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IN THIS ISSUE: PREDICTIVE ANALYTICS IS CHANGING THE WORLD OF MARKETING – 
HOW CAN IT HELP YOUR COMPANY REACH MORE VALUABLE CUSTOMERS?
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In this issue, Pierre Leroux, director of product marketing, 
analytics solutions at SAP discusses how predictive analytics is 
redefining marketing strategies, and how your company can take 
advantage of it to get ahead of the game. 

Sven	Denecken, global vice president of co-innovation for SAP® 
S/4HANA at SAP, explains how the digital revolution is affecting 
business and the value it might unlock for your company.  
Ingrid-Helen Arnold, member of the SAP Global Managing Board 
and chief information officer and chief process officer for SAP SE, 
shares insight on how CIOs can work as collaborators within  
their companies to create sustainable businesses. CIOs also need 
to take the lead on digital transformation for the future, and 
Dinesh Sharma, vice president of marketing and digital economy 
at SAP, wants to know if you’re ready. The future is looking more 
and more mobile and Rick	Costanzo, executive vice president 
and general manager for telco industry and global mobility 
solutions at SAP SE, shares ways that your company can gain 
value with mobile solutions. Tina Tang, director of product 
marketing and EIM solutions at SAP, discusses what might be 
one of the most important C-level positions at your company – 
the CDO, or chief data officer. How does your company attract 
and keep new employees? Manik Narayan Saha, chief informa-
tion officer for Asia Pacific and Japan at SAP, believes the key to 
succeeding at recruitment could be collaboration between HR 
and IT. And finally, Neil	McGovern, senior director of marketing at 
SAP, talks about the barriers that are keeping some companies 
from adopting cloud solutions, and how they can be overcome to 
move toward the cloud-based future. 

Welcome to the latest issue Simplify.IT 
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CMOs are now turning to new technol  o-
gies to sharpen their marketing focus and 
optimize their spend. Predictive analytics 
is one of these technologies. It’s not new, 
but a growing number of CMOs and CIOs 
see predictive analytics as a way of deliv-
ering the tailored expe ri ence consumers 
and younger generations demand.

So what is predictive analytics? Predictive 
analytics is a blend of mathematics and 
technology learning from experience 
(that is, the data companies are already 
collecting) to predict a future behavior  
or outcome within an acceptable level  
of reliability. 

Companies are creating and collecting 
data at an accelerated rate, and more and 
more they are connecting data sources 
together. Data that could only be inte-
grated by an IT-sanctioned team a few 
years ago can now be accessed and 
com bined in minutes using self-service 
tools. With a complete digital picture of 
customers and by using predictive ana-
lytics, CMOs are in a position to redefine 
several key marketing activities and put 
their companies in the lead. 

Let’s explore three of the most popular 
cases where predictive analytics can play 
a substantial role in redefining marketing 
activities. 

INCREASE CROSS-SELL AND UP-SELL

Predictive analytics is used in campaign 
optimization to identify the best potential 
customers. Instead of sending an offer to 
everyone, you let predictive models ana-
lyze the customer data you’ve collected 
in order to determine the best target cus-
tomers. This data could include demo-
graphics (age, gender, and zip code) and 
behaviors (purchases, Web site clicks, 
spending for each of the past 12 months).

In the case of cross-selling and up-selling, 
predictive analytics allows you to focus 
on a small group of customers that rep-
resent the large majority of your poten-
tial buyers for a specific offer. Consider 
the example chart below. You can focus 
your campaign on a target of 200,000 
prospects or customers, which includes 
the large majority (40,000) of your buy-
ers for a specific offer. You can also opti-
mize your spend by spending a fraction 
of the budget to reach a smaller group 
(in the example, only 20%) instead of 
saturating your entire customer base.

Predictive analytics allows you to avoid 
overreaching. Digital marketers know 
that overreaching and flooding customers 
with offers may lead to the customers 
rescinding the consent to be reached or 
worse – customers seeking alternatives 
from competitors.
 
