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Methodology

Respondents by Region

Bloomberg Businessweek Research Services (BBRS) launched a research

North America:

Europe: 29%

37%

program in spring 2013 to discover and analyze the views of C-level
executives, line-of-business managers and thought leaders around the world
regarding customer experience, particularly as globalization, ubiquitous mobile
devices and other social, business and technology trends rapidly change their

Asia: 34%

environment. The research sought to determine the trends and best practices
of customer experience in today’s increasingly mobile and social world.

Respondents by Company Size

The goals of this program included:

Small* ($100–$499
million): 15%

uU
 nderstanding how organizations around the world view the importance

Enterprise
(>$5 billion): 21%

and delivery of a positive customer experience today.
u Discovering how customer experience delivery practices differ in various

regions of the world.
u Determining which technologies currently enable a positive customer

experience.

Large ($1–$5
billion): 35%

Medium
($500–$999
million): 29%
*1,000 employees or more

This research program included both quantitative and qualitative
components:
uA
 global survey of director-level or above executives at midsize and

large companies from around the world. A total of 318 director-, vice
president- and C-level executives responded to the July 2012 survey.
For more information about the demographics of the survey, refer to the
“Methodology” charts, at right.
u Interviews with leading independent consultants, industry analysts, academics

Respondent by Industry Sector
Other: 23%

Manufacturing/
Industrial: 34%

Business
Services:

11%

Financial
Services:

Retail/Wholesale:

16%

16%

and business enterprises, in addition to survey data from research firms. The

Respondents by Title

organizations involved include:

*Total exceeds 100% due to rounding

• Accenture

•E
 rnst and Young’s

• Asian Paints

EMEA Customer

• Booz & Co.

Centre of Excellence

• Shepard

• Forrester Research

• Softtek

• CEMEX USA

• Gartner

• Sprint Nextel

• Cisco Systems

• Global Web Index

• Story Miners

• Commonwealth

• Paul Greenberg

• Technology Services

• The Customer

• Lenovo
•P
 eppers & Rogers

Framework

Industry Association
• W. W. Grainger

Group Latin

• eMarketer

C-Level: 33%

Presentations
• SocialBakers

• Bose Netherlands

Bank of Australia

Director: 13%

America

BBRS, report author Lauren Gibbons Paul and contributing writers Elizabeth Fry,
Bill Hinchberger and Paul Tate are grateful to all of the executives who provided

Manager:

26%

Vice President/
Senior VP/
Executive
VP/General
Manager: 29%

Respondents by Primary Function
*Total exceeds 100% due to rounding
Sales: 15%

Supply Chain: 26%

Customer
Service:

15%

their time and insights for this project.
This research project was funded by a grant from SAP but was written
independently of this sponsor. The editorial department of Bloomberg
Businessweek magazine was not involved in this project.
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Executive
Summary
u 
The emergence of socially connected mobile buyers is causing a global

evolution in the meaning of “customer experience.” Consumers and B2B
purchasers throughout the world have literally become moving targets of
interaction, generating volumes of rich data about their needs and preferences
all along the way.
u 
Businesses must reach out across any and all channels that customers

happen to be using and formulate a real-time, contextualized and
personalized experience that is enriched with information gathered in real
time. And that experience needs to be consistent across all channels—
mobile, social, the Web and bricks-and-mortar.
u 
Many North American and European companies have already made the

shift to customer centricity to maintain a competitive edge and are actively
responding to the needs and demands of digitally powered consumers.
u 
In Latin America and the Asia-Pacific region, many companies are more

focused on scaling their businesses to meet sales growth than on customer
experience. However, with mobile device and social media growth in these
regions, the age of the hyperconnected consumer is approaching, and
companies are beginning to make this adjustment.
u 
Organizations that deftly leverage mobile, social and advanced analytics

technologies and techniques will ensure a leading position in the competitive
pack, while traditional strategies for engaging with customers will quickly
move businesses to the back of the line.
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Introduction

