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1. Understand C/4 HANA

2. What'’s the Roadmap for SAP C/4HANA and SAP
S/4HANA?

3. How Machine Learning along with C/4 HANA
maximizes business outcome




e Customer Experience Transformation — Why SAP C/4HANA?
o SAP Customer Experience Solutions in SAP C/4HANA

» Customer Experience Transformation — A Roadmap for SAP CRM
Customers.

e Changing the game with Machine Learning.




Customer Experience Transformation —

WHY SAP C/4HANA?




Appliances Manufacturer Global Airline

“We no longer sell appliances, we sell o A “We want to put the customer at the
better taste to our customers” 2 =3 center, not the transaction or booking”

/ Customer
! Experienceis
-~ ontopofthe
- Boardroom |
. agenda

Automotive Company Wi Pt Department Store
“The passenger on the bus we “The personal shopping experience starts
manufactured is our customer, not just with the parking space”

the driver or buyer”
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Great, so let's go innovate on the customer
experience!

Talking
about It

IS easy... §>
doing it - .
IS harder: @9 __-_

Needs to be Needs to be Avoid introducing Scalable both in Etc.
throughput and to

other parts of the

business




SAP Strategy — Deliver the Intelligent Enterprise
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Five Trends driving change In today’s Customer Experience

Digital First Customers for Life
Global scale and adoption From selling products to
of new digital businesses subscription services

.
_ o R
[J M Trusted Data 1T b\,
Data necessary for 11 1
& J personalization and —
== with data privacy VRN

protected
Holistic Customer Experience

Connecting front and back office
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Complete View of Customer
Customer at center of the
business (B2B2C)




SAP Customer Experience Solutions in

SAP C/AHANA




C/4 HANA Suite — Zoom Level 1

C/4AHANA

SAP Marketing Cloud

Market with Intelligence in the
foment

1 [& F Microservices

SAP Commerce Cloud SAP Sales Cloud

Personalized Shopping Experience Build Relationships and guide
across Touchpeints Customers throughout their jourmey

SAP Cloud Platform extension factory (Kyma)
Cloud-native Microservice based universal Innovation and Agility Platform

SAP Service Cloud
Make Customers happy

% Extensions
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C/4 HANA Suite — Zoom Level 2

SAP Hybris Marketing

SAP Hybris Customer
Attribution

SAP Hybris Loyalty

SAP Hybris Digital
Asset Management by
OpenText

SAP Hybris

Commerce Cloud

SAP Hybris Cloud for
Sales

SAP Revenue Cloud

+  (CallidusCloud

- Sales Performance
Management

- Configure, Price,
Quote

SAP Hybris Cloud for
Service

SAP Customer
Engagement Center

SAP Hybris
Knowledge Central by
MindTouch

- COre

systems

+ CallidusCloud

SAP Hybris Profile

+ GIGYA:
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Marketing SA P Service

e 5 Clouds and 7 Suite Attributes ®

% Commerce

Customer Data

Harmonized End-to-End Processes  Business and Suite Platform Extensibility Open Ecosystem
User Experience Master Data Intelligence and Services and Integration
Services Analytics
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SAP Customer Experience Transformation

END TO END PROCESS BETWEEN
S/AHANA AND C/4HANA




Lead to Cash

Integrating the Front Office with the Digital Core

identified /
?c)n:d:;::il::ilgd Lead Opportunity Quote Clg;tgmer COC;]rt(EIg(r:t Fulfillment Invoicing*
Contact raer Management
SAP C/4 HANA + SAP S/4AHANA + SAP Leonardo + SAP Analytics Cloud

