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Legal disclaimer

The information in this presentation is confidential and proprietary to SAP and may not be disclosed without the
permission of SAP. This presentation is not subject to your license agreement or any other service or subscription
agreement with SAP. SAP has no obligation to pursue any course of business outlined in this document or any related
presentation, or to develop or release any functionality mentioned therein. This document, or any related presentation
and SAP's strategy and possible future developments, products and or platforms directions and functionality are all
subject to change and may be changed by SAP at any time for any reason without notice. The information in this
document is not a commitment, promise or legal obligation to deliver any material, code or functionality. This
document is provided without a warranty of any kind, either express or implied, including but not limited to, the implied
warranties of merchantability, fithess for a particular purpose, or non-infringement. This document is for informational
purposes and may not be incorporated into a contract. SAP assumes no responsibility for errors or omissions in this
document, except if such damages were caused by SAP’s willful misconduct or gross negligence.

All forward-looking statements are subject to various risks and uncertainties that could cause actual results to differ

materially from expectations. Readers are cautioned not to place undue reliance on these forward-looking statements,
which speak only as of their dates, and they should not be relied upon in making purchasing decisions.

© 2018 SAP SE or an SAP affiliate company. All rights reserved. | PUBLIC 2
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BRAND = CUSTOMER EXPERIENCE



BRAND = CUSTOMER EXPERIENCE = DEMAND



It’'s never been easier to create
avery bad experience




“Don’t count the people
that you reach, reach the
people that count.”




An Intelligent Customer Experience is one that doesn’t just
respond to customers needs

It predicts them



Intelligent Enterprise

Art|f|C|aI Intelligence (Al)
Rule-based Reasoning Intelligence exhibited by machines
® Broadly defined to include any simulation of human intelligence
Expanding and branching areas of research, development and investment
Machine Learning Includes robotics, rule-based reasoning, natural language processing (NLP), knowledge

o 7 representation techniques (knowledge graphs), ...
Deep Learning/ g =%

Machlne Learning (ML)

.Natural Language Processing £ & L ® gl A subfield of Al which aims to teach computers the ability to do tasks with data,
_ _ — Nl ’ without explicit programming
Translatio o Machine Vision o B 4 Uses numerical and statistical approaches, including artificial neural network

techniques to encode learning

Models are built using “training” computation runs, can also train through usage
‘Speech to Text

Speec Deep Learning (DL)
A subfield of ML that uses specialized computational techniques,
Text to Speec typically multi-layer (2+) artificial neural networks
_ Layering allows cascaded learning and abstraction levels (e.g. line
[obotics recognition -> shape -> object -> scene)

Computationally intensive enabled by clouds, GPUs, and increasingly
more specialized HW such as FPGA and new custom hardware

Au.tonomics Vehicles

© 2018 SAP SE or an SAP affiliate company. All rights reserved. | PUBLIC 14



Intelligence in Marketing

Measure Customer Response and Optimize Customer

JRule-based Reasoning Journeys

Smart Campaigns and Campaign Optimization

) ) Automated Segmentation
Machine Learning = Multi-touch Attribution

[
Deep Learning/

Use Customer Behavior for Continuous

JNatural Language Processing £ s Ppersonalized Engagement
. , - o _ = Product/ Offer Recommendations
TJMI/ oMachine Vision “®{ 9~ z- Content Recommendations

Personalization Apps

‘Speech to Text Intent Detection

Speec Understand Customer Behavior to Build a
Dynamlc Profile
cT—eXt to Speec Activity, Channel Affinity, Scores
; »  Sentiment
‘I@botlcs » Lead Conversion Prediction
Autonomics Vehicles = Buying Propensity Prediction
o = Customer Churn/Retention

© 2018 SAP SE or an SAP affiliate company. All rights reserved. | PUBLIC 15



Intelligent Marketing: End to End process

Track Customer Behavior

>> Personalize Engagement

Intelligent
Scores

Channel
Affinity

Best
Sending Time

Sentiment
Analysis

¢ 2 £ () ™

Buying &
Customer
Propensity

Customer
Retention

Lead

Conversion

Propensity

© 2018 SAP SE or an SAP affiliate company. All rights reserved. | PUBLIC

Propensity to
buy a product

Predict
customers with
high churn risk

Identify high
probability
Lead/Prospects

Personalization

Product / Offer
Recommendation

Target Group o

Smart
Campaigns

Automated
Segmentation

Augmented
Shopping G
Customer
Performance Attribution

>> Orchestrate Campaigns Customer Journeys >

16



IDC MarketScape Names SAP a Major Player for Worldwide Al in Enterprise
Marketing Clouds

