging from 25% to 95%.

selling to a new customer.




Xstore: Driving Themes

« Deliver an environment that allows
the store associate to exceed their
customers omnichannel
expectations

 Flexibility will play a significant part
in enabling deployment &
management options

« Continue to unify the Digital and
Brick & Mortar worlds while fusing
the shopping and purchasing
experiences

Confidential - © 2019 Oracle Internal/Restricted

Drive to deliver a fully mobile
enabled store

Develop secure global capabilities
with new and evolving technologies

Increased delivery of differentiates
personal services

Proximity/Location based Marketing
RFID

loT

Conversational Commerce




Xstore — Investment Roadmap

Present

Xstore Office Cloud .
Service .

Mobile Reporting s
Ul Framework .
Accessibility .
Omnichannel .
Enhancements .
Globalization .

Enhanced Enterprise -
Integrations
Self Service
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Next

Mobile Only Store

Unified Payments
Xservices V2.0 (REST)
Xadmin Refresh

Enhance Entitlements
Xstore Office Cloud Service
RFID Returns

Globalization

Enterprise Integration

Future

Unified Orders
Collaboration &
Communication
Xstore POS Cloud Services
Mobile Refresh

Alin the store
Omnichannel
Enhancements
Globalization
Enterprise Integration
Self Service




Main Menu
Select an option below.

- & '

Start Sale Associate Customer

& ] =

Employes Inventory Reporting

R &
System T Xstore
Admin il Maobile Guide

@& Register: 2 @) Culp's Collectibles 202 John Smith 08/08/2019 04:37 PM ORACLE
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x Sale Tender Options
Trans # 433 Unit Price Qty Ext Price Select an Optlon below.
COTTON JERSEY TIERED DRES $118.00 1 $106.20
O R 1002 { Back
d 10% Off Any non-Price Overridden from Dept. 251 ($11.80)
A& John Smith
=
Cash Credit E-Wallet
)
.
. Gift
Check Gift Card Certificats
=
= =
Redeem
Redeem . Travelers
Store Credit Merch Credit Check
Card
e
m 0
1%
Foreign House c
Currency Account oupon
Tax $8.50 Fees $0.00 Subtotal $106.20
Amount Due $114_70

08/08/2019 0232 PM ORACLE
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Customer
Engagement

Development Candidates
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Challenges
Facing Retailers

Customer Retention: :_
| need to continually drive engagement with my ¥
loyalty customers. |

Single View of Customer:

| have customer data in a lot of different place.
I need to bring it all together to achieve a single
version of the truth

Optimize Promotions:

| want to present the right offer to the right
customer at the right time.
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Customer acquisition has
never been more expensive.

Strategies that drive customer engagement create
opportunities for brands to develop long term
relationships, and build a more emotional connection,
driving loyalty.
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et%tiﬂﬂomers are five times more
5 likely to buy only from the same brand in

Customer retention is cost

effective:

Loyal Customers
+12 t0o Spend More
loyalty programs generate between 12
and 18 percent more revenue than
Retention Delivers
Reyven@iion is the most surefire
from five to 25 times more expensive than
retaining an existing one

o Customers who are members of
18%
non-members
way to improve your bottom line. 5 - 2 5X
Acquiring a new customer is anywhere
Engagement Drives

the future



Smgle Vlew of Customer
Powers Personalization:

One View Enables
oy Personalization
+ 1 1 /o Brands that personalize promotional

marketing emails earn 11% higher open
rates than those that don’t personalize

Personalization

Delivers Value .|.1 7%

Organizations using email
personalization generate 17% more
revenue through their campaigns than
the average marketer

Personalization
Drives Engagement

6 5 /o Say personalized offers and promotions are

very important to them in their shopping
experience

Single View of Customer
allows retailers to actually
understand customers as
individuals.

Single View of Customer allows for a holistic
understanding of the customer, giving retailers the
ability to personalize, and deliver a customer experience
that exceeds the customer’s expectations.
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Optimize promotions to be
their most relevant and
effective.