REDUCE CUSTOMER CHURN

Many business leaders and marketers 
live and die by the churn rate. Churn rate 
is a measure of the number of individuals 
leaving your service or product. In any 
industry where you have customers sub-
scribing to a digital service (like LinkedIn 
Premium) or a traditional product pack-
aged as a service (like Dollar Shave Club), 

Disrupt or Be Disrupted
Get More Value from Your Data and Deliver  
Tailored Customer Experiences

Pierre Leroux

Director	of	Product	Marketing,	 
Analytics	Solutions,	SAP

http://www.register.accenture.com/us-en/Pages/insight-cmo-cio-alignment-digital-summary.aspx%23gap
http://www.entrepreneur.com/article/234891
http://marciaconner.com/blog/data-on-big-data/
http://marciaconner.com/blog/data-on-big-data/
http://blogs.sap.com/analytics/2015/04/30/self-service-data-preparation-how-to-choose-the-right-solution/
http://blogs.sap.com/analytics/2015/04/30/self-service-data-preparation-how-to-choose-the-right-solution/
https://premium.linkedin.com/
https://premium.linkedin.com/
http://www.dollarshaveclub.com/
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churn rate is a key performance metric. 
From an annual churn rate, you can derive 
the customer lifetime value (CLV).  
For example, if the churn rate is 20%, it 
implies that customers, on average, will 
be with you for five years. A customer 
consuming US$1,000 of your services 
per year would be worth roughly 
US$5,000. 

Predictive analytics is used to create 
models that anticipate if a specific cus-
tomer is at risk of churning and counter 
quickly with the appropriate retention 
programs and offers. Predictive models 
take into consideration a variety of data – 
demographics, purchase history, prod-
ucts and services consumed, and cus-
tomer service interactions – and score 
each customer’s likelihood of leaving or 
canceling service. This allows you to 
understand why customers leave – what 
the triggers are and their relative impor-
tance. You can also anticipate customers 
who are likely to leave and act quickly to 
keep them during interactions. Plus, you 
can focus retention programs on cus-
tomers more likely to respond positively 
to retention activity. 

GENERATE TAILORED PRODUCT 
RECOMMENDATION

Any business-to-consumer company 
needs to understand product associations 
for better campaigns, ad placements, 
and inventory planning. Product recom-
mendation can be a significant sales 
driver. According to Forrester Research, 
product recommendations are respon-
sible for an average of 10%–30% of 
online retailers’ sales. Predictive analytics 
is used to analyze customer behaviors  
like transactions, page views, and clicks 
by comparing them against the same 
data from other customers. This results 
in a product recommendation or a set  
of recommendations for each customer  
to provide personalized offers or 
campaigns.

Predictive analytics allows you to increase 
basket size with real-time, personalized 
product recommendations that have a 
higher probability of generating sales. It 
also simplifies the customer experience, 
especially when customers search for  
categories or products. Plus you can 
understand shopping trends and the 
importance of specific products and 
brands in the customers’ purchasing 
decisions. 

INNOVATION THROUGH 
COLLABORATION 

Predictive analytics provides an excellent 
opportunity for CMOs and CIOs to share 
a common IT vision. Technologies like 
predictive analytics can be used to extract 
high value from existing data assets and 
ultimately shape the tailored experience 
customers are now demanding. Whether 
applied to cross-selling, reducing churn, 
recommending products, or other mar-
keting initiatives, predictive analytics has 
the power to get your company ahead of 
the game. 

DISCOVER AND FOLLOW

 Learn more here 

 Explore some success 
stories

 You can follow Pierre 
on Twitter @pileroux

http://searchcrm.techtarget.com/definition/Customer-lifetime-value-CLV
http://businessforecastblog.com/whats-the-lift-of-your-churn-model-predictive-analytics-and-big-data/
http://businessforecastblog.com/whats-the-lift-of-your-churn-model-predictive-analytics-and-big-data/
http://money.cnn.com/magazines/business2/business2_archive/2007/07/01/100117056/
http://money.cnn.com/magazines/business2/business2_archive/2007/07/01/100117056/
https://www.youtube.com/watch?v=goc1lQuNvN0&feature=youtu.be&list=PLufF7pZxICBgVGz-UbBbopmXzKXgbgHu
http://discover.sap.com/leading-in-predictive-analytics#section_1
http://blogs.sap.com/analytics/2015/02/26/predictive-analytics-10-success-stories-you-must-read
http://blogs.sap.com/analytics/2015/02/26/predictive-analytics-10-success-stories-you-must-read
https://twitter.com/pileroux
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Today’s digital revolution is 
rocking	the	rafters	of	busi-
ness es around the world. Just 
how	radical	are	the	changes?	
According	to	IT	researcher	
and	author	Andrew	McAffee,	
“Digital	technologies	are	
doing for human brainpower 
what the steam engine and 
related	technologies	did	for	
human	muscle	power	during	
the Industrial Revolution.”

In other words, the repercussions are 
nothing short of jaw-dropping.