By contrast, many North American and European

Despite language and cultural differences, people the world over

companies in certain industries have already made the shift

are increasingly alike when it comes to one behavioral trend:

to customer centricity, and their single-mindedness can

their use of mobile devices to connect to the Web, whether to

be evident even to the casual observer (see “Snapshot:

access information, to communicate, to shop or to engage in

Europe,” on page 9). (Witness JetBlue Airways’ slogan:

social networking. By the end of 2013, the number of Internet-

“You, above all.”) But the trend is clear for organizations

connected mobile devices will outnumber people on the planet,

around the world: Learn what customers value through the

according to the Cisco Visual Networking Index. And although

data they generate and then deliver on that value at the

U.S. users represent the largest block of participants on the

point of need.

1

predominant social networks, the fastest growing user populations
are in Japan (on Facebook), South Korea (on Google+) and
Indonesia (on Twitter), according to the GlobalWebIndex.

FIGURE 1

Global Interest in Customer Experience

is causing a global evolution in the meaning of “customer

Respondents were asked to rate how important “delighting
customers” would be to their customer service operations in
2014. (percent of respondents indicating high priority)

experience.” Until just recently, companies were urged to widen

North America

their focus from the old-school notion of “customer satisfaction”

						

This emergence of the socially connected mobile consumer

65%

to the newer goal of “customer centricity.” Now, consumers have
changed the rules of the game again, having literally become
moving targets of interaction and generating volumes of rich
data about their needs and preferences all along the way. In
developed economies, for instance, consumers might look for a

Europe, Middle East and Africa
						

62%

Asia
				

49%

deal on their smartphone while in the store aisle; in an emerging
economy, a consumer’s very first encounter with a brand could

Base: 318 respondents
Source: Bloomberg Businessweek Research Services, 2012

be via the mobile Web or an opinion on social media.
To gain the loyalty of either—and increasingly both—customer

Organizations that deftly leverage mobile, social and

types, businesses must adopt several best practices, in the

advanced analytics technologies and techniques will

areas of mobility, social media, omnichannel consistency

ensure a leading position in the competitive pack.

and advanced analytics. They must reach out across all the

Companies that rely on traditional strategies for engaging

channels that customers use and formulate a contextualized

with customers will quickly fade to the back of the line.

and personalized experience that is enriched with information

Meanwhile, global companies are learning that they

gathered in real time. And that experience needs to be consistent

must adjust their customer experience strategies to

across mobile, social, the Web and bricks-and-mortar.

accommodate regional cultural differences (see “Factor in
Cultural Differences,” on page 7).

Of course, depending on their geographical location, businesses
are in various places along their customer experience journey

Best Practice: Mobility

(see Figure 1, “Global Interest in Customer Experience,” at right).

The growing use of mobile devices—combined with

For example, the growth of the new middleclass in regions

big data analytics—is inspiring companies to deliver

such as Latin America and Asia means many companies are

immediate, relevant and interactive experiences to

heads-down focused on scaling their businesses to meet sales

customers. And consumer expectations are growing

volumes, and they will pay more attention to customer retention

just as quickly as mobile data traffic (see Figure 2,

and loyalty later (see “Snapshot: Latin America,” on page 8, and

“Global Mobile Data Traffic,” on page 6). Smartphone

”Snapshot: Asia-Pacific,” on page 9).

adoption in South Korea, Norway, Sweden, Australia,

1 “Cisco Visual Networking Index: Global Mobile Data Traffic Forecast Update, 2012–2017.”
Cisco Systems. http://tinyurl.com/b9berc
2 Eddy, Nathan. “Smartphone Adoption Growing Rapidly Worldwide.” eWeek, May 29, 2013.
http://tinyurl.com/p7qdlb9

5

Bloomberg Businessweek Research Services

the United Kingdom and the United States, surpassed
that of traditional mobile phones in 2012, according to
eMarketer.2

RESEARCH

REPORT

The trends will only continue, says
U.S.-based customer experience

FIGURE 2

Global Mobile Data Traffic

T
 he Middle East and Africa will have the strongest growth, at 77 percent CAGR,
followed by Asia-Pacific (76 percent) and Latin America (67 percent). (petabytes per month)

expert Paul Greenberg, author of

		

