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ABSTRACT: 

This piece talks about how Enterprise Application Integration (EAI) can help improve offer management strategies to get 
customers more involved and keep them coming back. Businesses can make personalized, consistent, and appealing offers that 
meet changing customer needs by using EAI to sync data across systems and platforms. The article talks about the best ways to 
use EAI, examples of how it worked in the real world, and upcoming trends and chances, like how to combine AI, machine 
learning, the Internet of Things, blockchain, 5G networks, and edge computing. As companies deal with the pros and cons of 
these new technologies, they will need to take a strategic approach to implementing EAI. They will need to pay special 
attention to data quality, security, and governance in order to get the most out of offer management in terms of business 
growth and customer satisfaction. 
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I. INTRODUCTION 

In today's business world, which is very competitive, managing offers well has become essential for keeping customers 
interested and loyal. Accenture did a study that showed 91% of people are more likely to buy from brands that give them 
appropriate deals and suggestions [1]. The same study also found that 83% of people are ready to share their information to 
make their experience more specialized [1]. But accurate and up-to-date data is needed to make personalized and consistent 
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offers across all platforms. In this case, Enterprise Application Integration (EAI) is useful because it lets companies sync data 
between systems and improve deal management. 

Enterprise application integration (EAI) is the process of connecting different business systems and programs so that data can 
be shared easily and tasks can be coordinated [2]. Companies can get rid of data silos and make sure that information is shared 
regularly and correctly across all of their departments and systems by using EAI. This is very important for offer management, 
as it needs real-time access to information about customers, products, and stock levels to make focused and relevant offers. 

The Harvard Business Review did a poll and found that 73% of people would rather buy from brands that use personal 
information to make their shopping more relevant [3]. Additionally, Epsilon found that personalized email ads have 29% 
higher open rates and 41% higher click-through rates than non-personalized emails [4]. These numbers make it clear how 
important customization is in offer management and show how using EAI to make customized offers could be helpful. 

On the other hand, using EAI for offer handling isn't always easy. According to a study by Gartner, 70% of EAI projects don't 
produce the business value that was expected. This is usually because the projects weren't planned well, stakeholders weren't 
involved, and the wrong technologies were chosen [5]. Because of this, companies need to plan their EAI adoption carefully, 
making sure they know their goals, needs, and possible problems. 

We will talk more about how EAI can be used to improve offer management in the sections that follow. We will talk about how 
to synchronize data for personalized offers, how to make sure that offers are consistent across channels, best practices for 
implementing EAI, real-world success stories, and future trends and opportunities in this field. 

 

Fig. 1: Consumer Preferences and EAI Challenges in Offer Management [1, 3, 4, 5] 

II. DATA SYNCHRONIZATION FOR PERSONALIZED OFFERS 

Personalized deals have been shown to be very good at getting customers' attention and getting them to buy. Emails that are 
personalized are 29% more likely to be opened than emails that are not personalized [6]. A study by McKinsey & Company 
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also found that personalization can cut the cost of acquisition by up to 50%, boost sales by 5–15%, and make marketing spend 
10–30% more effective [7]. 

To make these kinds of targeted offers, marketing teams need to be able to see real-time data about what customers like and 
how they act that is kept in different systems, like e-commerce platforms, loyalty program databases, and Customer 
Relationship Management (CRM) platforms. EAI makes sure that this data is consistent across all systems, which lets correct 
and useful offers be made. 

Think about a store that has a reward program as an example. When businesses connect their customer relationship 
management (CRM) system to their offer management tool, they can make personalized offers for each customer based on 
their past purchases, preferences, and demographic data. If a customer buys a lot of skincare products, the system can send 
them offers for things that go well with them or new skincare products. When you personalize things this much, you can really 
get customers interested and boost sales. 

Sephora's case study shows how powerful personalized deals can be. Sephora was able to make very specific deals for its 
customers by using EAI to connect its loyalty program, e-commerce site, and in-store systems. The business said that 
personalized email marketing led to a 27% rise in conversion rates and an 11% rise in the average order value [8]. 

