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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, fithess 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.

© 2019 SAP SE or an SAP affiliate company. All rights reserved.
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Industry Disruption is Clear

1\ é )))

=
L
Transportation industry Financial Services Education
Market share in last 4 Mobile payments - 2/3 Universities
years: of people in China  High churn rates
« Taxis from 37% to 6% using Wechat and  Online courses have
* Ride hailing rose to 71% Alipay. more than doubled.

The obsession to drive the best Customer Experience has completely disrupted and
reshaped industries. New business models designed around CX are gaining significant market share.

© 2019 SAP SE or an SAP affiliate company. All rights reserved.



Human Experience Impacts Strategic Priorities Across All Industries

‘55 Nestle

“...it is really around just delivering
elevated consumer experiences at every
single touch point. Be it the on-line
experience, the ordering experience, the
product experience, the machine. Every
single one delivering an excellent
experience for the consumer and we are
growing very fastin that...”

Steven Presley, CEO Nestle USA
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“Employees don’t only want to make a
living; they want to contribute to the
world. An adaptive company culture that
promotes community responsibility and
sustainability drives sales and can cut
costs.”

Indra Nooyi - Former PepsiCo Chairman
and CEO

© 2019 SAP SE or an SAP affiliate company. All rights reserved.
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You walk into a retail store, whatever it
is, and if there’s a a sense of
entertainment and excitement and
electricity, you want to be there.”

Howard Schultz, Former Chairman,
Starbucks

€ MERCK

“I want to make sure we listen to
consumers/patients - people that are using
the product to send signals back into the
enterprise to be more responsive to the needs
of who those individuals are. .... How do we
pull those digital threads back through all
functions and think about cross-functional
not being siloed or too narrow in thought”.

Jim Sholefield, Merck CIO / CDO

“Our ability to satisfy changing consumer
preferences with respect to type or size of
vehicle, as well as design and performance
characteristics, affects our sales and earnings
significantly.”

Ford 2017 Annual report

e CenterPoint.

Energy
“We are committed to creating an open and
inclusive work environment where results are
achieved through the skills, abilities and talents
of our workforce.”
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Deliver the Perfect Journeys for Your Customers

2. Web Experience

Customer is guided with the
right information, seamless
experience across digital
properties

4. Incentives / Discount

Tailor and optimize offers and
incentives to increase profitable
conversions

6. Post purchase
experience

Delightful brand and product
experience

Dealer — Seamless handover
from sales to service department

8. Digital Services

Provide tailored value
added services

Help build customer
intimacy by sharing
data with right partners

1. Marketing

Personalized offers/
recommendations
based on ownership
history, digital and
dealership interaction
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3. Dealership experience

Dealer - 360 view of the
customer, recommend the right
car and financing options

Customer has consistent
dealership experience

5. Delivery experience

Proactive communications
and on-time delivery

Customer feels he is
always in control

7. Service Experience

Deliver on the brand and
service expectations

Improve service technician
satisfaction



' £ )" r’ri i -«Qg
Belkin closed a forecasted sales
gap of $80M and moved from a
mediocre 3 star rating to the #1 spot

n their category on Amazon during
product launch |




SYAM

Industry: Consumer Goods
Use Cases: PX

INSIGHTS AT EVERY STAGE, FROM CONCEPT TO POST-LAUNC

or ease of use. For Yamaha, that led to quick adoption of Qualtrics throughout their entire organi
them the ability to conduct projects with incredibly fast turnaround times.

HOW YAMAHA CLOSED THE EXPERIENCE GAP

* Yamaha uses Qualtrics to run hundreds of quick-turn studies during product development to ensure t
catch potential misfires before a prototype has been fully developed or the finished product has gone t
market.

responses in a matter of hours. What might've taken a week or more to debate internally was resolved in less
than a day with actionable insights from actual musicians. And most importantly, Yamaha got it right.
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Sprint

HOW SPRINT CLOSED THE EXPERIENCE GAP

+ Created a Customer Churn Prediction Model / .

» Determined the top drivers for customer churn .

Expected
eduction
cart abandonment

+ Proactively Engaged Predicted Churn bandidates
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L TetraPak®

guestions, at the right time

Feedback Analysis

Mam.tenance Tetra Pak gets specific, real-time
Details feedback on its maintenance work,
with surveys delivered the moment a job
is completed and questions tailored to

Post-Maintenance
the customer.