CRM at the Speed of Light. “Most

Middle East and Africa (MEA)
50
			

studies are pointing toward mobile
devices as the way people will
be running their digital lives in the
future,” he says.
For instance, W. W. Grainger, an
$8.9 billion leading distributor
of industrial products, rolled
out a mobile smartphone app
in August 2012 that provides
customers with instant access
to its 900,000 products. The
app enables maintenance, repair
and operations professionals to
search for products, view account
pricing, check real-time product

861

2012
2017

77%

Asia-Pacific (APAC)
310
						
Latin America (LATAM)
55
		

723

Central and Eastern Europe (CEE)
66
			

5,257

76%

67%

845

66%

North America (NA)
222
					
Western Europe (WE)
181
					

2,087

1,384

56%

50%

Source: Cisco Visual Networking Index, Mobile Forecast, 2013

availability and quickly order
products anywhere.3 They can also find out when a product will

eMarketer predicts one out of every five people in the world

ship or if it is available for pickup at a nearby branch. Because

will use a social network this year, and one in every four will

many of these customers do not have access to a computer

do so in 2014. Companies are heeding the call to engage with

during their workday, the mobile app will help them work more

consumers on these platforms, in addition to monitoring the vast

efficiently, according to Geoffrey Robertson, vice president of

amounts of unstructured data social outlets generate (see Figure

eCommerce strategy and planning at Lake Forest, Ill.-based

3, “Social Media Key to Customer Strategies,” on page 7).

Grainger. Additionally, Grainger customers can manage purchase
order workflow—accepting, rejecting or forwarding orders and

Consumers in different regions view social content differently. In

receiving notifications when orders ship or are pending approval.

the United Kingdom and Europe shoppers have embraced social
interaction with the brands they favor, according to Merlin Stone,

India’s largest paint company, Asian Paints, meanwhile, is relying

head of research at The Customer Framework, a U.K. customer

on digital technologies, including mobility, to transform from

experience consultancy. Accordingly, well-known consumer

a product company to a services company. The $1.6 billion

packaged goods companies see social media as an ideal way to

Mumbai-based firm now pools all customer data—collected from

connect directly with customers to promote their products. But for

painters, contractors, retailers and service—into one system and

other businesses, he says, it is important to focus social media on

provides field salespeople with mobile access to that data. “The

customer service and encouraging consumer recommendations.

customer is now the center of everything,” says Manish Choksi,
president of home improvement, supply chain and IT. “Regardless

Meanwhile, Brazilians and Latinos might be less open to

of touchpoint, we want to give them a single experience.”

businesses subtly selling to them on social sites, according
to Fernando Pierry, managing partner at Peppers & Rogers

Best Practice: Social Media Engagement

Group Latin America, in São Paulo, Brazil. “Latinos have a

Mobility is not the only assumption that businesses need to

different idea about mixing friendship and money,” Pierry says.

make about their global customers. No matter where in the

At the same time, with Mexico City and São Paulo among

world consumers live, social media is a means of self-expression.

the top five cities in terms of the number of Facebook users,

3 “Granger Mobile App Provides Instant Access to 900,000 Products on Smartphones and
Streamlines Order Management for Facility Management Pros.” PRWeb, August 21, 2012.
http://tinyurl.com/pqyhwdu
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FIGURE 3

every national news outlet had a segment. It was on CNN, on
Facebook, on Twitter. Customers found contact information for

Social Media Key to Customer Strategies

our executives—personal addresses and phone numbers—and

Companies around the world are integrating social media in their
business strategies. (percent of respondents)

posted it everywhere,” Adriano says. “We became aware of the
power of social media much earlier than a lot of other companies.”

