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Disclaimer

The information in this presentation is confidential and proprietary to SAP and may not be disclosed without the permission of SAP.

Except for your obligation to protect confidential information, 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 presentation or any related document, or to
develop or release any functionality mentioned therein.

This presentation, or any related document 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 presentation is not a commitment,
promise or legal obligation to deliver any material, code or functionality. This presentation is provided without a warranty of any kind, either express or
implied, including but not limited to, the implied warranties of merchantability, fitness for a particular purpose, or non-infringement. This presentation is for
informational purposes and may not be incorporated into a contract. SAP assumes no responsibility for errors or omissions in this presentation, except if such
damages were caused by SAP’s intentional 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.
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to the power of iteration
Ensuring clear business value at every stage

Envision a Bring your Thrive with
bold future concepts to life confidence
with new and disruptive innovations that with high-value solutions assured your mission-critical

software is backed by the

address your specific business needs built by SAP experts
power of SAP
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Delivering clear outcomes in every phase

esesesee Exp|ore

Explore innovation
opportunities

Outcome

* Multiple innovation
opportunities

* Prioritized use cases

- Gain deep understanding

. of needs and opportunities
: via consumer, employee

. and market research

Outcome
-« Common understanding of

the current environment and
the challenges /
opportunities

» Aligned stakeholders
.« Firstinsights to overcome

the challenges

Design and create a
. prototype of the solution

Outcome
-+ A design or technical

prototype validating the
viability, desirability and
feasibility of the solution.

» Enterprise architecture

design

: « Commercial proposal

to the power of iteration

: Develop and deliver the
. tailored business and

. technical solution for

. productive use

: Outcome

: + Productive solution :
synchronized to SAP roadmap :
: « Deployed in cloud, on-premise :
or hybrid environments and on :

any device

Run & Scale

- Run the solution and

: optimize it continuously.
. Deploy across your

: company.

Outcome

Smooth operations and
continuous optimization
Solution maintained with
available support options

One support infrastructure for
standard and tailored solutions
Productive solution deployed
across markets and regions



& Scale

Run

« Deploying of the solution productively ...
« ...forasmaller “test-set”

( only one site, one category, etc)
« Continuousimprovement feedback loop
« ...and continuously optimize

Scale

« Role out across the whole company
« Openthe availability to the market
e ...and continuously optimize

SADA
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Goal

Set an

Enabling th
Industry Standard nabling the

Network

Determine best practices and

avoid costly one-offs Increased collaboration

between all CTSM
stakeholders

End-to-End
Visibility

Transparency and insights into
the clinical supplies process

from source to site/patien i i
Flexibility Simplify the
Road to
Higher flexibility in the S/4HANA

business process to fulfil future
clinical supplies business needs

Out of the box
integration combined
with innovative ways

of software design and
delivery




. NOVARTIS
The goal of the CTSM Consortium is to define Clinical Supplies Operations best practices, provide input to the Em:f _]]
future standard solution, learn from and co-innovate with other Life Sciences companies to increase agility of trial 4
setup while improving efficiency and outcome of studies.
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* Main Persona: Planning

* Clinical Trial Manager

Hi, I am Tina Trial. If | don"t manage

the trial efficiently, the patients have

no treatment and our product will be
late to the market.

Tina Trial

J

* My tasks ...

Organization and translation of study
design

Preparation of trials

Main contact person for study
Support of forecast and management
of drug supply

Whatl like ...