. J/

End to End Customer Experience




High Level Process

= @ ® @
_ SAP Marketing Cloud Customer views Customer Marketing Lead is Sales qualifies the Lead
Market_lng creates online collateral & interaction is created and handed and converts to an
—_ campaign on new —— downloads S— captured and over to Sales. — Opportunity
solution offer documentation scored
SAP Customer Data Cloud
SAP Marketing Cloud SAP Cloud for Sales
$ * - SAP Marketing Cloud SAP*Cloud Platform $$ SAP?Cloud Platform
N
— o)
_ v olution Order including standard
o Salespgrson creates a quote with _ i % products, services & subscription is
Salesperson maintains f@ real-time prices, delivery time, Quote is presented to Customer accepts quote & dispatched
Opportunity and solution gets cross-sell / upsell Customer, negotiated with signs online by confirming to provisioning and
expert assigned ———  recommendations, suggested Salesperson final delivery date. Solution— fiiment systems, Service Reques
discount and predicted ar_1d terms Order is generated. gets pIa’nned
commission finalized SAP Commerce Cloud :

Customer sees real-time execution

SAP Cloud for Sales — SAP Cloud for Sales SAP Revenue Cloud status
. Global T&T
SAP"Cloud Platform || |-_| | SAP* Cloud Platform ET7'S/AHANA $ f /\ ETVS/AHANA ¢! cioud Platform
[0}

Technician installs e
prodgcts, Customer :_[j Subscription Billing charges Salesperson views commission
Customer confirms that _ confl_rms produgts_ for recurring and usage Customer pays payout.
product has been installation. Subscription S I charges, Customer gets a invoice and tracks =~ ———— Revenue is booked and
delivered lifecycle starts. Customer combined invoice for usage & spending posted to Finance, BU manager
starts usage products and services sees business results
SAP Cloud for Sales WS/4 HANA
WS/ 4 HANA SAP Service Cloud SAP Commerce Cloud w S/4 HANA SAP Commerce Cloud  SAP Revenue Cloud SAP* Analytics Cloud

core SAP Revenue Cloud

systems



SAP Customer Experience Transformation

ROADMAP FOR SAP CRM CUSTOMERS




Transformation of SAP CRM

- Marketing Cloud
- CommerceCloud
~ SdlesCloud
- ServiceCloud
 Customer Data Cloud -

Customer
front office

Customer
back office

SAP CRM

Customer Management

Enterprise
back office

SAP ERP

SAP S/AHANA

Transform front office with C/4HANA

¢ Suite of Cloud solutions designed for the
new customer era

¢ Can be used standalone or together for
maximum synergies

5 Out of the box integration with S/4AHANA
5 Extensible via SAP Cloud Platform

Consolidate back office onto S/4AHANA

5 Streamlined operations with harmonized Ul
¢ Reduced TCO: no more middleware

¢ Powered by HANA

¢ Ready for Cloud

ASUG




Sample Customer Transformation Path (lllustrative)

Today Step 1 Step 2 Step 3

Step 4

v

SAP C/4HANA

SAP C/4HANA

SAP C/4HANA

Marketing Cloud

Commerce Cloud

Sales Cloud -

Service Cloud

Sales Cloud

Service Cloud .

Sales Cloud

Service Cloud .

SAP CRM SAP CRM SAP CRM SAP CRM

Customer Management

SAP ERP SAP ERP SAP S/4HANA

SAP S/4HANA

5 Upgrade ERP to S/4AHANA,
while keeping SAP CRM
as a separate system

¢ Simplify SAP CRM system
by replacing with additional
C/AHANA Cloud solutions

¢ Implement SAP S/4AHANA
for Customer Management

5 Implement entire Cloud
e.g. Customer Data, or

subset e.g. Commissions 5 Operate in parallel to SAP

CRM, synchronized
through S/4AHANA data

¢ Leverage out of the box
integration with SAP CRM

SAP C/4HANA

Customer Management

SAP S/4HANA

¢ Incrementally move CRM
back office processes to
S/4HANA, remaining front
office processes to C/4AHANA

5 Shut down SAP CRM
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Changing the game with

MACHINE LEARNING




Al and Machine Learning makes bold promises to
marketers

It’s time for a new approach to the challenge

@- | Efficiency

H (2] | Smarter decisions
d b
FX) J  ———
) 4
O | Continuous performance improvement
@ | Customer journey optimization
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Intelligent Marketing enhances personalization and omnichannel CX

How organizations are using Al marketing to drive
innovation and create new growth areas?