IDC MarketScape Worldwide Al in Enterprise Marketing Clouds, 2017 Strengths
*  “The Al and ML use cases available from SAP Hybris Marketing Cloud are

S invaluable to digital marketers, particularly those operating at scale where rapid
Hybris IBM decision making is crucial to conversion rates, average sale value, and customer
experience and loyalty.”

faoke «  “SAP Hybris offers a full range of implementation services for all of its Al and ML
use cases, including planning and project management, design (Ul, dashboards,
visualizations, etc.), data-related services (audit, assessment, preparation, and
management), model building and testing, and performance monitoring.”

Salesforce

Consider SAP Hybris

+ “Today, orchestration across departments offers greater potential for
differentiation than more modular functionality in any given department. That's a
strong case for making a full commitment to the SAP Hybris solutions.”

Capabilities

* “If you are not an SAP Hybris customer, but you are an SAP customer, you

should prioritize the SAP Hybris solutions especially if you are expecting to build

a sustainable customer experience infrastructure. Having both the integrated

applications at the front end and the shared services available to all those

environments is critical to the success of any CX initiative. In fact, CX initiatives

that lack this level of technological underpinning are highly likely to be ineffective
Strategies o »

and fail in the long run.

SOURCE: "IDC MarketScape: Worldwide Atrtificial Intelligence in Enterprise Marketing Clouds 2017 Vendor Assessment”, January 2018 IDC #US43319817

IDC MarketScape vendor analysis model is designed to provide an overview of the competitive fitness of ICT suppliers in a given market. The research methodology utilizes a rigorous scoring methodology based on both qualitative and quantitative criteria that
results in a single graphical illustration of each vendor’s position within a given market. The Capabilities score measures vendor product, go-to-market and business execution in the short-term. The Strategy score measures alignment of vendor strategies with
customer requirements in a 3-5-year timeframe. Vendor market share is represented by the size of the circles. Vendor year-over-year growth rate relative to the given market is indicated by a plus, neutral or minus next to the vendor name.



Machine Learning in Marketing: Current and Future View

i

[

v
= [

AVAILABLE (@r

. . Product
ir;]?npel Best Sending Buying  pocommendations Best Offer Sentiment Brand Impact Customer
Inity Time Propensity Analysis Attribution
Model
PLANNED @
Lead Conversion Customer
Propensity Retention
7 -
= = Lalh
Marketing Voice Guided/ Next best Augmented Smart
Mix/ Controlled Automated action Shopping In-strore Campaigns
Campaign Digital Segmentation Personalization
Optimization Assistant App

© 2018 SAP SE or an SAP affiliate company. All rights reserved. | PUBLIC
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Intelligent Scores: Affinity Scores, Best Sending Time, Custom Scores

Use rule-based scores to
optimize individual
engagements with the
most effective treatment

every time.

Behavior

AVAILABLE

Track Customer >

Gain a better understanding of
customers by ranking and
classifying customers in real-
time based on their
interactions and behavior.

© 2018 SAP SE or an SAP affiliate company. All rights reserved. | PWBLiGrmation provided within this presentation does not constitute an obligation of any functionality, and SAP Hybris reserves the sole right without consequence to alter the design, specifications ar

Optimize customer interactions
and response behavior by
using the most appropriate
channel and contact time.

Utilize predictive and rule-
based scores seamlessly
across Marketing for customer
profiles, segmentation, and
campaign execution.

Allow marketers to easily
consume and tailor scoring
and predictive algorithms
based on gained insights and

business objectives.

nd forecasted time-to-market of the products and features described. 19



Track Customer >
Behavior

AVAILABLE

Intelligent Scores — Building up a real-time Customer Profile

CONTACT PROFILE < Personal Data  Interactions Scores Commerce  Account Team Leads %
m
; o
Alexander Ackermann & Select Scores
=
m
Auf dem Bachfeld 108.000000 A
w
8 Schnellmannshausen ﬁ 7:}‘ ifif % .
G
| | o ﬁ . = | Scores created using a
Sentiment Score Activity Score Email Affinity CustomerSatisfactionScore N

_— - 7 £ ® ScoreBuilder App within SAP
S N “ . 0 Marketing Cloud

Activity Score Best Sending Time
(? R n
30 Evening: 6 pm-1...