See patients being supported with
drugs
Working in small groups (team work)

* My goals

Make trials successful according to
timelines, budget + operational
procedures

Manage CFG (clinical finished
goods)



e

Hi, | am Susan Supply. | ensure that
everyone has enough supply
throughout the whole supply chain to
cover their needs and to perform their

tasks

J

Hi, | am Daniel Delivery. | N
ensure that the optimal amount
of patient kit shipments reach
the sites in time without wasting

U supplies )

Hi, | am Clark. | design the clinical trial study from

a medical perspective and ensure that the clinical
trial is documented and run properly. By

completing the trial we will have one more

innovative drug on the market.
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DESIGN THINKING
TEAM
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User Research

Interviews overview

us
Minneapolis
Lebanon
Philadelphia

Turkey
i Istanbul
{ Marmaris

Germany
Friedrichshafen
Bremen
Nirnberg
Osnabriick

B £ ~
: Hong Kong

Singapore










Design Phase

Vision Prototype




Design Phase

Low Fidelity Interaction Design

Spare Parts Shop YOURACCOUNT ~ORDER HISTORY  QUICK UPLOAD Spare Parts Shop YOURACCOUNT ~ORDER HISTORY ~ QUICK UPLOAD

Type a Keyword, Engine Serial Number or Part Number| Items (703,00 USD)

PARTS CONSUMABLES ELECTORNICS TOOLS PARTS CONSUMABLES ELECTORNICS

Home / Consumables / Filter / Air Filter Home / Consumables / Filter / AirFilter / Intake Air Filter

FILTERED BY AIR FILTER AD123456789
INTAKE AIR FILTER ¢

Air Filter
SORTBY

DESCRIPTION
ENGINE SERIAL NUMBER Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do
eiusmod tempor incididunt ut labore et dolore magna aliqua.
Duis aute irure dolor in reprehenderit in voluptate velit esse PRIGING
cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat List Price 215,00 USD
cupidatat non proident, sunt in culpa qui officia deserunt mollit
CATEGORY anim id est laborum Discount (8%) 16,00 USD
Oil Filter | RECOMMENDED RETAIL PRICE core Depost 00,00 UsD
/ 215,00 USD Price 199,00 USD
Fuel Filter
MORE INFORMATION

Water Filter
AD123456789 Part Number Part Number I:I he e » Preduct Details -1+

Intake Air Filter Part Name Part Name
ENGINE TYPE $ 199,00 » Related Parts

Series 2000
Series 4000 PRODUCT DETAILS PACKAGING RETURN POLICY MAINTENANCE INFORMATION

Series 8000
UNIT OF MEASUREMENT STANDARD COMPATIBILITY DOCUMENTATION

Series 60
PC NIA DOWNLOAD QR-LABEL
DOWNLOAD SPECIFICATION
APPLICATION SIZE MODEL / TYPE
) 100.00 x 100.00 x 100.00 mm NiA CHECK COMPATIBILITY DOWNLOAD MANUAL
On-Highway
I DOWNLOAD MAINTENANCE INFO
Off-Highway WEIGHT INSTALLED QUANTITY PER ENGINE
1.000 kg 4
Marine

Stationary Part Number Part Number Part Number
Part Name Part Name Part Name

RELATED PARTS




Design Phase

Visual Design

(2]
5. Spare Parts \'ourAccounto Your Order History Quick Upload  Q E. Spare Parts Your Account™  Your Order History ~ Quick Upload

A 5 Applications  Consumables Electronics  Tools
Applications  Consumables Electronics  Tools

Home » Cosumables ) Filter ) AirFilter ) Intake Air 818199282

Home ) Cosumables ) Filter > Air Filter

0192012812812012

Filtered By = s
Air Filter Intake Air Filter

Availability

Engine Serial Number L sum dolor sit amet, consectet g elit 0 List Price 9999,99
9999,99

9999,99
Application
9999,99 9999,99

« Product Details
Air Filter O-Ring + Related Parts m
@ 9999,99 ® 9,99 9999,99 -
Engine Type

Product Details ~ Packaging  Return Policy ~ Maintenance Information

Category

Spring Mounting Plate

9999,99 [ 9999,99 ® 9999,99

4, Download OR Label (!, Download Specification !, Download Manual !, Download Maintenance Information

Related Parts

U,/,’
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December 2016 August 2017 April 2018