No market sector is immune to the 
upheaval as the digital economy takes 
hold. And the pace of digital innovation 
shows no signs of slowing down as each 
new breakthrough multiplies the poten-
tial for more.

There’s no time to hit the snooze button. 
The digital revolution is moving at break-
neck speed as it reinvents how we do 
business. And while it brings disruption, 
it also promises business transformation 
that can unlock the value of the digital 
economy. Who’s in?

The answer is quite a wake-up call. 
Based on a recent survey by Altimeter 
Group, 88% of companies believe they 
are already reinventing their businesses 
through digital transformation. Yet 75% 
admitted major strategy gaps, such as 
leaving the role of the customer out of 
their digital transformation strategy. 
Uh-oh. Big oops.

NO ESCAPING THE INEVITABLE

It’s time to take digital transformation 
seriously. If companies don’t disrupt 
themselves, they’ll be disrupted by 
entirely new competition.

The signs are all around us. If you want  
to stay connected to your market and 
your customers, digital transformation  
is a “must-have” that’s driven by four 
inescapable trends.

The	empowered	customer
Whether Generation Z consumers or multi-
national conglomerates, each customer 
now demands to be treated as a unique 
“segment of one.” You have no choice but 
to meet that expectation. Your competi-
tion is just one tap away. To succeed, you 
must deliver real-time interactions and 
personalized products to each customer, 
and do so efficiently at scale.

Competitive and regulatory pressures
Staying ahead of your competition while 
complying with rigorous regulations 
takes more than sheer energy; it requires 
the power of digital innovation. Today’s 
competitive landscape demands an  
arsenal of digital-driven, low-touch pro-
cesses that make it easy for stakeholders 
to make intelligent decisions based on 
real-time customer demand and market 
conditions. Meanwhile, burgeoning digital 
data calls for innovative solutions that 
support compliance across the informa-
tion management lifecycle.

Globalization
Being a true player today means going 
global. Expanding into new markets  
can no longer be done effectively with 
infrastructure-heavy international build-
outs. Digital innovations offer far more 
cost-effective alternatives – supporting  
a pay-as-you-go strategy with scalability 
that lets you adjust rapidly to meet  
market conditions.

Technological	progress
The tide of innovations is unrelenting. 
The trick lies in sorting winning inventions 
from dead-end novelties – and quickly 
adopting innovations that deliver the 
greatest value.

How to Transform  
Digital Innovation into  
Business Value

Sven	Denecken

Global	Vice	President	of	Co-Innovation	
for	SAP	S/4HANA,	SAP

http://www.altimetergroup.com/2014/07/the-2014-state-of-digital-transformation/%20
http://www.altimetergroup.com/2014/07/the-2014-state-of-digital-transformation/%20
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TRANSFORM AT THE CORE

How can you tackle the complexities of 
digital transformation and drive innova-
tion in your business? The answer is  
simple: start at the core.

To lead in the digital economy, your  
company needs a digital core that lets 
you achieve the following goals:

 • Deliver real-time insight into all the 
information that moves in and out of 
your company

 • Reinvent business processes not just 
every generation, but every day if 
necessary

 • Provide a digital experience to custom-
ers, partners, stakeholders, and 
employees

A business core that’s ready for the dis-
ruptions of today’s digital revolution has 
three key characteristics:

Efficiency – A digital core automates 
processes and delivers insights across 
an intelligent business network. Consider 
how 3D printing is reinventing the concept 
of inventory. Similarly, the digital core 
can move manufacturing much closer to 
the time and place of purchase.

Effectiveness – The digital core converts 
signals in business data into action.  
That can mean anything from real-time 
demand forecasting that sends new pro-
duction orders automatically, to intelli-
gent financing that takes full advantage 
of global capital markets.

Visibility – A digital core enhances 
everyone’s understanding of the entire 
business and elevates their view of the 
organization. This can empower sales  
to close higher-margin deals and guide 
R&D to focus on projects with the  
greatest market potential.

IT’S GAME TIME

Agility is key in the lightning-fast digital 
economy. This means taking advantage 
of digital opportunities at every turn. A 
flexible, scalable digital core is the surest 
way to adapt to this reality.

If you’re looking to create greater busi-
ness value through digital transforma-
tion, consider starting at the core with 
SAP S/4HANA. It’s our next-generation  
business suite designed to help you  
Run Simple in the digital world. As your 
digital core, it can connect people, 
devices, information, and business  
networks in real time to deliver new  
value in the digital economy.