We are developing a specific strategy for social media
							
We expect to invest more in social media
							

96%

Since then, Sprint has become much more proactive with social
media. For example, in 2011, when the company introduced

95%

Social media efforts enhance our marketing effectiveness
					
78%
We have a dedicated team for social media
					
64%
Social media is a CEO agenda item
			
40%

a premium data charge of $10 for any new subscriber who
upgrades to a smartphone, it was announced first over social
media. “Pretty quickly you saw some recognition from customers
that they were glad we were honest about this,” Adriano says.
When others complained about what they thought was a new
charge for all customers, Sprint quickly clarified before negative
commenters got out of control.

Best Practice: Omnichannel Consistency

Base: 117 companies
Source: Booz & Co., 2012

Sprint’s current facility with social media would not have made

social networking activity; Commonwealth Bank of Australia, for
instance, now monitors online conversations in real time and
responds to customers in need.
In the United States, $35 billion wireless communications provider

a difference if it had not successfully executed a customerexperience-driven corporate turnaround to drive simplicity,4
including omnichannel consistency. “Customers expect and
deserve to get the same answers wherever they go, whatever
the channel,” Adriano says.

Sprint Nextel got a quick, brutal lesson in how not to use social
media to engage with customers. After focusing for too long on
the 2005 Nextel merger, things started getting ugly in 2006 for
the Overland Park, Kan., company. Sprint did not have the hot
wireless devices consumers coveted, coverage was spotty
and customer satisfaction levels were dropping. Disgruntled
customers defected, and they were not quiet about why.
The low point came in June 2007, when Sprint decided to
“release”—that is, fire—a few thousand highly vocal customers
who were inundating the call center either with complaints
or simply to harass the call center agents. “We came to the
realization that we were never going to satisfy these customers.

Factor in Cultural Differences
When it comes to customer satisfaction in global cultures,
one size does not fit all, according to John Ragsdale, vice
president of technology research at the Technology Services
Industry Association (TSIA). Reviewing customer satisfaction
data collected from the association’s 350 members and
additional benchmark data showed that satisfaction scores
were consistently higher in North America vs. Europe or Asia,
despite member companies supporting the same products
and global accounts in different regions with the same
customer service staff.

We decided to ask them to go to another provider,” says Jerry

Ragsdale’s conjecture: In general, customers in North

Adriano, vice president of customer experience at Sprint Nextel.

America tended to vote higher on a customer satisfaction

The timing could not have been worse. After one customer used

scale because they want to help the customer service reps

social media to report on his “firing” by Sprint, the outrage soon

advance their careers. Europeans, by contrast, appeared

spread like wildfire, especially because Sprint did not immediately

less concerned about the social aspects of the interaction.

divulge why this group was released.

“They are tougher graders than Americans,” he says. In Asia,
meanwhile, there is a lot of variation from country to country.

Sprint executives took the high road, saying they would not
comment on specific customers. “This exploded to the point that
4 “Best turnaround CEOs of all time.” FierceWireless. http://tinyurl.com/naofqvf
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Snapshot: Latin America

“Multiple channels are still a challenge,” van Spanje says. “In the
past, it was traditional to work with a different cost center for

For Latin American businesses, keeping up with a fast-

sales—through stores, through dealers or direct to customers.

growing middleclass is a higher short-term priority than

Now, we are working step-by-step to use the new technology to

customer centricity, according to Peppers & Rogers Group

provide a single view and consistent service for the customer.”

Latin America’s Fernando Pierry. However, forward-thinking
businesses are well aware that they cannot back-burner
their customer experience initiatives for too long. “With
huge mid-market growth in Mexico and Brazil, many
people are having their first contact with the Internet, and
for many of them it is through mobile devices,” says Alex
Camino, vice president of Marketing and Communications

Best Practice: Advanced Analytics for
Personalization
Despite the challenges posed by today’s omnichannel world,
there is great opportunity. Companies are turning the voluminous
data available from all these sources into otherwise unknowable

at IT services firm Softtek in Monterrey, Mexico.

information. “The only way you can give people a better

Factoring in the popularity of social media (Brazil is among

Rod Strother, director of the digital and social centre of excellence

the top three countries on Twitter, according to Paris-

at Singapore-based PC vendor Lenovo. With the insights gained

based Semiocast), these trends present a big opportunity

through its global analytics hub, Lenovo will become more

to deliver relevant and personalized experiences. “You

proactive to customer needs and desires, Strother says.

experience is to drive better and deeper customer insights,” says

need to know how to listen, monitor and react,” says
Daniel Huallem, CEO at consultancy Bexpert, in São Paulo.