Design Thinking Joining Design Thinking
Enablement Phase 1 the Digital Team Enablement Phase 2

Scoping Workshop Scoping and Planning 06
in Singapore Workshop @0
@0
Q0o
. @0
- DT Coach Gantes or @00
SlhconVaflley Camp DT Team Competence . oe
Visualization Innovation Vision @0
Training Tour DT Roles Mission Q0o
deflnition Design L L X
Governance [ T X
] X
Technology Customer Projects 9o
P;::;:fc‘t“ Project “Rail” Pipatine ‘ [ X )
. ®e

Design ; ”
@0
System Do e ¢
D-Camp

Co-Coaching Mosaic S0
Space DT Workshop Integrated L I X
Workshop Awareness Design » @0
Sessions Vision De o ¢
L d X
@0 o
Soe
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Interésted Invésted Engéged Scéled
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About Magasin General

Tunisias biggest retailer

1Y

Former state owned very traditional
company which is meanwhile perceived
as old fashioned

Customer has no proper CRM system in
place

Customer is a net new SAP customer
with a big need in digitalization, ’ , s, ’
transformation and modernisation ! b

As there are the same number of
Facebook users than inhabitants FB is
the prefered channel to their customers




Status Quo Customer Experience Journey (Research Resuit)

Mood
Levels

| don’'t get my MG Catalogue!

Why promo chicken costlier than competitor?
Mindset / Why less promotion than competitors? Can | park my car there? ~ Where are the promoted products? How can | contact MG for the complaints?

i I cannot find any information about promoted products! Why is the promoted product not available?
Feel In g S I hope all the products are available What the hell can | do with my points?
MG near to my Home / Workplace Where can | get a cart? A long line again?
i L L @ L L @ @ ® @ L ® ® |
Customer Buying  Collect Prepare Drive Enter Find Collect Pay at Check Drive. Usethe Raise Return
Actions Intend Information shopping list tostore  store products products the cashier loyalty points home  products product product to
complaints  the store

Paper Catalogue Bilboards  Store Experience Shelves Cart Store Cashier Store Cashier Parking Area Media Hotline

MG Cu Stom er Online Catalogue Parking Area Media Purchase Receipt Carts Facebook

Online Ad Banners
Facebook Page Carts

Touch Points

Store Employees
Newspaper

Radio

Television

Billboards

Physical Store



Relevant Points for Minimal Viable Product

Pain Points

Data of detailed customer
buying behavior not
available

We don’t offer a lot of
customer services

Customers don’t understand
the benefit of the Loyalty
cards

We have to much "generic
cards”

Customers don’t know how
to convert points into money

We don’t have personalized
offers

We want to increase the
number of customers
contacting us via Facebook

Customer want to check
their point level online

Insights

We have around 320K
customer which we cant
approach with campaigns

Most of the customer
complaints relate to MG
Club

Customers perceive us
too much in the comfort
zone

We should transform the
perception to young and
innovative image

Frequency of catalogue
lower than competition

Customer love the service
of the hotline

Today we cant complain
product and customer
data for campaigns

Customer Needs

Customers want us more
modern and lighter

Customers need to
understand the benefits of
the MG Club program

We need to increase the
guality of our campaigns to
members

Customers expect
personalized offerings if

Customers expect the
Facebook page to opena
website for more
information

Customers need to know
the conversion rates from
points to Dinar

We should decrease the
number of “Generic Cards
to increase the number of
approachable customers

Ideas

Personalized offers for
customers which give them
the feeling its what they
need

We need to better
understand our customers
in order to satisfy them

A bot in Facebook would be
the best social media
channelin Tunisia

A Virtual Loyalty card

A chat bot in Facebook
messenger

Customers should receive
real promotions not only
point via campaigns

Take the data from
Facebook and the bot to
increase our customer
records




Where we are
Leonardo open Innovation jointly with a big C/4 Marketing Opportunity

Design
([ ]