54% Personalized customer experience across channels or
touchpoints

54% Understanding customer behavior across channels or
touchpoints

52% Managing real-time customer interactions across channels
or touchpoints

Unified Customer Experience

48% Identifying or recognizing customers across channels or
touchpoints

41% Targeting appropriate prospect audiences for customer
acquisition

Source: Building Trust And Confidence: Al Marketing Readiness In Retail And eCommerce, Forrester, 2017




Al and Machine learning-driven marketing apps promises to simplify,
not complicate, contextual efforts

HIGH

Impact

Low

Sourc

Digital attribution modelli

ng

Product cust
at scale

omization

Optimizat
across me

Optimization of spend

wit

Performance advertising

on of spend
dia

Orchestrating every aspect
of attracting, selling and

hin digital media

o o EIete overa brandor:::?;:;gn e . SE rving customers is being
® oo I improved by marketers
Al - @ o using machine learning apps
_. to more accurately predict
TN e ® | outcomes
Feasibility HIGH

Use cases by benefits and complexity: Example of a consumer-packaged goods company

e: Crossing the frontier: How to apply Al for impact, McKinsey, 2018




The automation of repetitive tasks is allowing humans to be more
productive and focus on higher value tasks
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I mation & guides processes and ric
Level 0 Manual Level1  Transactional Level 2 Digital Level 3 Intelligent Level4  Self-Running
Enterprise System Enterprise System Enterprise System Enterprise System Enterprise System
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Suite Intelligence and Analytics across SAP C/4HANA

SAP C/4HANA ]

Unified User Experience

Intelligent Technologies
SAP Conversational SAP SAP SAP SAP
% Al (Recast) @ Marketing Commerce Sales Service
Cloud Cloud

Cloud Cloud

SAP Leonardo

@ Machine Learning h
SAP Customer Data Cloud

“ SAP Analytics Cloud (BI,

Predictive)

Ap. Embedded Predictive Master Data Management
PAL - Libraries (HANA)

Extension Framework and Microservices Ecosystem

Data Science Platform Open Data Initiative

SAP°Cloud Platform

SAP S/AHANA®
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Machine Learning and Predictive Scenarios

Key Innovations

Commerce

Personalized CX
Contextual Merchandizing
Conversational Bot*

In-Store Assistant*

Sales

Deal Intelligence

Lead Intelligence

Account Intelligence

Imagine Intelligence by Ricoh
Deal Influencer Map

Product Recommendations
Predictive Ordering*
Predictive Forecasting*
Sales Assistant*

<. C/4HANA ./
|| SAPLeonardo | |

* Prototype / Planned

This is the current state of planning and may be changed by SAP at any time.

Marketing

Product and Offer Recommendations
Best Channel and Sending Time
Affinity Scoring

Sentiment Analysis

Customer Attribution

Customer Journey Insights*

Smart Campaigns*

Brand Intelligence*

Customer Retention*

Behavior Segmentation*

Service

Ticket Intelligence
Conversational Bot API
Similar Ticket Recommender*
Solution Recommender *
Parts Recommender*
Supervisor Insights*

Service Assistant*

This presentation and SAP's strategy and possible future developments are subjectto change and may be changed by SAP at any time for any reason without notice. This document isq S m

rovided 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.




Intelligent Marketing: End to End process with Machine Learning
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Take the Session Survey.

We want to hear from
you! Be sure to complete
the session evaluation on
the SAPPHIRE NOW and
ASUG Annual Conference
mobile app.




Presentation Materials

Access the slides from 2019 ASUG Annual Conference here:
http://info.asug.com/2019-ac-slides



http://info.asug.com/2019-ac-slides

Q&A

For questions after this session, contact us at n.banala@sap.com and
vijayalakshmi.gopalakrishna@sap.com



mailto:n.banala@sap.com
mailto:vijayalakshmi.gopalakrishna@sap.com

Let’s Be Soclal.

Stay connected. Share your SAP experiences anytime, anywhere.
Join the ASUG conversation on social media: @ASUG365 #ASUG

You