But for businesses to get those kinds of results, they need to make sure that the data being synced between systems is correct, 
full, and up to date. Personalization that doesn't work well and even hurts customer trust can be caused by bad data quality. 
Experian did a study and found that 67% of businesses think having wrong data makes it harder for them to give great 
customer service [9]. 

To deal with this problem, companies should set up strong data control procedures and check the quality of their data on a 
regular basis. EAI platforms with built-in data quality management tools can help simplify the processes of validating and 
cleaning data. This makes sure that the data being used for personalization is accurate and consistent. 

Also, when companies use EAI for personalized offers, they need to think about data privacy and security. As data protection 
laws like the General Data Protection Regulation (GDPR) and the California Consumer Privacy Act (CCPA) get more attention, 
it is very important to make sure that customer data is gathered, stored, and used in a way that follows these laws [10]. These 
needs can be met by businesses using EAI systems with strong security and privacy controls. This will help them gain 
customer trust. 

Metric Percentage 

Increase in open rate for personalized emails 29 

Reduction in acquisition costs 50 

Increase in revenues 5-15 

Improvement in marketing spend efficiency 10-30 

Increase in conversion rates (Sephora case study) 27 

Increase in average order value (Sephora case study) 11 

Businesses believing inaccurate data undermines CX 67 

 
Table 1: Impact of Personalization on Business Metrics [6-9] 
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III. CONSISTENT OFFERS ACROSS CHANNELS 

Customers can get confused and unhappy if you offer different things through different platforms. According to a survey by 
Accenture, 89% of customers get angry when offers are different on different platforms [11]. Oracle also did a study that 
showed 74% of customers think it's very important to have consistent experiences across all mediums if you want to win their 
business [12]. By syncing data across different touchpoints, like e-commerce websites, mobile apps, and real stores, EAI is a 
key part of making sure that offers are always the same. 

For example, if a customer sees a 20% price on a product on an online store, they should be able to get the same deal when 
they go to a real store. Customers are more likely to interact with the company across multiple channels if it is consistent. The 
Harvard Business Review Analytics Services study found that companies with strong omnichannel customer interaction keep 
89% of their customers, while companies with weak omnichannel strategies only keep 33% [13]. 

By connecting different platforms and systems, like e-commerce engines, point-of-sale (POS) systems, and marketing 
automation tools, EAI helps companies make sure that their products and services are always the same. By synchronizing data 
between these systems in real time, companies can make sure that offers are shown correctly and regularly across all 
channels. 

Take the case of a store chain that has both online and physical shops as an example. The company can make sure that 
promotional offers are applied regularly across both channels by using EAI to connect its e-commerce platform to its point-of-
sale (POS) system. If a customer adds an item to their online cart and uses a discount code, they should automatically get the 
same price when they use their loyalty card to buy the item in-store. 

Businesses can use EAI to make a single customer profile that can be used across all channels to make offers even more 
consistent. To do this, customer data from different sources, like social media, customer service logs, and CRM systems must 
be combined to get a full picture of each customer's likes, dislikes, actions, and interactions with the brand. Businesses can 
make targeted deals that are the same across all channels and fit the needs of each customer by looking at this data. 

Starbucks is a good example of how to offer stability through EAI. The company has made it easy for customers to earn and 
receive rewards across all channels by integrating its loyalty program, mobile app, and point-of-sale (POS) systems. Through 
their mobile app, customers can see their loyalty points, see personalized offers, and make purchases. All of these systems 
quickly receive the most up-to-date information. Starbucks' success has been helped by its consistency; the company says that 
its loyalty program members bring in about half of its income [14]. 

But getting consistent offers through EAI needs careful planning and execution. Businesses need to make sure that their EAI 
architecture is scalable, adaptable, and able to handle syncing data in real time across multiple platforms. Also, they need to 
make clear data control policies to make sure that the data is safe, of good quality, and in line with the rules. 
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Fig. 2: Customer Expectations and Benefits of Consistent Omnichannel Experiences [11-14] 

IV. IMPLEMENTING EAI FOR OFFER MANAGEMENT 

Using EAI for deal management needs to be carefully planned and carried out. Picking the right EAI tool that can handle 
integrating many systems is an important thing to think about. According to a study by Gartner, companies should focus on 
EAI platforms that have pre-built connectors, can be scaled up or down, and can handle data in real time [15]. The study also 
found that the EAI industry will grow at a rate of 12.5% per year from 2020 to 2027, and it will be worth $17.6 billion by that 
time [15]. 