Survey

Please see Qualtrics blog for additional Tetra Pak X + O use cases

Asking the right people, the right

Understanding more about their
happy and unhappy customers

Customer Insights

Customer
Segments

Customer
Feedback

SAP O-Data systems, meet Qualtrics
X-Data systems. Tetra Pak’s integration
of the two means it can break down
experience data by 100s of
customer segments.
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https://www.qualtrics.com/blog/tetra-pak-xm/

XM leaders
outperform
the market

8-year stock performance of

customer experience leaders vs.

laggards (S&P 500, 2007-2014).
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XM leaders
grow faster
and cost less

Buy more
Stay longer
Refer friends

Provide feedback and ideals

© 2019 SAP SE or an SAP affiliate company. All rights reserved.

Growth
(INDEXED)
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15%
Lower

Average  Loyalty Leader

CAGR: Compound Annual Growth Rate, Source: Bain & Company 14
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Building an XM Discipline
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X-data is everywhere: Every organization, department and team collects feedback

Benefits package optimization r— Product naming

— Market segmentation
Diversity & inclusion studies

— PRODUCT MARKETING —————————————1— Pricing analysis
Annual employee engagement BENEFITS
H +— Packaging optimization
Employee pulse O M a rket| n g —_ CUSTOMER & FIELD MARKETING -
i EMPLOYEE RELATIONS “— Competitive benchmarking
Employee 360 — HR DIGITAL MARKETING

LEARNING & DEVELOPMENT

Exit interviews r— Event registrations

Confidential reporting RECRUITING —+— Event feedback

EVENT PLANNING

“— Launch feedback
Training feedback

O Ad min ACTIVITY PLANNING

BRAND TRACKING

Onboarding feedback — Website feedback
PROJECT MANAGEMENT
Curriculum planning BRAND DIAGNOSTIC — App feedback
Rran Py +— Social feedback
2 BRAND LIFT STUDY t Dl Aal \( -
Application forms amit . — SUPPORT REQUEST FORMS —
H I — Contact forms
Post interview feedback CREATIVE & AD TESTING |T / FaCIlltleS
POST-SERVICE FEEDBACK I— Landing pages

Onboarding survey

experience “— Order forms

DATA

ATTITUDE & USAGE STUDIES

— LANDING PAGES

Ad testing —
I I— POLLS
Feature prioritization MARKET SIZING — Relational & transactional NPS
Beta user feedback — ’ St rategy O
—— QuUIZZES - o
- COMPETITIVE ANALYSIS EVG ryO n e Customer satisfaction & loyalty
Feature awareness —
| SIGN-UP FORMS — Consumer behavior
Kano analysis —
Y — Product satisfaction
Conjoint testing — — QUESTIONNAIRE BT —
———— PRODUCT MANAGEMENT — gleeorcustome
i P rOd U Ct '— Social listening
User experience research — _ DESIGN & INNOVATION

CONSUMER / SHOPPER INSIGHTS
Usability testing —f—
y 9 O CX { Customer service feedback

i CONTACT CENTERS
Concept testing .
Customer effort scoring



Often Experience data is highly fragmented and fails to deliver actionable insights
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Qualtrics Product Portfolio

Close Experience Gaps by listening, understanding and acting on X-data

LISTEN

Collect Experience data from stakeholders at every
meaningful touchpoint

Qualtrics U N D E RSTA N D
CoreXMM Why things are happening and What to
do about it
INTERACTONS ANALYTICS ACTIONS A CT

ot 4Q Make continuous improvements that

Improve customer, employee, brand and
product experiences

18



Qualtrics CoreXM: Platform to Manage all your X-data in one place

Single System
of Record

Empowered
employees

Enterprise-
Grade

Centralize all X-data Best-in-class

security,
compliance and
governance

Empower every

on your customer,

employee, brand
and product
experiences

employee with the
insights they need
to make the right

business decisions

Qualtrics

CoreXM

Drive action and improvement by embedding
X-data into your operational systems

© 2019 SAP SE or an SAP affiliate company. All rights reserved. 19
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THANK YOU!

Contact Detalls:

. a.chhaya@sap.com
. sshah@qualtrics.com
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