Relevance is everything — You want to present the right
offer to the right customer at the right time in order to
have the highest degree of success.
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Customers want you to know

them, and their needs:

Customers Want
500/ to be Understood
o

Would be attracted to personalized
offers based on loyalty data,
purchase data or real-time browsing

data
Relevance'is Key! 58%
58% of retailers believe their offers are
mostly relevant VS. VS. 32 O/
32% of consumers who believe that those o

offers are relevant:

Customer Expect
You to Remember
Everything to be

79 % RQL?M‘!EI&S say they are only

likely to engage with an offer if it has

been personalized to reflect previous

interactions the consumer has had wg
_the brand




ClEa o e TGRSR
Customer Engagement: Driving Themes

. Cloud first . Blur the lines between

. Data security RGBU application

- Innovation through

.- Continuous iImprovement | |
INntegration

. Shorten time to value
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Present

SSO through IDCS
Improved automation for
patches, upgrades and
migrations

JET\JRAF UI

Expanded functionality in
‘Entitlement Engine’

Bulk data synchronization
with MOM

Integration with Retail
Home

Expanded integration with
Al

Improved Ul for Customer
Lookued\eEdit

Con
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ORCE - Investment Roadmap

Next

RICS\ICS

Streamlined provisioning
Improved Ul across the
application

Enhanced support for
orders

Customer ‘Event’
Management
Expanded promotion
capabilities

Oracle Data Cloud

Future

Containerization
Multi-tenant

Improved ‘Best Deal’ logic
Extended predictive
analytics

Improved support for
loyalty member referrals
Improved support for
loyalty program
partnerships

Digital assistant (Chatbot)
Content management
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Challenges
Facing Retailers

Omnichannel Execution:
Originally | just wanted to focus on customer
needs now | need to also focus on profitability.

Retailer Experience:
Fulfillment costs are eating into my profits.

Customer Experience:

My customers want the item where and when
they want it and they don’t care where it comes
from.
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Originally | just wanted to
focus on customer needs
now | need to also focus on
profitability.

When Omnichannel journeys started retailers were only
concerned with getting the customer what they wanted
where they wanted it so they would remain a profitable
and brand loyal customer.
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Customer Needs:

Customer Retention
Rate

Businesses that grow their customer
retention rates by as little as 5% typically
see profit increases ranging from 25% -
95%.

Increased Revenues

%
Businesses that deliver better customer 4 - 8 (o)

experiences obtain revenues between
4-8% above their market.

73%

Customer Experience &
Maturity

73% of companies with “above
average” Customer Experience
maturity perform better financially
than their competitors.




Fulfillment costs are eating
into my profits:

Average Order Value

(o) A recent study found the average cost for
QO aretailer to fulfill an order is a staggering
70% of the average order value.

Fulfillment costs are eating
into my profits.

Costs to Fulfill

67% of CEOs say the costs to fulfill an 67%

order have increased over the past

Some channels are better designed to handle order several years.

fulfillment than others and that results in different costs
depending on where the merchandise is.

& Misalignment

37% 37% of CEOs say that order inventory

and supply chain operations are not
properly aligned.
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I want the item where
and when | want it and |
don’t care where it
comes from.

The retail space is evolving at a more rapid pace than
ever before with the consumer having more control
over the experience than ever before.
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Customer Expectations:

Customer Retention

91 O/ Businesses that adopt Omnichannel
O strategies achieve over 91% greater year-
over-year customer retention rates
compared to businesses that don't.

Lifetime Value

%
Omnichannel shoppers have a 30% 3 O (o)

higher lifetime value than those who
shop using only one channel. :

=y

Inventory Information

(o) 39% of consumers are unlikely or
3 9 /o very unlikely to visit a retailer’s store
if the online store does not provide
physical store inventory information.




Order Management Suite: Driving
Themes

« Tighter integration with the » |ncreased delivery of fulfillment
Supply Chain for Omni Channel tools
Journeys _ _ :
Shipper Integrations for lead times
« (Continued focus on the customer - Enhanced store information
experience via customer service. - More user defined routing rules

« New unified payment options
across channels.
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Present

Additional Contact Center -
Enhancements

Localization for Regions .
Integration with RMS &

RPM for Foundation Data .
Integration with RESA .
Cloud Optimization .

Confidential - © 2019 Oracle Internal/Restricted

Order Management Suite — Investment Roadmap

Next

Continued Contact Center
Enhancements

RESA Integration
Enhancements
Localization for Regions
Journey Expansion

Cloud Optimization
Unified Payment

Future

Integration with Promotion
Engine

Continued Contact Center
Enhancements
Localization

Unified Payment

Al & Machine Learning
Journey Expansion
Integration to Narvar
Slack/Messaging




Order 178 €@

POLUMED €

Search €@

ORACLE' Order Management System Cloud Service | Jen Company

sa Jen Polumbo

(7 R

Il Order 178 | Order Summary
Order Summary Order Activity
Sold-To # Edit

JEN POLUMBO

1800 WEST PARK DR
WESTBORO, MA 01581 US

(508)652-9379

Customer Number: 101

Order Information

Order Number: 178
Entered By: JPOLUMBO
PHONE ORDER

Order Date:  10/24/2018
Date Entered: 10/24/2018
No

Origin: Quote Origin:

4 Ship-To 1 Details

Ship-To Address

JEN POLUMBO

1800 WEST PARK DR
'WESTBORO, MA 01581 US

(508)652-9379

1 Order Line

1. MICHAEL KORS MCKENNA MEDIUM SATCHEL (MCKENNA)

@

Unit Price: 99.00 Status: Closed
Ordered: 1

Extended Price:

Order Email:
Source: JEN
Batch

99.00

Order Messages

At A Glance

4 Ship-To1 JEN POLUMBO
+ Paymentinfo VISA(1111)
4  OrderTotals  109.00

Order Status:

Number: 0

Ship-To Information

Additional Charges: 0,00

Ship-To Total: 99.00

¥ Additional Ship-To Information

Shipped:

Shipping Override:

1

Customer Messages

Closed

Alternate Order Number:

0.00

# Edit

+ Add Order Message

Returns/Refunds Invoices
Recent Activity
10/24/2018: Maintenance
* Return Create Misship

{5 Additional Charges

Ship-To Status:  Closed

Ship Via: 98 - EXPRESS BILL

-+ Add Order Line

= Retun (& Discount

Ship Date: 10/24/2018

Invoice: 114

@
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® customer search

JEN POLUMBO
1800 WEST PARK DR

(508)652-9379

Items

Edit

Additional Details

Source Code

Gift Order
Calculate Shipping
Ship Complete

OrderSearch €) NEWORDER €@
0 Customer Information

Verify order information

Customer Information

WESTBORO, MA 01581 US

MICHAEL KORS MCKENNA MEDIUM SATCHEL (MCKENNA)

i Ordered 1 Price. 99,00 Extended Price 99.00
Reserved 1

A123 Delayed Arrival
No Ship Via
Yes Tax Code
No Tax Identification

@ items

0 Shipping

= ORACLE Order Management System Cloud Service | Jen Company

Ship To

JEN POLUMBO

1800 WEST PARK DR
WESTBORO, MA 01581 US

(508)652-9379

-+ Add Items

/7 Edit

1= UPS GROUND

Previous Next Cancel

A~ Order Summary X

& Customer
JEN POLUMBO (101)
Order Total

Merchandise  99.00
Shipping  10.00
Additional Shipping 0.00
Additional Charges 0.00
Personalization 0.00

Tax 0.00

Total 109.00

@ Items

MICHAEL KORS MCKENNA MEDIUM...

Quantity 1
i price 99.00
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ORACLE Order Management System Cloud Service Firstname Lastname -

Home  Pending Order Summary

2 8l Pending Order Summary @
Data last updated DD/MM/AYYYY HH:MM:SS 0¥ Refresh
&
| [ o] Total Pending| | @ Suspended (319) | © Error (117) | © Held (72) | © Backordered (191) | © Reserved (7) | ©
il
113,627 20,415 7,012 61,981 9,359 981
O\ Order Value Order Value Order Value Order Value Order Value Order Value >
Pending Orders Oldest Newest Oldest Newest Oldest Newest Oldest Newest Oldest Newest Oldest
914 7/1/2018  7/11/2018 7/1/2018  7/11/2018 7/1/2018  7/11/2018 7/1/2018  7/11/2018 7/1/2018 7/11/2018 7/1/2018
=
W Suspended
W Error
Held
W Backordered
Pending Orders B Reserved
Printed
Quote
W Pickup
e
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MEN WOMEN sors GIRLS CusTOMIZE

ESTIMATED

: DELIVERY | : . O
SEP ; OUT FOR DELIVERY

SHIPPING ACTIVITY

NEW RELEASES

The rewest ared moat prema.m
Prodact Nke N ) (Mer

GET A TEXT MESSAGE WHEN YOUR PACKAGE ARRIVES
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Wl ATRT = 10:54 AM @ 9 99%

<

NORDSTROM sl
k +1(415) 813-3631>

rac

WOMEN SHOES BAGS & ACCESSORIES BEAUTY HOME GIFTS CLEARANCE

DELIVERY DATE HELP US IMPROVE

nordstromrack: Your
WEDNESDAY RtY ShPHEP  f pgoiztgc; wiilrf usgg is out

' W for delivery today! Track
here htips://
nordstromrack.narvar.com/
trk/d3p6wsfsmv3xjOve

SEPTEMBER

Recommended For You
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XBR!

Development Candidates
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To Catch a Thief...
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Why do retailers need asset
protection solutions:
The size of the problem

550_6 B NRF estimates shrink has a

$50.6 Billion impact on the retail
industry.

The store associate’s
connection, 3 O o/
Retailers attribute 30% of Inventory (o)

shrinkage to employee theft.
Average loss per case
A global study of retail theft found

$1 - 89 k that employees who steal from

retailers average $1,890 in theft,
while the average shoplifter will
only take about $438.

