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Curtis	  Bingham	  is	  the	  recognized	  authority	  on	  chief	  customer	  officers	  and	  the	  first	  to	  promote	  this	  role	  as	  a	  catalyst	  
for	  competitive	  advantage.	  He	  is	  the	  creator	  of	  the	  CCO	  Roadmap,	  a	  groundbreaking	  work	  containing	  100+	  critical	  
strategies	  essential	  for	  customer	  centricity.	  As	  an	  international	  speaker,	  author,	  and	  consultant,	  Curtis	  is	  passionate	  
about	  creating	  customer	  strategy	  to	  sustainably	  grow	  revenue,	  profit,	  and	  loyalty.	  

	  

Oracle has hundreds of thousands of customers and dozens of customer programs. It 
measures customer engagement of its biggest accounts on an account-by-account basis. The 
company focuses on those top accounts that, combined, contribute the clear majority of 
Oracle’s annual revenue. The company has identified the eight customer programs that have 
the highest correlation to satisfaction, loyalty, referenceability, and revenue. The measure of 
engagement then is the number of these programs in which a top customer participates.  

Overall engagement is measured along a continuum that begins with the transactional buyer 
(least engaged), increases through the buyer who is engaged in customer programs, further 
increases through the buyer who is partnering with the company on product roadmaps and 
strategies, and culminates in the buyer who is an advocate for the company (most engaged). 
Participation in only a couple of key programs places a customer at the transactional end of the 
continuum; participation in most of them places a customer at the advocate end. The company 
continuously measures revenue across key customers because it believes that it is easier to 
gain incremental revenue from existing customers than to acquire new customers and it has 
determined that there is a cause and effect relationship between engagement and incremental 
revenue. In fact, Oracle’s most-engaged are generating approximately three times the revenue 
of transactional buyers  

Oracle is actively partnering with their customers to improve the business. More than 7,000 of 
Oracle’s customers are involved in some sort of an advisory board. Some of them are executive 
level advisory boards, and some are product-oriented, defining product features and 
functionalities. Participants are expected to meet minimum meeting participation requirements. 
Should people be unable to participate, Oracle will allow the customer to retire from that board 
to make room for a more active participant. 
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At the advocacy end of Oracle’s engagement continuum, more than 600 Oracle customers 
were involved in a significant speaking engagement on the company’s behalf during fiscal year 
2013. Those 600 are of the over 15,000 customers who are actively involved in referencing for 
Oracle under an agreed-on, individualized customer reference plan. Engagements range from 
Oracle’s own OpenWorld conference to participating in an advertising or product launch 
campaign or leading a best practices discussion with other customers and prospects. A 
significant segment of those speakers are senior level executives--influential people from 
influential brands.  

Oracle also examines what content is created when determining how engaged its advocacy-
level customers are. Content can come in many forms, including written and video content. 
During fiscal year 2013, in total Oracle produced almost 5,000 pieces of content with its 
engaged customers, including testimonials, case studies, fact sheets, videos, and 
advertisements. Furthermore, Oracle measures two facets of advocacy in its engaged 
customers. The first applies to customers that are even willing to engage in advocacy activities, 
whether or not they actually do so. The second applies to customers that are not only willing, 
but also actively involved in advocacy efforts such as developing content or speaking. 

In summary, Oracle’s efforts are focused on engaging as much as possible those customers 
who are among the top contributors to annual revenue and who are already demonstrating a 
willingness to engage in customer programs. The company further targets customers on the 
basis of how much of what they spend is potentially attainable by Oracle. Finally, Oracle also 
looks at systematically increasing engagement with customers who represent the strongest 
brands in the world. Underpinning all of Oracle’s customer engagement efforts is the conviction 
that increasing the percentage of the customer’s spend with Oracle is more profitable than 
acquiring new customers.* 

	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  

*Copyright Notice: All content contained in this article is copyright protected material. Reproduction, in whole or in 

part, in any form or medium, without the express written permission of the Chief Customer Officer Council is strictly 
prohibited. 
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About CURTIS N. BINGHAM 

As	  Executive	  Director	  of	  the	  Chief	  Customer	  Officer	  Council™,	  Curtis	  Bingham	  is	  
the	  recognized	  authority	  on	  chief	  customer	  officers	  and	  the	  first	  to	  promote	  this	  
role	   as	   a	   catalyst	   for	   competitive	   advantage.	   He	   is	   the	   creator	   of	   the	   CCO	  
Roadmap,	  a	  groundbreaking	  work	  containing	  100+	  critical	  strategies	  essential	  for	  
customer	   centricity.	   He	   has	   created	   the	   comprehensive	   Customer	   Centricity	  
Maturity	   Model	   used	   to	   assess	   and	   guide	   customer-‐centric	   organizational	  
strategy,	  and	  is	  a	  champion	  of	  customer	  engagement	  as	  a	  critical	  growth	  engine.	  
As	   an	   international	   speaker,	   author,	   and	   consultant,	   Curtis	   is	   passionate	  about	  
creating	  customer	  strategy	  to	  sustainably	  grow	  revenue,	  profit,	  and	  loyalty.	  

About THE CHIEF CUSTOMER OFFICER COUNCIL 

The	  CCO	  Council	   is	  a	  powerful	  and	   intimate	  gathering	  of	   the	  world’s	  
leading	   customer	   executives	   from	   widely	   diverse	   industries.	  The	  
Council	  helps	  executives	  achieve	  objectives	  faster	  and	  more	  easily	  by	  
leveraging	   best	   practices.	   It	   helps	   validate	   and	   refine	   strategies	   and	  
initiatives	   to	  avoid	  experimenting	  at	  customer	  expense.	  Membership	  
is	  by	   invitation	  only,	  and	  purposefully	  cross-‐pollinated	  with	  the	  most	  
forward-‐thinking	  companies,	   large	  and	  small,	   so	  as	   to	  help	  customer	  
executives	   deliver	   solid,	   customer-‐centric	   business	   results.	   For	  more	  
information,	  email	  info@ccocouncil.org	  or	  call	  978-‐226-‐8675.	  

	  

	  

Join	  the	  conversation	  
	  www.ccocouncil.org	  

Powerful	  Influence	  on	  Customer	  Centricity	  –	  Authority	  is	  the	  currency	  of	  the	  C-‐
Suite.	  Greater	  Authority	  means	  greater	  ability	  to	  influence	  the	  organization	  to	  
take	  a	  desired	  action.	  So	  how	  do	  you	  increase	  your	  authority	  and	  better	  use	  the	  
authority	  that’s	  been	  granted	  to	  you?	  How	  can	  you	  build	  stronger	  relationships	  
and	   demonstrate	   and	   communicate	   results?	   In	   this	  Bingham	  Advisory,	   you’ll	  
not	   only	   learn	   about	   the	   three	   types	   of	   chief	   customer	   officer	   authority:	  
Positional,	  Borrowed	  and	  Earned,	  you'll	  also	  learn	  five	  ways	  to	  borrow	  and	  four	  
ways	  to	  earn	  greater	  authority,	  with	  specific	  examples	  of	  each.	  

Download	  your	  free	  copy	  today	  at	  www.ccocouncil.org/thebinghamadvisory/	  

	  

Thought-‐leading	  Videos	  
ccocouncil.org/video	  

	  
More	  Articles	  by	  Curtis	  

ccocouncil.org/exclusiveresources	  
	  

LinkedIn	  Discussion	  for	  CCOs	  
(For	  VPs	  and	  above)	  
CCO	  Council	  Network	  