Some of the best ways to adopt EAI are to carefully look at the systems that are already in place, set clear integration 
requirements, and include people from different departments in the planning stages. Software AG did a survey and found that 
68% of businesses think that making clear integration standards is the most important thing for an EAI implementation to go 
well [16]. 

Businesses should list the data sources, formats, and relationships that are used in offer management processes when they 
look at their current systems. This evaluation helps figure out how much merging will happen and finds possible problems 
early on in the process. IBM found in a study that companies that carefully examine their systems and procedures before 
putting EAI into place are 2.5 times more likely to get the results they want [17]. 

To set clear integration requirements, you need to be clear about the data flows, business rules, and performance goals for the 
EAI solution. This includes choosing how often to sync the data, setting standards for data quality, and making service-level 
agreements (SLAs) for how well the system works. MuleSoft did a study that showed companies that clearly describe their 
integration needs are three times more likely to finish their EAI projects on time and on budget [18]. 

It is important to include people from different departments, like finance, IT, marketing, and sales, to make sure that the EAI 
solution meets the needs of all the important business tasks. By working together with these groups, you can find possible 
integration problems, like poor data quality, incompatible systems, and the need to meet legal requirements. A study by 
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Deloitte found that companies are twice as likely to reach their business goals when they include business partners in their 
EAI projects [19]. 

Possible problems, like bad data quality and incompatible systems, should be dealt with ahead of time to make sure the 
implementation goes smoothly. Poor data quality can make deal management less effective, which can lead to wrong 
personalization and inconsistent experiences for customers. Experian did a study that showed businesses think 27% of their 
customer and prospect info is wrong, which can cost them a lot of money [20]. 

As part of their EAI application process, businesses should use data governance practices like data profiling, cleansing, and 
validation to fix problems with the quality of their data. When old systems are combined with new platforms, system 
compatibility issues may appear. To keep compatibility issues to a minimum, businesses should look into using EAI platforms 
that come with built-in connectors and adapters for popular systems and protocols. 

Metric Value 

EAI market CAGR (2020-2027) 12.5% 

Expected EAI market value by 2027 $17.6B 

Businesses considering clear integration requirements as most critical for EAI success 68% 

Likelihood of achieving desired outcomes with thorough system assessment before EAI 2.5x 

Likelihood of completing EAI projects on time and within budget with well-defined 
requirements 

3x 

Likelihood of achieving desired outcomes with active business stakeholder involvement 2x 

Percentage of customer and prospect data believed to be inaccurate by organizations 27% 

 
Table 2: Key Factors and Challenges in Implementing EAI for Offer Management [15-20] 

V. REAL-WORLD SUCCESS STORIES 

A lot of companies have been able to improve their offer management tactics by using EAI. One big coffee chain, for example, 
used an EAI solution to connect its loyalty program, mobile app, and point-of-sale tools. This integration let the business send 
customers personalized deals and prizes based on what they had bought and what they liked, which made them 26% more 
loyal [21]. The business also said that 24% of all deals in the US happen through its mobile app, which works perfectly with its 
loyalty program [21]. 

In the same way, a well-known beauty shop used EAI to make sure that customer information was consistent across all of its 
systems, including its website, mobile app, and stores. The store increased customer engagement by 32% and sales by 20% by 
making offers that were consistent and personalized across all platforms [22]. Over 25 million people have joined the 
company's reward program, which works across all channels and brings in a lot of money for the store [22]. 

A well-known clothing brand used EAI to give its customers a smooth omnichannel experience, which is another success story 
that stands out. By connecting its online store, mobile apps, and in-store systems, the business was able to give customers 
personalized product suggestions, special deals, and a uniform brand experience everywhere they interacted with the 
company. The sportswear brand said that as a result, digital sales went up 30% and member interaction went up 50% [23]. 

An EAI approach was also used by a global retail giant to improve its offer management. The business combined its online 
store, mobile app, and in-store tools to give customers a smooth shopping experience. With this integration, the store could 
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offer personalized suggestions, special deals, and a smooth checkout process on all platforms. Because of this, the business saw 
a 79% rise in online sales and a 50% rise in customer satisfaction [24]. 