Retail Related Crime
in England in Wales
The Britgh Retail Consortium reported 12 90/0

Employee Theft increased substantially
by in their 2019 study.




Challenges

Facing Retailers

Embed Machine Learning:

I need more modern Ul's that embed analytics
throughout to drive analysis via dashboards and
calls to action that don’t make me search for work.

Procedural Compliance:

We invest significantly in the design of our policies
and procedures and we need to know when the store
associates are not followed them.

Reporting:

The KPIs | use to run my business are ever evolving,
and | need my solutions to report on what | monitor
today and what I will need tomorrow.
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XBR': Driving Themes

. Extensibility - Field and Super User

. Integrations Experiences

- Omnichannel
- Non-POS Data feeds

.- Machine Learning
- Know patterns and anomalies
. Curated Learning
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XBR!- Investment Roadmap

Present Next Future

« Enhanced Science « Enhanced Ul Updates * Omnichannel Analysis

» Enhanced Extensibility » Science Feedback & Buy Online, Store Return
Data Load Process Machine Learning Store Order for delivery
Configurable Data - Xstore Integration Invoice/Order Details

» Science & Machine

Log Viewer Access Receipt Reprints

 Xstore Integration E-receipts Learning — Expansion
Store Dashboard(Mobile) « Additional non POS data
Receipt Viewer feed and exception alerting
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Oracle Commerce
Cloud

Development Candidates
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Challenges

Facing Retailers

Ecommerce IS Retail
| struggle to offer the the convenient, holistic
customer experience critical to retail success.

Data Driven:

| am capturing enormous amounts of data,
across the clickstream and through transaction
data but | don’t know how to properly exploit it.

Personalization at Scale:

A more personalized experience will result in
greater brand affinity and more profit, but how
do | understand my customers and their needs
to deliver this experience.
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Customers Seek Convenience Across
the Complete Shopping Experience

88% of consumers pre-research
their buys online before making a
purchase’

88% Shopping starts online

Ecommerce IS Retail Ecommerce drives retail growth

Retailers are seeing rapid growth 1 O/ I
through the convenience of (o)

ecommerce, with +16% YOY?

Omnichannel customers buy
2 3 oy more and more often

Customers researching online bought 13%
more in the store. Omni customers logged
23% more shopping trips than single channe
customers.?
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Data Driven... Since the
Beginning
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=
Data Must be Relevant,
Actionable and Customer Led

Retailers collect lots of data

175 Zettabytes of data stored by 2025. Retail

175 stored 364 Petabytes of data in 2016. Walmart
processed 2.5 Petabytes of data per hour in
2017123

Most data is not analyzed

On average, between 60% and 73% 60 — 730
of all data within an enterprise goes

unused for analytics.*

Analytics need action to realize value

5% of retail and CPG enterprises qualify as
50/ data-driven.* 74 percent of firms say they
O want to be data-driven, but only 29 percent
are successful at connecting analytics to
action?

Customers expect actionable data

62% Of American consumers believe

that sharing data and personal (o)
information online is part of the 62 /O

modern economy. ©




Oracle Commerce Cloud: Driving Themes

Continuing Maturity — 165 customers
Product evolution towards next-gen Commerce
Continued investment in B2B

Unlock support for Service and Asset-based Commerce
Service Transparency and Monitoring

Leveraging other parts of Oracle

Merchant Insights & Business Optimization
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OCC - Investment Roadmap

Present Next Future

= High Availability = More Omnichannel = Large Team Collaboration &
Rollout across multiple, BOPIS support and Publishing
global Data Centers with enhancements Collaboration tools to access
redundancy Customizable Agent Console assets and team members working
Standardized part of OCI Shopper Impersonation on commerce projects

= Search = Support for Complex B2B = Next-Gen Merchant Insights
Dynamic Curation with Punch-out, Purchase Lists Al/ML for Business Optimization

Boost and Bury of items Account & Contact Self-Reg In-context information at point of

Search 3rd party content - use
" Advanced Personalization Hints and recommended Actions

= Design :
Advanced Audience Ak (
Image lazy loading R = Cross-channel Digital Analytics

capabilities — infinite pages Clickstream data to centralized

Time based, Geolocation,
for SKUs data platform

Behavioral
Confidential - © 2019 Oracle Internal/Restricted  Data Cloud personalization E




THANK YOU

Chris Sarne

Senior Director: Global Retail Strategy &
Solutions Management - Omnichannel

Oracle Retalil

https://blogs.oracle.com/author/chris-sarne
https://twitter.com/csarne
https://www.linkedin.com/in/chris-sarne-

304758/
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