Response Actuity Score Best Sending Time Response Activity Score Latest Activity P rofl Ie Can be Custo m I Zed by
£ © selecting relevant scores

Very high response ) )
Evening: 6 pm - 10 pm Very high response Recent

Select Scores

Sentiment Score

v Activity Score

i Contact Level

i Latest Activity

vl Lead Prapensity Personalization of tiles flag those
v Frofile Score tiles, which shall be visible on the

i Recent Interactions screen.

i

i

Test of heurisiit Score AGE

© 2018 SAP SE or an SAP affiliate company. All rights reserved. | PUBLIC 20



Track Customer >
Behavior

Intelligent Scores — Using Scores in Segmentation

« Contacts and Related Interacti.. 0

% Segmentation Model: CH_PredictiveDemo_SM  ID: 440, Profile: All Consumers (B2C) =
m
Search o, = ¢ M| B 100% @ G v
=
Product Category Name @ Al Consumers % Score Wﬁears I:;]the deflnted adttl’lbute
Product Category ID (B2C) (] group. en both segment and score are
e Erslires _ e g '% selected the scores are calculated and
Position N the distribution of the score values is
I =2 shown as histogram in the preview area.
Interest o]
=z

 Interaction Rating

Activity Score

Y ContentTitle =
Predictive Demo ...
39.474

- 4
Email Affinity .
confimont Score Score name and owner is shown. If the
o | I score is persisted the date and time of
hanne 1 H H
o _ Y Country= score calculation is displayed as well.
CU'“'“Q”'CE'“U” Medium @ DE (Germany) Otherwise the score is calculated in real
Interaction Type e 4 time; in this case no data/time information

FProduct Category ID
Count of Interactions

« Sales Data

Total Amount

Amount

Quantity Preview for Segment: Country = DE (Germany)

+ Loyalty Data [¥% Keep [% Exclude

Loyalty Program Name

w Scores 4

Buying Propensity

Channel Affinity Score
CustomerSatisfactionScore
DSCORE
MP_HISTOGRAMM_290416
Response Activity Score

Count x 1.000

demoactivityscore

L- Separate

Score Model: Response Activity: Gt

= Histogram for Scores ,
Selected: 1784

Owner:Dr. Carsten Heuer

Function

Email

MY CUSTOM ATTRIEUTTE
Activity End Date

24 32 40 43 56

Response Activity Score

64

72

© 2018 SAP SE or an SAP affiliate company. All rights reserved. | PUBLIC

80 a8 96

is given.

Histogram shows the distribution of
score values for the selected segment.

Marked Area which selects the share of
top scoring members of the segment.
Press Keep-button, if these should
become the next sub-segment.

21



Track Customer >

—
and Interest Analysis by using
Gain insights into customer’s sentiment and interest by analyzing

Increase customer @ﬁl\
&
structured and unstructured
social posts, emails, complaints, reviews using embedded Natural

Sentiment Analysis
understanding with Sentiment
fata ||

Language Processing technology

Gather deeper insights into customers and predict their behavior
through social media channels like Twitter, Facebook, and so on.

22



Track Customer
Behavior

)

Sentiment Analysis — Capturing the Customer’s Voice

SAP Customer Engagement Intelligence powered by SAP HANA
HOME AUDIENCE DISCOVERY AND TARGETING ~ CUSTOMER VALUE INTELLIGENCE ~ PRODUCT RECOMMENDATION INTELLIGENGE ~ TARGET GROUPS  INITIATIVES ACCOUNTS  SOCIAL CONTACT INTELLIGE!
Contact Engagement  Sentiment Engagement  Import .
S e s ., Unstructured text from social posts,
e AR | — : call center notes, complaint emails
Y = automatically get transformed into
Target Group: ? " 200 -
i sentiment scores
11.06.2014 01.07.2014 E 100 - A
. J d./\, .
= 50 - o,
Sentiment - 0 - - ! \‘\i \.—_ & -, ) — =
v Sentiment can be tracked as a
v 0 - - - - - - - a a - - - - - - - - o o h - h . .
¢ function of time, channel and areas
Top Tags ~ | Riging Trend w || More than 1% v x =
° of interest.
Social Media Channels - .
— kundendienst o _
2013 my news feed university_alliances
— — reebok social business original post  ghit
#worldeup hpa demo_cloud G [Ysap hana 9o0dle
india cambodia cnn bile worldcup
\nfarman-:nclp_ ua_blogs . #Sap 201 4 ) MoDilie ) Sap moblle
- ua_news innovation __Sentiment analysis
N homepage hero 9emany user experience
= successfactors
wedia [
social CRH [l
#utomotive [l POSTS (1.453)
Business by ... [l K ¢ 21 22 23|24 25 > n
wovie Brian Vickery @dbvickery w Social CRM 26.06.2014, 00:26:58
Contacts [m| @LinguaSys Thanks for sharing - plenty of value in a social listening strategy BEFORE you even add sentiment analysis #socialanaltics
Tags [m]
a es [m] Paul Stockford @paulstockiord W 26.08.2014, 00:22:42
Tag Typ s o -