The time to act is now. Even competing 
on the edges of the digital economy will 
no longer be an option for those whose 
processes are too inflexible to adapt.  
But for those who embark on the digital 
transformation journey, opportunities 
abound.

FOLLOW

 You can follow Sven on 
Twitter @sdenecken

https://twitter.com/SDenecken
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CIOs:  
Integrators and Innovators  
in an Evolving Digital World
Thanks to the cloud and the digital econ-
omy, today’s CIOs have strong strategic 
leadership roles in their organizations, 
and technology topics are becoming 
mainstream in any boardroom discus-
sion. IT is shifting from being a support 
function to a core component of business 
strategy, with three key aspects driving 
this change:

 • Cloud solutions are comparatively 
easy and fast to deploy, allowing busi-
nesses to spend less time and fewer 
resources on implementation and 
more on improving business results.

 • Cloud solutions remove complexity 
around maintenance and updates 
through vendor solutions that are  
specialized in a particular area, allow-
ing companies to focus on their core 
business. 

 • The digital economy means business 
is evolving at a pace and speed never 
before imagined.

With these advances in technology,  
CIOs can now focus on preparing their 
businesses for an ever-changing digital 
future while delivering rock-solid results 
today. No longer merely implementation 
managers, these CIOs are advising their 
organizations on how to use technology 
to unlock innovation, enable new types  
of engagement, and spark disruptive 
business models.

COLLABORATION AND THE CIO 

When I speak with other CIOs, I share 
with them that I believe we need to be  
in close collaboration with the business 
leaders in our organization as we drive 
our companies’ IT strategies. Only by  
collaborating can we ensure that our IT 
platforms will provide the high perfor-
mance, secure transactions, and reliable 
connectivity needed for sustained  
business success – both today and in  
the future.

The role of the CIO already requires us to 
be both the integrator and the innovator 
as we bring together all key aspects of 
the business in a more effective and  
efficient way than before. And in today’s 
digital economy, that means enabling 
collaboration not only within our own 
enterprises but also with our partners, 
suppliers, external agents, and 
customers.
 
According a report from McKinsey & 
Company, more than 60% of CEOs 
expect 15% to 50% of their earnings 
growth in the next five years to come 
from technology-enabled business  
innovations. Similarly, IDC says that  
57% of CIOs expect to be defined in 
terms of delivering business innovation 
to increase revenue, margins, and new 
products. The question then is, how  
can we innovate in a way that best  
serves the business?
 
DRIVING INNOVATION THROUGH 
BUSINESS NETWORKS

One answer to the question lies in busi-
ness networks. By connecting business 
networks with a company’s back-end  
systems on one side and its partners on 
the other, CIOs can open up tremendous 
opportunities to innovate key business 
processes and drive efficiency. Not only 
do business networks make connecting 
and collaborating with a global network 
of partners easier than ever, they also 
enable new processes that help compa-
nies drive innovation across their 
operations. 

These networks can automate purchase 
orders and invoices and help create  
self-service supplier catalogs that are 
executed electronically. Processes like 
dynamic discounting can allow compa-
nies to secure discounts that can be  
reinvested in research, development,  
and funding to expand the business.  

Ingrid-Helen Arnold

Member of the SAP Global Managing 
Board,	Chief	Information	Officer,	and	
Chief	Process	Officer,	SAP	SE

http://www.mckinsey.com/insights/business_technology/it_as_revenue_generator_mckinsey_global_survey_results
https://www.idc.com/getdoc.jsp?containerId=252235
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Collaborative supply chain solutions can 
also increase inventory and forecasting 
visibility, and they instantly generate 
audit trails that ensure tax, legal, and 
security compliance.
 
Ardent Partners predicts that adoption 
of business networks is expected to  
grow by 40% over the next two years. 
This is no surprise given that networked 
enterprises, according to this McKinsey 
report, are 50% more likely than their 
peers to have higher sales and profit 
margins, gain market share, and be  
market leaders. 

If CIOs want to build a modern IT plat-
form, business networks are a critical 
consideration.
 

ADOPTING OUR OWN BUSINESS 
NETWORK

Within SAP, we knew that to continue 
providing high-quality service and miti-
gat ing risk across our supply chain, it was 
important to have a simpler and more 
standardized source-to-settle process. 
That’s why we decided to adopt a leading 
business network from Ariba, now an SAP 
company. The Ariba® Network has helped 
us increase invoice automation, reduce 
paper, and achieve rapid, high-quality 
transparent sourcing through knowledge 
sharing. Using the Ariba Network we have 
also improved the usability of sourcing 
tools for buyers and suppliers and imple-
mented self-service requisitioning for 
employees. The network also helps us 
ensure greater supplier compliance and 
minimized supplier risk. 