In the B2B world, CEMEX USA recently used analytics to engage

“If a sporting goods shop identifies me as a Fluminense

with a group of customers it had previously ignored. According

fan, it feels goods that they know my buying habits. But if I

to Ven Bontha, vice president of customer experience at the

go to their Web site and a Flamengo item comes up, I will

Houston, Texas-based cement maker, CEMEX began using a

never buy from them again.”
—Bill Hinchberger, Latin America correspondent

business intelligence tool embedded in its ERP suite to segment
customers. He discovered a large group of low-volume/highprofit customers about which his group knew almost nothing.

According to Mike Wittenstein, managing principal and senior

In January 2011, Bontha created an ambitious outbound sales

experience designer at business consultancy Story Miners, in

campaign in which contact center agents cold-called these

Marietta, Ga., “Customers are looking for process consistency

nearly 30,000 customers to inquire about their needs and to

and emotional consistency. They expect the brand to behave,

then assess how CEMEX could help. Analyzing the data further,

they expect the relationship to be stable, and they count on their

Bontha profiled customers who fit a certain pattern of inactivity

own experience as a guide to going forward.”

and prioritized their cold calls. “They bought once from us, then
what happened?” he wondered.

Omnichannel consistency was one of the goals behind a new
dealer portal at the European arm of audio specialist Bose,

As it turns out, customers appreciated the personal attention,

according to Annemarieke van Spanje, CRM IT project leader,

especially in a world of email and text messaging. The extra

Corporate Information Services. The portal provides Bose’s

contact created not only goodwill but also sales. In 2011,

European dealers with consistent product information, prices

CEMEX saw “a few million” in incremental sales, according to

and promotional offers. “Previously, dealers would place orders

Bontha, and last year, $12 million. The goal is to get to $200

by phone and fax, while our customers were able to go online to

million in sales from this group by 2014. “People don’t want to

place orders,” van Spanje says. “This initiative was about making

be seen as part of the herd. Customers want to be recognized

sure the dealers can go onto a Web site, see all their details and

as who they are, individually,” Paul Greenberg says. “This is

place an order in real time.” At any given time, dealers can get

increasingly more of a demand than it is a request.”

up-to-date information about orders—shipment status, tracking
details, preferences, and so on.

Other companies are discovering how analytics can lend a
personal touch. The CEO of Safeway, a $44 billion grocery

5 Choi, Candice Choi. “How Grocery Store Loyalty Programs Affect What You Buy,
How Much You Spend.” The Boston Globe, May 27, 2013.
http://tinyurl.com/pnx68zw
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its loyalty club members targeted specials on items they might
otherwise buy elsewhere, such as diapers for a shopper who has

Snapshot: Asia-Pacific

a pattern of buying baby wipes and formula. Additionally, $96.7

Customer experience for many Asia-Pacific businesses

billion Cincinnati-based grocer Kroger is testing a program that

comes second to managing growth. While many

may offer consumers enduring price discounts on items they

organizations are pursuing initiatives at the line-of-business

buy frequently, as opposed to typical short-term discounts. Such

level, the vast majority has yet to develop an organization-

personalization will help drive real customer loyalty, Story Miners’

wide strategy, according to Singapore-based Gartner

Wittenstein says. “You have to do more for your customers—

Principal Analyst Praveen Sengar. “They’re grappling with

reduce effort, ease decision-making and make it easier to work

a unique set of challenges and simply don’t have the

with your brand across channels,” he says.