© 2018 SAP SE or an SAP affiliate company. All rights reserved. | PUBLIC
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Track Customer >
Behavior

Consumer Buying Propensity and Custom Propensity Models
Business View and Benefits

RESONATE BETTER WITH
CUSTOMERS IN THEIR
CUSTOMER JOURNEY

o
LEVERAGING PROPENSITY -
SCORES.
Leverage predictive modelling without Easily extend the predictive model Use buying propensity and the new
advanced data modelling techniques. beyond the standard buying propensity. predictive models to intelligently target

customers.

24



Consumer Buying Propensity Model - Using Prediction scores

/
1
Create Profile with

Buying Propensity
Score

© 2018 SAP SE or an SAP affil

Select consumers in
Germany

—_——_-~
—

—

Select consumers
with high Buying

= Propensity

& Segmentation Model: CH_PredictiveDemo_SM

Search

1

1

1

e e g remr

Product Category ID
Has Products
Position

Interest

Interaction Rating
Activity Score
Email Affinity
Sentiment Score

Sales Data
Total Amount
Amount
Quantity

Loyalty Data

Loyalty Program Mame

Scores
Buying Propensity
Channel Affinity Score
CustomerSatisfactionScore
MP_HISTOGRAMM_280416

Contacts and Related Interacti..

Function

Email

MY CUSTOM ATTRIBUTTE
Activity End Date

Product-related Interactions

PRODUCT_ORIGIN_DESC

Marketing Attributes
Company Key

Fossible Customer

Possible Customer

B C @

Preview for Segment: Country = DE (Germany)
[¥ Keep

Target Product > Comifort Giro Account

Top-Ranked Customers: 16 | %
Selected Customers: 1450

Coverage of Potential Buyers: 85 | %
Predicted Potential Buyers: 98
Propensity: 0,0309

Predictive Model ID: 417
Predictive Model Name: CH_Test_1608_1
Owner: Dr. Carsten Heuer

Score Calculated: Yesterday

ID: 440, Profile: All Consumers (B2C)

@ Al Consumers
(B2C)
3.607.269

- A

Y Content Title =
Predictive Demo

30.000
- A
Y Country =
@& DE (Germany)
8.933
A
100%

Coverage of Potential Buyers

ko

100% @& &

|= GaincChart , =

Share of Top-Ranked Customers

100%

NOILYZITYNOSH3d d13H

Track Customer >
Behavior

In Segmentation

AVAILABLE

Create target group
for special offers

25



Consumer Buying Propensity: Predictive Model Management

PREDICTIVE MODEL

|
Select the predictive model in the Train models based on selected data Select right model based upon fit
\Predictive Model Management Review contributing parameters

J

\

Use Predictive Models to identify consumers with high
probability of buying

© 2018 SAP SE or an SAP affiliate company. All rights reserved. | PUBLIC
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A Case Study on Predictive Buying Propensity Model

An Auto Company

SAP Marketing with
Predictive Models
for Purchase

Customer
Satisfaction

+4%

Time to Sales
Market Y Conversion




Product and Offer Recommendations

PROVIDE CONTEXT-AWARE
INTELLIGENT PRODUCT AND
OFFER RECOMMENDATIONS

IN REAL-TIME ACROSS O
MULTIPLE CHANNELS.

Provide context-relevant real-time Increase conversion rates and Increase customer loyalty and Reduce marketing costs.
product and offer average sales order value. satisfaction.