THE KEY TO SUCCESS

Effective collaboration was absolutely 
key to this successful transformation. 
From the beginning, we worked closely 
with our chief procurement officer, chief 
financial officer, product teams, and sup-
pliers to identify needs, set expectations, 
and align our approach. 

Our source-to-pay organization achieved 
significant benefits in record time by 
understanding our technology options 
and advising our purchasing and finance 
business units on the most effective  
rollout. And the value we’re getting from 
using a business network is growing all 
the time as more of our suppliers get 
onboarded, and we manage more of our 
resources through it. 

We now have a platform that is secure, 
reliable, and high performing, and it has 
increased the productivity of the pro-
curement team by 20% and lowered  
procurement costs by 42%. This effort  
is a great example of our corporate  
mantra, Run Simple, in action. 

SEE AND FOLLOW 

 See how to build a  
modern IT platform 
with the Ariba Network  

 Read more about the 
strategic role of the 
CIO 

 Learn more about the 
Ariba Network 

 You can follow Ariba on 
Twitter @ariba

 You can follow Helen on 
Twitter @Arnold_IH

http://cporising.com/2014/10/09/introducing-ardent-partners-technology-adoption-report-on-business-networks/
http://www.mckinsey.com/insights/high_tech_telecoms_internet/the_rise_of_the_networked_enterprise_web_20_finds_its_payday
http://www.ariba.com/solutions/the-ariba-network%3Fcampaigncode%3DCRM-XJ15-LOB-BN_INSRBL%26channel%3DDIG%26subchannel%3DEZINE
http://www.ariba.com/resources/library/theres-a-new-cio-in-town?campaigncode=CRM-XJ15-LOB-BN_INSRBL&channel=DIG&subchannel=EZINE
http://www.ariba.com/resources/library/theres-a-new-cio-in-town?campaigncode=CRM-XJ15-LOB-BN_INSRBL&channel=DIG&subchannel=EZINE
http://www.ariba.com/resources/library/theres-a-new-cio-in-town?campaigncode=CRM-XJ15-LOB-BN_INSRBL&channel=DIG&subchannel=EZINE
http://www.ariba.com/lp/the-strategic-cio-articles%3Fcampaigncode%3DCRM-XJ15-LOB-BN_INSRBL%26channel%3DDIG%26subchannel%3DEZINE
http://www.ariba.com/lp/the-strategic-cio-articles%3Fcampaigncode%3DCRM-XJ15-LOB-BN_INSRBL%26channel%3DDIG%26subchannel%3DEZINE
http://www.ariba.com/about/the-ariba-network%3Fcampaigncode%3DCRM-XJ15-LOB-BN_INSRBL%26channel%3DDIG%26subchannel%3DEZINE
https://twitter.com/ariba
https://twitter.com/Arnold_IH
https://twitter.com/Arnold_IH
https://twitter.com/Arnold_IH
https://twitter.com/Arnold_IH
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Dinesh Sharma

Vice	President	of	Marketing,	 
Digital	Economy,	SAP

Simplify.IT

The Digital Transformation: 
Are You Ready – and Able? 
The digital economy is being called the 
next economic revolution, as it has the 
potential to drive $90 trillion in gross 
world product by 2020 according a 
report from Bain & Company. As with  
any evolutionary surge like this, there  
is a double-edged sword, where there  
are opportunities and, of course, 
challenges.

This is especially true for CIOs and IT 
departments, as they are being called 
into higher levels of service, and for a  
digital transformation to succeed, they 
must become the transformative leaders. 
As a CIO from Hewlett-Packard says,  
“It’s a very cool time to be a CIO. We’ve 
moved from the back office to the front 
lines.” 

CIOS AND IT BACK IN CHARGE

This is a bit of switch from past trends, 
where business units often had their own 
IT budgets and could go off and acquire a 
software-as-a-solution (SaaS) application 
to run a departmental process. But this 
no longer will work in the digital economy. 
Business departments now expect IT to 
lead the way in fully digitizing their enter-
prises. In fact, according Crisp Research, 
only 12% of respondents in a recent sur-
vey consider their business departments 
to be a driving force in digital transfor-
mation, while 69% think IT should lead 
the charge. 

These are prime conditions for allowing 
CIOs and IT to take over more important 
strategic and operative roles. In fact,  
two-thirds of respondents in the Crisp 
study think of IT as innovators, strategists, 
and implementers. 