Oct. 5th 2018 Dec. 3rd-5th 2018  pec. 6th 2018 Jan. 10th 2019 End Q1 2019
Explore Workshop in AppHaus Onsite User Synthesis worksop POC based on Design Workshop Results Develop a MVP
Heidelberg October 2018 Research in Tunis

December 2018

Dec. 17th-18th 2018
Design Workshop



Improved customer experience for Magasin Geéeneral

Story 1: Using Chatbot

Samy, 36 Fatma, 54

MG Marketing manager MG'’s loyal customer

INTERNAL 28



Background and Education: Goals and Tasks

* Married, 2 kids - Taking care of my family,

- Master degree in finance financially and emotionally

« Very loyal, longtime * Grocery shopping,
customer cooking and house work

What motivates her: What frustrates her:

* Fresh products in great « Unattractive loyalty
quality programs

» Friendly staff and good
customer service

« Saving money by looking . :
for the best discount * Not receiving printed

: catalogue
« Maxi stores as she can buy g
all needed products in one

Fatma, 52 years store

house wife

* Not knowing my loyalty
point level and it’s value

“I need the best grocery products for the best available price for my
family”

© 2018 SAP SE or an SAP affiliate company. All rights reserved. | INTERNAL 29



Background and Education:
» Married, 2 kids
» Master degree in finance

« 10 years' experience in MG
Sales

What motivates him:
« Successful campaigns

» Tools helping him to
automate tasks

« Promotion, Recognition
Sa my, 35 years and Rewards
Marketing-Campaign Manager

“l want to focus on new customer segments instead of creating manual
campaigns all day long~

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

Goals and Tasks

Increase sales and brand
perception

Defining relevant customer
segments, executing and
analyzing campaigns

What frustrates him:

Generic customers
Lack of marketing tools

Time consuming campaign
performance reporting

Missing or wrong customer
information

30



Scene 1 — Frustration on both sides
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, It's very frustrating!
It's very frustrating! MG is very old
| don’t have the right fashioned! | don’t

tools!
I’'m very stressed!

feel treated well!
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Scene 2 — MG Design Thinking Workshop
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Let’s brainstorm! [
HOW m|ght we... L ReneW MG ClUbl

[ Chatbot on

Fas:ebook! MG App!

-
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© 2018 SAP SE or an SAP affiliate company. All right




Scene 3 — TV Promotion of MG Chatbot

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

INTERN

Try out our new

Facebook
chatbot!
Your direct

———

R/ OV a
sounds
interesting, I'm
anyhow often
on Facebook. |
should try this

33




Scene 4 — Fatma trying out MG’s Bot at home

This is very easy
and so friendly!

34
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Scene 5 — Setting up customer segments and campaigns

| O

Cool! In the past | had to
do all that manually again
and again, but now it so

easy.

— MG Club Campaign
77",’?51 —_—
2
,,,,,,, | —
=
J 000000 0O0o0un\Nn

7/ A O O W W WA
OOO OO O NN Y

[ \

© 2018 SAP SE or an SAP affiliate company. All rights re 35




Scene 5 — Fatma updates her MG Club profile

now!! I'm
getting special
offers which |

really meant for

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




Scene 6 — Fatma using MG’s Bot at her preferred MG store

iIcel"Now it
IS very easy
to convert my
points to Now you can pay
vouchers! with your points

© 2018 SAP ate company. All rights reserved. | INTERNAL 37




Scene 7 — Feedback for the store

A great value 10 al the POt could ca
a grea 0 e {0 C3 eeds and desire

t seems they are
really interested
about my opinion.
That’'s new!