When businesses use EAI for deal management, these success stories show them the real benefits they can get. These 
businesses were able to give their customers more personalized, consistent, and appealing offers by connecting their systems 
and data across platforms. This made customers more interested, loyal, and likely to buy again. 

But it's important to remember that getting those kinds of results takes an EAI approach that is well-thought-out and put into 
action. To make sure the adoption goes well, businesses need to carefully look at their current systems, set clear integration 
goals, and pick the right EAI platform. To get the most out of EAI in offer management, they also need to deal with problems 
that might come up, like poor data quality and problems with systems that don't work well together. 

VI. FUTURE TRENDS AND OPPORTUNITIES 

Every time technology changes, it opens up new ways to use EAI to improve deal management. As AI and ML become more 
popular, they open up interesting new ways to automate the creation of offers and make them more relevant to each customer. 
Businesses can look at huge amounts of customer data in real time and make very specific deals by combining AI and ML with 
EAI [25]. McKinsey & Company did a study that says personalization powered by AI can improve sales by 10% or more and 
give five to eight times the return on marketing spend [25]. 

As the number of Internet of Things (IoT) devices grows, businesses can collect more information about their customers and 
make more personalized offers at more places. IoT gadgets, like smart home appliances, wearable tech, and beacons in stores, 
can tell you a lot about how customers act and what they like. When businesses combine IoT data with EAI, they can get a 
fuller picture of their customers and make offers that are more relevant to them based on their current situation and needs. A 
Gartner study says that by 2025, 50% of the data created and processed by businesses will be done outside of the traditional 
data center or cloud. This is up from less than 10% in 2019 [26]. 

One more new trend is the use of blockchain technology to keep track of offers. Blockchain-based loyalty programs can give 
customers more control over their rewards and deals and make them safer. Businesses can make a decentralized and 
impossible to hack system for handling customer offers and incentives by combining blockchain with EAI. 53% of companies 
plan to use blockchain-based loyalty programs in the next two years [27], and 34% of those businesses are already testing 
them [27]. 

Edge computing and 5G networks are making it possible for deal management to change in new ways. Businesses can send 
personalized deals and content to customers in real time with 5G's fast and low-latency connections, even in places with a lot 
of people, like stadiums and shopping malls. Edge computing brings handling of data closer to where it is generated. This can 
make offer management systems even more responsive and scalable. IDC says that by 2025, 75% of enterprise-generated data 
will be handled at the edge. In 2020, that number was only 10% [28]. 

Businesses will need to use these new technologies and incorporate them into their EAI strategies as customer standards for 
personalized and smooth experiences continue to rise. To do this, we need to keep our attention on data quality, security, and 
governance, and we need to be open to trying out new tools and methods. 

But companies also have to deal with the moral and legal issues that come up with these new technologies. Concerns about 
data protection, bias, and openness come up when AI and ML are used in offer management. Businesses will need to make sure 
that the personalization they do with AI is fair, easy to understand, and in line with what customers want and value. In the 
same way, using IoT and blockchain to handle offers will need strong security measures and clear communication with 
customers about how data is collected and used. 

VII. CONCLUSION 

The future of offer management lies in how well new technologies are combined with EAI plans. Businesses will need to use AI, 
ML, IoT, blockchain, 5G networks, and edge computing to provide more personalized and frictionless experiences for their 
customers. These technologies will also be very important in changing how offers are managed. But these projects will only 



          International Research Journal of Engineering and Technology (IRJET)      e-ISSN: 2395-0056 

            Volume: 11 Issue: 05 | May 2024              www.irjet.net                                                                        p-ISSN: 2395-0072 

  

work if there is a well-thought-out EAI policy that puts data quality, security, and governance first. Businesses must also deal 
with the moral and legal issues that come up with these technologies to make sure that their offer management is fair, clear, 
and in line with what customers expect. Businesses can get the most out of offer management to increase customer 
involvement, loyalty, and growth in the years to come by taking a strategic approach to implementing EAI and keeping up with 
how technology is changing. 
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