bandwidth,” he says.
Although most companies are not yet leveraging big

Conclusion

data analytics to identify new opportunities, Sengar says,

First and foremost, customer experience is about creating

social media and mobile are being optimized, mainly for

customer value and delivering it wherever the customer is

promotions and brand awareness. This will undoubtedly

and whenever he or she needs it. The underlying principle is

expand—after all, both Bangkok and Jakarta boast more

that if you put customers first, your company will also reap

Facebook users than any other world city, according to

the rewards—with the rewards going beyond mere loyalty, all

SocialBakers, and Japanese is the second most used

the way to customer advocacy. “Loyalty is only the fallback

language on Twitter, according to Semiocast. Mobile data
traffic will increase 76 percent in the region between now

Snapshot: Europe

and 2017, according to Cisco Systems.

The last 10 years have seen a perfect storm of economic

Forward-thinking companies in the Asia-Pacific region,

crisis, digital disruption, competitive pressure and changed

though, are setting the pace. Commonwealth Bank of

consumer expectations in Europe, says Laurence

Australia’s social media command center, for instance,

Buchanan, the London-based director of Ernst and

monitors online conversations about the bank in real time,

Young’s EMEA Customer Centre of Excellence. “The result

responding to requests and engaging with customers.

is that most companies now have to focus on customer

“Immediate help changes the customer experience

experience and customer intimacy as the key means of

because they feel you’re there for them no matter what,

delivering a competitive edge.”

and they want to stay with you,” says Andy Lark, the

“There have been a lot of changes in the market in the

bank’s chief marketing and online officer.

last few years—sales are often smaller in size, there is

—Elizabeth Fry, Asia-Pacific correspondent

more competition, service is more personal, and it is very
important that a company does more with the time you
have,” agrees Annemarieke van Spanje, CRM IT project

result,” Greenberg says. “You gain a lot more with advocacy. An

leader in the European headquarters of Bose.

advocate will proselytize for you.”

Although digital maturity levels are becoming increasingly
consistent across the major European markets, Buchanan
notes that there are still some important variations. German
consumers tend to be more concerned about online
privacy than Scandinavians or Southern Europeans and,
he adds, Eastern European and Russian consumers prefer
to pay cash. “This means companies need to think about
options such as order online, collect in store, pay by cash
in those markets,” Buchanan says.
—Paul Tate, Europe correspondent

The essential shift is to anticipate your customers’ needs and
desires and then fulfill them in an emotionally satisfying and
consistent way. That is the super-glue for cementing customer
relationships, no matter where your customers are located. •
Lauren Gibbons Paul has written extensively on customer
relationship management and customer experience management
topics for more than 15 years. She has written for Peppers &
Rogers Group, Forrester Research and leading business
technology publications.
This research project was funded by a grant from SAP.
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SPONSOR’S
STATEMENT

Engage Your Customers
Like Never Before

A

s you reflect on the expansive research and collection of customer sentiment
in this report, it is clear that the world continues to experience a fundamental
shift in the way customers engage with companies, products and services.
Customers around the globe are no longer tethered to a traditional model of

engagement—they are in pursuit of the whole experience, not just the end product or
service. Despite a challenging economy, customers are out there buying and consuming,
and they are willing to pay a premium when they feel confident that they will receive an
amazing experience.
At SAP, we believe it is time to ”engage your

When we look at this fundamental shift, it is

customers like never before.” And the truth behind

also apparent that the customer relationship

this statement is very simple: Consumers are

management (CRM) market has changed.

empowered like never before.