Product Recommendations

Part of Consumer 360 View

=

ersonalize Customer
Engagement

)

CORPORATE ACCOUNT 24

Hana Company
Manufacturing

Bahnhofstrasse 61
69190 Walldorf
Germany

https://www_hanacompany.com

Customer Chumn Proba..
o

3&

0%

Customer ABC Classif...
1
293
ills

A Customer

Main Contact

V= Chris Balmer

Fin.accountg manager
Financial department

+49622754321
+491514123142

chb1@balmer.de

Owner

Dr. Rolf Schumann

)

Developer
PI CEC Marketing WDF |
(B ’

+496227746549

Whitespace Analysis  Sales Analysis  Additional Data

Recommendations based on Buying History v

A 4

(

Clean Dump CDFJ Adapte... Camco 39761 RhinoFLEX 1...

Fitting is designed for the ... Camco's RV RhinoFLEX ...

Buying History over Last 12 months v

N ~

ACC-CMFG EasyShare M 763

EasyShare M 763
1775.05 EUR

<b>Accessory kit:</b=<br...
1775.05 EUR

Account Team

Score Card Customer Contacts Interactions  Scores

-

Camco 43041 15’ Sidewind... Flojet 18555000A Waste Wa...

Camco RV 15' Sidewinde... Flojet Waste Water Pump...

-

Flojet 18555000A Waste Wa...

Jeans

WSA PROD NAME Jeans. ..
76 EUR

Flojet Waste Water Pump...
208.57 EUR

Commerce

Il

© 2018 SAP SE or an SAP affiliate company. All rights reserved. | PUBLIC
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Product Recommendations
Personalize E-Commerce and Web Channels

served on the web-
shop based upon the
scenarios enabled

. Delivery of
recommendation is
done in real-time
when the customer
logs into the website

but can link to any
webshop

© 2018 SAP SE or an SAP affiliate company. All rights reserved. | PUBLIC
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(Y B2C Accelerator

ME / N CA 1 CAM ! A / DIGITAL COMPACTS

Category Recommendations

Powershot A480 DSC-T90 DSC-T20 Cyber-shot Silver Cyber-shot DSC-Ws5
$99.85 $541.34 $347.55 $260.87
SORT BY:
Shop by Stores RELEVANCE

DIGITAL CAVERAS  FILM CAMERAS  HAND HELD CAMCORDERS ~ WEBCAMS ~ POWERSUPPLIES  FLASHMEMORY  CAMERA ACCESSORIES & SUPPLIES

ACTS  POWERSHOT A480

Shop by Brs} PowerShot A480 101934793

. *okkd @
(25)

.

Cameras product category fixed discount

Buy 2 cameras get 1 for free
$99.85

PowerShot A480 - 10.0/MP. 3.3x optical. DIGIC 11l 2.5 LED. red

'S 1T 1

canon |

EEEH ™
&

| Personalize Customer
Engagement

)

o =l reuc €0 00 W h

Sign in / Register | Your Account | Call us: +1 302 295 5067 | Find a Store | your shopping cart n

[ e s
b2c electronic store king Engish #| | SUSD

Brands  Digital Cameras  Film Cameras  Hand Held Camcorders ~ Power Supplies  Flash Memory Camera Accessories & Supplies

HOME > OPEN CATALOGUE > CAMERAS > DIGITAL CAMERAS > DIGITAL COMPACTS > DSC-N1

DSC-N1

(17) » Write a Review

The Cyber-shot N1 offers 8.1 effective Megapixels with high sensitivity
for reduced blur, a massive 3.0" Clear Photo LCD Plus screen with

You may also like l

touch-screen operation and a ZEISS 3x Optical Zoom.

1000 in stock online

Plck Up In Store

« Share

CUSTOMERS ALSO LOOKED AT THESE ITEMS




A Case Study on Product Recommendations Model

4 N

An online B2B
Company

SAP Marketing
Cloud with Product
Recommendations

linked to E-
Commerce Website

\_

b

Number of E-
Commerce
Touchpoints

Increase In
Revenue

+300%

31



Customer retention enables you to . ..

