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Create superior customer experiences.

Through tailor-made solutions. 

Delivered at scale. 

And as a service.

Customer 

centricity

Serving the 

“Segment of 

One”

Digital 

smart products

Digital supply

chain and smart 

factory

Servitization and 

new business 

models
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SAP point of view: Intelligent Enterprises will lead the way . . .

Productivity

High value 

tasks

Repetitive 

tasks

Automation

Time

Optimize existing processes 

for more efficiency or reliability

Extend current business 

processes beyond efficiency gains 

to capture new sources of value

Transform the company’s 

value chain or business model

“Intelligence is the ability to learn from experience, 

anticipate problems, and use knowledge to adapt to new 

situations.”
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. . . as they evolve their Strategic Priorities

Serving the 

“Segment of One”

Digital smart 

products

Digital supply 

chain and smart

factory 

Servitization and 

new  business

models

Customer

centricity

Optimize Extend Transform

Create superior customer 

experiences through tailor-made

solutions delivered at scale and 

as a service

Move from disparate 

channels to true 

omnichannel interactions

Connect to products in 

use by customers for 

insight into performance

 Customer for life relationships

 Shared risk and reward

 Seamless omnichannel interactions

True 360°customer 

collaboration from 

demand to value



CUSTOMER

Closing the 

experience gap

• Annual survey showed that 

customers had small 

disappointing interactions at 

various moments.

• By measuring feedback at 

every touchpoint, Grundfos 

is able to follow up with 

unhappy customers and turn 

detractors into promoters.

• Grundfos sees the ability to 

create a seamless customer 

experience as a key 

differentiator in the crowded 

B2B space.

Customer 

Centricity

Source: Grundfos
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. . . as they evolve their Strategic Priorities

Rationalize current 

variants to platform and 

configuration model

Implement formal 

requirements for

engineering and functional 

models

Connect functional 

models to customers via 

configure, price, and 

quote

 Completely customized solutions

 Solutions tailored to individual customer 

needs

 Platforms and mass-customization

Incorporate software-

based features for 

increased flexibility and 

connectivity

Extend physical product 

functionality with digital 

only services

Introduce direct feedback 

loop from product  

enhancements based on 

actual usage

 Products self aware and connected

 Flexible configuration during operation

 Increased value from software

Serving the 

“Segment of One”

Digital smart 

products

Digital supply 

chain and smart

factory 

Servitization and 

new  business

models

Customer

centricity

Optimize Extend Transform

Create superior customer 

experiences through tailor-made

solutions delivered at scale and 

as a service

Move from disparate 

channels to true 

omnichannel interactions

Connect to products in 

use by customers for 

insight into performance

 Customer for life relationships

 Shared risk and reward

 Seamless omnichannel interactions

True 360°customer 

collaboration from 

demand to value



CUSTOMER

Digitally enabled 

cutting tools

CoroPlus

• Platform for connected 

tools

• Optimize manufacturing 

through insight into what’s 

happening in real time in 

the machining environment

• Monetize tools “as an 

application” through 

Entitlement Management

Digital smart 

products

Source: Sandvik
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. . . as they evolve their Strategic Priorities

Rationalize current 

variants to platform and 

configuration model

Implement formal 

requirements for

engineering and functional 

models

Connect functional 

models to customers via 

configure, price, and 

quote

 Completely customized solutions

 Solutions tailored to individual customer 

needs

 Platforms and mass-customization

Incorporate software-

based features for 

increased flexibility and 

connectivity

Extend physical product 

functionality with digital 

only services

Introduce direct feedback 

loop from product  

enhancements based on 

actual usage

 Products self aware and connected

 Flexible configuration during operation

 Increased value from software

Optimize supply chain 

transparency and 

enterprise connectivity

Increase machine-to-

machine connectivity and 

collaboration

Enable true modular 

production process 

 Modular supply chain and manufacturing

 Direct connection to demand signals

 Automated shop floor – cobots, drones 

Monitor condition of 

assets remotely

Offer new digital services 

with the IOT Platform 

Pay for outcome services 

based on assessed risk 

and long-term value

 Services based on value and data

 Multi-brand services

 Products “as a service” 

Serving the 
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Digital smart 

products

Digital supply 

chain and smart

factory 

Servitization and 

new  business

models

Customer

centricity
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Create superior customer 

experiences through tailor-made

solutions delivered at scale and 

as a service

Move from disparate 

channels to true 

omnichannel interactions

Connect to products in 

use by customers for 

insight into performance

 Customer for life relationships

 Shared risk and reward

 Seamless omnichannel interactions

True 360°customer 

collaboration from 

demand to value



CUSTOMER

Compressed air 

as a service

• Increased service 

efficiency 

• Higher customer and 

dealer satisfaction 

• Greater transparency 

across the installed base

• New digital services and 

business models

Servitization & New  

business models

Source: Kaeser
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Manufacturing Enterprises evolve to become Intelligent Enterprises

Rationalize current 

variants to platform and 

configuration model

Implement formal 
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engineering and functional 
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Thank you.

Georg Kube

Global Vice President, SAP SE

georg.kube@sap.com