38




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

Grrrr... | should
inspect the goods
more carefully next
time. Let me
complain via

Scene 8 — Fatma complains

il [ ' MG Club B¢
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Scene 9 — Fatma’s complain got forwarded to the call center

C 0 e d d (€ eCeIVEeS d Sl dUlOIT1d C eadlel O C dlDOL 1O IeSOIVe IFa c PDIopie
... there
comes a Hello Fatma, | am
complaint, let's really sorry about |
call her this. Let me provide

you a voucher for the
broken product.
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Scene 10 — MG’s situation changed for good

L

U

'S " ‘

prowde them
personallzed

The new MG
bot is really




Scene 11 — Satisfied customers and MG employees

Customer Benefits MG Benefits
« Transparent MG Club * Less generic MG Club

Program accounts

 Low barrier direct channel
to MG

« Easy segment creation and
campaign execution

MG perceived more
modern

« Segments of 1 customer
possible

« Easy MG Club point
conversion

« Customers can be approached
based on their buying behavior

 Reduced load on M3AK

 New way to leave
complaints

© 20 an SAP affiliate company. All rights reserved. | INTERNAL 42




Solution Proposal

A chat bot build with SAP
Conversational.Al integrated in

Facebook messenger and connected to
SAP C/4 Marketing

Customer wants to validate SCP as
their transformation plattform

Customer is currently setting up a
transfomation team for what he needs
support to implement Design Thinking
and Agile Development skills

1.1 Mio € Licence oportunity

mg

Startseite

Info

Catalogue mg
Service Client mg
Points De Vente mg
Veranstaltungen
Fotos

Videos

Beitrage
Bewertungen

Community

Seiteninfos & Werbung

Du 22 Novembre au 01 J

1l Gefillt dir

N\ Abonnier

tv




Workshop

Day 1

018 SAPSES) Ha SakBrfilfate campardyAtiffightsreservedany. All righmeRNaerved 71



Boomberg

Businessweek tr end CiHS

Wirtschaftsmagaz

COLOSS | [ B ciness

| % Kf 7/1 ‘/J (,“ ‘“:/A.“/‘-/-/(/ | L
9 Gt ¢ ' Review

# éﬁ&nhepw_&.ﬁh TRy
b o ighoed T o ¢ Lo e
Tucubaen -{m \‘wf(" aud Edud®
| duihialives Uk Ths - Tikkomio
aud Tutidin mu..as...,.,\v ol

S

;u\l-a/ - ‘\Y"h‘ ir ..l'!...,.rr..‘,gh

NG T Fah Sabsinsn
L N¥azeq S.‘ﬁﬁ %X

AAAAAA

P oo \(H""

- Xamovation F::c""\).
.
(16e—s) Tomorramwn Seprelhral

SNG, e mew

S Ricon Valey of kel
¢ ered ot w{:j',, !
‘;Vfﬂ,—«/‘\'k‘\'méo&ﬁ'

Wil e T adin o i all
odege ek SR
staTiov MG
{/
TRe NSl ey £

| G TT Teaeuilon
Gueryy SuE]

TEAM A 9 The New Work Times Magazine
Technology :=::

Review o for A Gt bime 0 Aflia,

. gons Team cisny g(o.-.
Q‘,_%w. Génical ) s

S-Wof‘*‘-b‘\'\‘n GDVV"“\
S\Mv s S&’r-\!&l(

mli o w:é v(.\\.;.mii

Gie ok be T chpran
i~ B Goupe 0n
’T{,—sﬁvﬁh«\\("\ fmown
b‘t o olks-ar« T\\h)‘j

ity Ce

nal E2C

‘ g SARSEGY iR Sivk Bffifate capady Allffightsresarveaany. All rigimERNARVed.



Spectrum workshop worked as
an ice-breaker and helped the
team identify: specific vision and
mission, shared values and the
prioritization of their innovative
business — with a strong focus on
the human aspects of
desirability, medium on the
technology side and a rather
smaller interest on the business
side.

Our Vision:

Our Mission:

DRE CHANGE AND INNovATI on
Bc, i& aanssaJmO( Jdmso WiTHiNA e B WG
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Roland Martin & Anthony Ryan
Design Thinking Coaches

Tobias.Gollwitzer .com
Roland.Martin .com
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