AT v st
M
-

» .

i [Tepe.
s O er
- o e

it

Jo— .

ldentify at-risk
customers early

© 2018 SAP SE or an SAP affiliate company. All rights reserved.

ies & ¢ & I dasetnCiot

Traditional Swabian Egg Noodles
e FOrm W2

e Dark Ale Beer

Sz ek SPolls dee

Track the customer Gain insights
journey

| PUBLIC

bomn AR

Campaign Details

TTTY Matketing Cloud

Take proactive action

@ iewoo

= o
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At-risk customers

& < @& E5¥ Marketing Cloud

Standard *

Customers at Risk

*Score Variant:

*Score:
Search Q Churn Propensity - Cloud Subscription
Customers (22.546)
By Churn Propensity in %
4K
4
[
£
8 3K
w
3
V]
s
5 2K
o
[
=
=
1K
O\
[} 10 20 30

Customers (816)

Customer Name

Marco Gartner

Identify customers at risk

and the right customers to focus on for

retention.

Tanja Abt

© 2018 SAP SE or an SAP affiliate company. All rights reserved. | PUBLIC

Churn Prop
® 97.05%
@ 97.05%
® 9697 %
® 96.90%
® 9653 %
® 96.39%
® 96.22%
® 96.10%
@ 96.05%

® 9591%

German Market

40

50

Country:

Germany (DE) &

60

Churn Propensity - Cloud Subscription

ensity
High Risk
High Risk
High Risk
High Risk
High Risk
High Risk
High Risk
High Risk
High Risk

High Risk

70

Country

Germany
Germany
Germany
Germany
Germany
Germany
Germany
Germany
Germany

Germany

Region:
?

From / To:

75

Q & E

Adapt Filters (3) [

% |00 |

80

20

100

Create Target Group | @® & @ L7

VoWV VYV VYV VY VY VY
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Customer behavior

R - ..3!? Marketing Cloud Contact Profile <

Tom-Ted Cosner CCW2 v

Corporate Account Latest Interaction Latest Interaction Engagement Score ¥
International Trade Manager Interest
Production q:)\
+96018544 f-i‘
+963751466 Sunshine Corp AC... Email Opened Dark Ale Beer, Form 91
tom-ted.cosner@bitschupser.com Maldives W2, Traditional...
09/03/2018 09/01/2018
© o oLk
4 more
Overview Interactions Personal Data Origin Data Scores Permission Marketing Commerce Leads Account Team
Reset Filters = Timeline
Traditional Swabian Egg Noodles ® & Qq
. I M = = ! =
JU|ceF0r|||W2 @0 & 5'?33D8%|812'?f QO F &
September = Gt
Ice Cream = / n = Q

Cookies Dark Al'e Beer Cocktail August @4

103 10 _ 4 12 10
Erp— 0~ 0——R=—"—"%
--'""—‘—..F

July @2— 'f::gz.ﬂ' D‘”’ gs C‘Q4

e 33 - 33 Eas C::)3.3
Days Months Quarters  Years May
esomemmm | 02/06/2018 _
Sep 18 April
Track the customer journey
by integrating all touch points across pralipes . February
different channels. o 2018
December
ga U D 45 = g—| . E 52 I?’ 0 MNovember

Test_Channel Phone Lead Event E-Mail Web

© 2018 SAP SE or an SAP affiliate company. All rights reserved. | PUBLIC




Segmentation

# Segmentation Model: Segmentation Model  Profile: All Consumers (B2C)

Search Q,

Tt 100% @

b Public Building Blocks
b Consumer

~ Interactions @ Al Consumers

Channel (B 2 C)
Communication Medium 1.499.226

YY1_AOSTESTCOPYOFOOL _— H—

Interaction Type l
C !

ampaign
Marketing Area v Churn Propensi... [ ]
Campaign Content Oand 1
Content Title 22.546

Interaction Date i

Device

Text of Launch URL v ¥ R %

Soures Data URL Y Low Risk Y Medium Risk Y High Risk

Business Document Status Code

Interaction Reason

13.908 8.156 482
Tag Type

Tag
1A_TIME1

Location ID

Count of Interactions L
Preview for Segment: High Risk (> Tag Cloud
b Sales Data (Accounts only)

b Product

b Product Category

b _Interaction Rating -

Gain insights

about various customer behaviors.