As customers adopt new technologies with
increasing speed, they unknowingly stumble into

The source of this new power for consumers is

a fragmented, disconnected technology landscape,

technology. The ubiquitous smartphone and other

with disjointed customer-facing processes

mobile devices grant consumers instant access

and multiple sources of customer data. This

to product details, pricing and peer reviews. They

fragmentation breeds sluggish order processing,

can access information and then turn around and

product misrepresentation, lingering problems

discuss and share it via ever-expanding social

and a general paralysis that sets the stage for a

media channels. And as consumers develop a sense

disappointing customer experience.

of their newfound power, they are becoming more
demanding, expecting comprehensive support,

Fortunately, businesses also have access to new

personalized products and services, and real-time

technology to help them manage rising customer

information on product and service availability.

expectations. The pursuit of an ”omnichannel”
customer experience—an unbroken, continuous

In a world where 79 percent of consumers spend at

dialogue and consistent look and feel (and touch

least 50 percent of their shopping time researching

and sound) across social, mobile, Internet, phone

products online, according to a PowerReviews

and brick-and-mortar locations—is achievable

study, customers have largely formed an opinion

with back-end systems that support this seamless

about the desired product or service even before

interaction. The result: a memorable and rewarding

they have engaged with the brand or retailer

experience for the customer.

through more traditional channels. Technology and
social media have enabled real-time information

Customer Experience Pioneer

access that consumers now enjoy via their

SAP was one of the first vendors to recognize

4G-enabled mobile devices. This creates a situation

the importance of delivering an impactful and

where customers’ actual purchasing decisions can

delightful customer experience. Since the early days

be affected by the information they receive right

of customer experience, we have been conducting

”in the moment.”

research and global interviews with leading
companies (much like what you see in this report),
culminating in the publication of our book, The
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SPONSOR’S
STATEMENT
Customer Experience Edge, now in its fourth edition.

of SAP HANA, enterprises are better able to

And SAP continues to be at the forefront of the

understand their customers’ preferences, predict

discussion around the customer experience through

their needs and respond quite literally ”in the

third-party communities like The Customer Edge

moment,” when they most need it.

and dynamic discussions on blogs led by our own
community of experts via social channels.

u 
Leverage decades of industry specialization.
We are focused on helping our customers solve

We also know a thing or two about technology. As

complex business problems across 25 distinct

a market leader in enterprise application software,

industry segments. If a telecommunications

SAP has been helping companies of all sizes and

company is looking to reduce customer churn,

across industries run better for more than 40

a retailer wants to anticipate the next seasonal

years. From back office to boardroom, warehouse

demand or an industrial supplier needs to begin

to storefront, desktop to mobile device—SAP

handling custom orders, SAP has decades of

empowers people and organizations to work

industry-specific insights and best practices.

together more efficiently and use business insight
more effectively to transform their organizations
and stay ahead of the competition.

u Integrate seamlessly across all customer
touchpoints and business processes. We
connect customer-facing teams with the entire

SAP’s modern customer-facing software solutions

enterprise and beyond, leveraging the best of

are built on the most recent and cutting-edge

on-premises and cloud technologies. With this

technologies, including in-memory processing

integration, enterprises are enabled with rich

(fundamental to real-time reporting, customer

content in-context, including social, preferences,

segmentation and predictive and big data), cloud,

recommendations and seamless engagement.

social, mobile and rapid deployment solutions.
With this foundation, we have a tremendous

u 
Engage customers like never before. Our

opportunity to help our more than 238,000

solutions offer the right mix of speed, flexibility,

customers better engage with their customers in

choice and control to help enterprises become

exciting and innovative ways.

truly customer-centric. We help companies
harness deep customer insights and personalized

With SAP, our customers can:

interactions to stand out from the competition

u 
Gain the right insight at the right time. With the

and deliver a relevant experience at every step of

in-memory speed and predictive capabilities

the customer journey.

For more information about SAP, please visit these Web sites:
u 
Main site: http://www.sap.com/index.epx
u 
Thought Leadership: http://www54.sap.com/leadership.html
u 
Customer Relationship Management:
http://www54.sap.com/pc/bp/customer-relationship-management.html
u 
Cloud: http://www54.sap.com/pc/tech/cloud.html
u 
LoB Marketing: http://www54.sap.com/solution/lob/marketing.html
u 
LoB Sales: http://www54.sap.com/solution/lob/sales.html
u 
LoB Customer Service: http://www54.sap.com/solution/lob/customer-svc.html
u 
Rapid Deployment Solutions:
http://www54.sap.com/solution/rapid-deployment.html