5 cenano Brazl e Pleasu E
18_16_32_03_ICEHOCKEY_TEAMWD
: S pOItS Interest item DEMO

. Comm

Second int

)_PROD_6 for

ustainabi

* Marketing Permissions

Communication Medium Opt-In
Marketing Area
q Newsletter

Communication Medium for Newletter



Campaigns

& < B .._~,5. TY Marketing Cloud Campaign Details Q ¢ =

- m L] 3 23 - =8 2 l!l Select Torget Group

TG for E-mail Campaign

A

3 By: John marketing_expert

g:}a BB Stage 1 < 80 years old 197.55K
v contacts

2 SEN0 EMAL All Contacts younger than 80 Created By: John marketing _expert
> o WAN_Dwiy Tase,_Emaih0"0
> N y >
ekl *’5 BB Stage 2 Contacted via Email 444.92K
2 ntacts
| - ® [ Created By: John marketing_expern
D cuewn 2 TARGETGROUF Smeom A 2 o et
TEST 010 ; 7.»; <33 .o o vy e, 2 e o DN fmaiCpre
. BB Stage 3 Interested in Insurance 1.26K

By: John marketing_expert
s IR m :":;_l-‘-m:'«-..n:a-: ”fé BB Stage 4 Working on Friday 13 469

sied By: John marketing_expert

VAN _DwinyTast_LestOTC

Take proactive actions across e g o 73
channels e =2 <

B R

ated By: John marketing_expert

to retain your customers.

© 2018 SAP SE or an SAP affiliate company. All rights reserved. | PUBLIC 36



Lead conversion propensity enables you to . ..

-] memm Contact Profle +

Andrew Strauss v

sorse o "

St e

e

8 Futy Emid Opened
e (e

) [

Ouien  ckrs  PewoaDm Ol Sows  Peicsn Maeing

e

CAORER]ARMR
No interests in current selection

G

[ —

CRCRCRC U Tty

‘iml«\ulhku"*,

Capture the
interaction history

© 2018 SAP SE or an SAP affiliate company. All rights reserved. | PUBLIC

TG

8 ¢ & T vateing Cou Nchin LearngLepd gt v adE

Standard* v/ @ Eﬂ
Some Range Matkefing b sty Courty
& )
~
Leat Conversion Propensity, ranked by SAP Leanardo E o Bale
Sooe e
o
Lead Covrsion Propensiy, ranked by SAP Leanargo (,840) 0 kR
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SAP Intelligent Services for Marketing — Lead conversion propensity

2 < Bt t:”"' Marketing Cloud Machine Learning Lead Insight Q ¢ =
Standard * v 2 E ol
Score Range: Marketing Area: Industry: Country:
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A
Lead Conversion Propensity, ranked by SAP Leonardo B 2o R BH

Score Range

B Contacts

Track the lead conversion score

) 3 ) Marketing Area Score Value ¥ Score Chart
distribution i Caffe Global 50 [
across all contacts in the system. tro Global 50 ||
Global 44 ||z
Concordia Bergamaschi Deus Cate Global 49 ||
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SAP Intelligent Services for Marketing — Lead conversion propensity

Score Chart - Julia Roberts (-)

The score chart provides a lead score for each of the interactions with the contact.
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Lead score progression

iIs shown for each lead or contact
identified by the model.
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Lead Nurture Stream v/

ID:12

On: 0712772018 John MARKETING_EXPERT

Nurture leads |
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Y
Overview
PR 0 Btf Fus 12
9 & Toget G 6 1 .
1. Global
5 Segrenaion odet: LendComersionScare 1. 2,Prfle: Al Cortacs o #owes ; Clé Marketing Nuture Stream
E % % |
;] b w4 8 | Lead Nurture Stream
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- Execution Details

. 0712712018
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& < # SAP Marketing Cloud Transfer Leads

Transfer Leads to Sales fransier Leads

TARGET GROUP  MARKETING INFORMATION - EXECUTION SCHEDULE

v

Aarget Group: Target Group

Transfer leads

Lead score follow-up actions

MARKETING INFORMATION

Lead Nurture Stream: ~ C/4 Marketing Nuture Stream

Interests:

Tags:
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| Personalize Customer >
Engagement

Personalization and Augmented Shopping

CREATE IMMERSIVE AND
PERSONALIZED SHOPPING
EXPERIENCES BASED ON IMAGE
RECOGNITION.

Deliver interactive shopping Utilize image recognition Enable real-time capture of Allow marketers to easily
experiences which blend algorithms to determine interactions to refine consume and tailor scoring
seamlessly with in-store and consumer information. recommendations. and predictive algorithms
digital channels. based on gained insights and

business objectives.
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| Personalize Customer
Engagement

)

Personalization Through Image Recognition
For interactive product recommendations based on gender and age

* Innovation — not part of standard delivery

:> Provide a seamless personalized shopping
. . . - CASHMERE COLD-

q experience in real-time SHOULDER SWEATHER
:> Product recommendations can be easily FekAS
Business integrated into applications via SAP Cloud
Benefits Platform

By allowing consumers to interact with the display

many use cases can be applied to increase

conversion

More insights can be provided by enabling
tracking such as engagement level by different
ag e groups & < @& Y Hybris Marketing Cloud Manage Reco

Default * ©

Consumer

LEADING ITEMS (0) CART ITEMS (0) CONTEXT PARAMETERS (2)

Paramel ters (2)
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| Personalize Customer >
Engagement

Augmented Shopping Experience Through Image Recognition

ul T-Mobile T 2:10 PM o3 m )

Hybris Shopping
Assistant POC 4

© 2018 SAP SE or an SAP affiliate company. All rights reserved. | PUBLIC

ull T-Mobile = 2:16 PM o3 m )
Hybris Shoppin
< Decer yAssistanf gog (

Founds OFFICEDESK

Designer Executive Desk

Find in Store

Ikea Minimalist Desk

Find in Store

Steelcase Modern Desk

Enable customers to load a product
that they like or want to buy easily with
a mobile app.

Classify the image of the product and
provide Visual Product
Recommendations to Customers.
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Smart Campaigns

PLAN AND RUN
OPTIMIZED AND
INTELLIGENT
CAMPAIGNS.

| Personalize Customer
Engagement

)

[cai

MARKETING

Utilize machine learning to recommend
combinations of campaigns and
segments.

Optimize responsiveness via preferred
channel and send time
recommendations.

Create re-usable campaign building
blocks with predefined templates and
audiences.
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SAP Customer Attribution

Orchestrate Campaigns
and Journeys

Optimize every marketing touch point to drive more efficient CX using a game theory algorithm*

Closed Loop Marketing Built on Machine Learning

N
O

CAPTURE AND ENRICH USER INSIGHTS INTO
DATA ACROSS ALL SOURCES PERFORMANCE OF EVERY
INTO A SINGLE VIEW MARKETING TOUCH POINT
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REACT QUICKLY TO
OPPORTUNITIES WITH DAILY
MEASUREMENT AND
OPTIMIZATION
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https://www.youtube.com/watch?v=OcM11-74rqU

Orchestrate Campaigns >
and Journeys
SAP Customer Attribution Availability: Today
Closed Loop Marketing Built on Machine Learning

Site
Incremental > personalization
value \
\ > _ié Social
e .
S m— > Mobile App
Eo
> [ Email
| O
— Paid Media

Customer
\ segmentation

Unified marketing and
customer data

L
Marketing and customer

tracking
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SAP Customer Experience

Contact information:

Sumita Jayaraman

Senior Director, Product Strategy
SAP Marketing Cloud
Sumita.Jayaraman@sap.com
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mailto:Sumita.Jayaraman@sap.com

SAP Customer Experience

Follow us

/contactsap
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No part of this publication may be reproduced or transmitted in any form or for any purpose without the express permission of
SAP SE or an SAP affiliate company.

The information contained herein may be changed without prior notice. Some software products marketed by SAP SE and its
distributors contain proprietary software components of other software vendors. National product specifications may vary.

These materials are provided by SAP SE or an SAP affiliate company for informational purposes only, without representation or
warranty of any kind, and SAP or its affiliated companies shall not be liable for errors or omissions with respect to the materials.
The only warranties for SAP or SAP affiliate company products and services are those that are set forth in the express warranty
statements accompanying such products and services, if any. Nothing herein should be construed as constituting an additional

warranty.

In particular, SAP SE or its affiliated companies have no obligation to pursue any course of business outlined in this document or
any related presentation, or to develop or release any functionality mentioned therein. This document, or any related presentation,
and SAP SE’s or its affiliated companies’ strategy and possible future developments, products, and/or platforms, directions, and
functionality are all subject to change and may be changed by SAP SE or its affiliated companies at any time for any reason
without notice. The information in this document is not a commitment, promise, or legal obligation to deliver any material, code, or
functionality. All forward-looking statements are subject to various risks and uncertainties that could cause actual results to differ
materially from expectations. Readers are cautioned not to place undue reliance on these forward-looking statements, and they
should not be relied upon in making purchasing decisions.

SAP and other SAP products and services mentioned herein as well as their respective logos are trademarks or registered
trademarks of SAP SE (or an SAP affiliate company) in Germany and other countries. All other product and service names
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