It’s time for IT to step up and build a 
strong digital core that unifies and inter-
connects organizations internally and 
externally. The question is: Are CIOs 

ready to lead this charge? Can they 
deliver on the value that the digital econ-
omy promises? For many, maybe soon, 
and for others . . . well, not quite yet. 

READY,	BUT	NOT	QUITE	YET	ABLE?	

While this might be an exciting time for 
companies to capitalize on the digital 
economy, a digital transformation may 
not be an easy one. A 2015 report from 
the Economist Intelligence Unit says that 
60% of senior-level executives believe 
that failing to adapt to hyperconnectivity 
– the interconnections between people, 
organizations, and objects – is the big-
gest challenge they face. Inertia and 
complacency are driving these execu-
tives to recognize that there is a deep 
need for fundamental organizational 
change. 

When top executives were asked to rank 
their digital maturity against potential 
digitization opportunities in a study by 
strategy consultancy Roland Berger, there 
were significant gaps between these two 
qualifiers. In fact, depending on the indus-
try segment, there was a 12% to 28% gap 
between maturity and opportunity. The 
largest gap (28%) was in energy systems, 
with a 36% ranking of digital maturity 
and a 64% ranking of opportunities. 

The above report also noted that the  
digital transformation could have an 
especially strong or even disruptive 
impact on industries such as automobile 
and logistics. But to take advantage of 
what the report says is potentially a 
$400 billion opportunity by 2025 for 
these industries, companies would need 
to expand their information and commu-
nications technology (ICT) by 17% on 
average. While this kind of investment 
may seem minimal, it can be monumen-
tal and quite limiting in companies that 
still have constrained IT budgets. 

http://www.bain.com/Images/BAIN_REPORT_A_world_awash_in_money.pdf
http://www.hmgstrategy.com/blog/article.asp?articleID=216
http://www.crisp-research.com/
http://www.economistinsights.com/technology-innovation/analysis/hyperconnected-organisations
http://www.rolandberger.de/media/pdf/Roland_Berger_digital_transformation_of_industry_20150315.pdf
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Readiness is one thing, but ability is 
clearly another, which is highlighted by 
Crisp Research. Even though 93% of 
respondents in the Crisp study consider 
themselves well prepared for the coming 
digital era, only 39% think of themselves 
as avant-garde, or as this study calls 
them, profiteers or innovators. Another 
revealing fact is that only 42% of the 
respondents have been involved in  
successful digital projects. 

Without a doubt, many CIOs and their IT 
departments have some catching up to 
do across the board.

WHERE TO START?  
GET A NEXT-GENERATION  
IT PLATFORM

To fully take advantage of the opportuni-
ties of the digital economy, companies 
will need a next-generation IT platform 
upon which they can build a digital core. 
This platform will need modern tech-
nology, such as the SAP HANA® Cloud 
Platform and the SAP S/4HANA suite. 

Together, this technology provides a 
business foundation that is essential for 
building an end-to-end digital business.  
It can help organizations combine the 
opportunities of the digital economy with 
the process simplification and capabilities 
necessary to achieve true, sustainable 
digital transformation at a time where 
there are billions of connected devices.

With the SAP S/4HANA suite, companies 
get instant insight coupled with contex-
tual information and personalized expe-
riences. And with scalable, real-time,  
predictive, and simulation capabilities, 
they can unlock the power of data to 
become a business that is primed for 
success in the digital economy.

It’s technology like this that will make 
transformation possible. 

Clearly, there are abundant opportunities 
for companies around the globe that are 
willing to embrace digital transformation. 
And it’s equally apparent that wise 
investments in the digital core will provide 
a concrete foundation to best capture 
these opportunities. 

How can a digital core help you succeed 
in the digital economy? Check out this 
video and find out.

SEE AND FOLLOW 

 See how a digital core 
can help you succeed 
in the digital economy  

 You can follow Dinesh 
on Twitter @sharmad

https://youtu.be/m3jV6tebTv0
https://youtu.be/m3jV6tebTv0
https://youtu.be/m3jV6tebTv0
https://youtu.be/m3jV6tebTv0
http://twitter.com/sharmad
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Even though mobile devices – our 
constant companions – have penetrated 
nearly every aspect of daily life, the mobile 
mountain keeps on rising. While world wide 
mobile subscriptions (both smartphones 
and traditional cellular connections) have 
surpassed 7 billion, according to the 
International Telecommunication Union, 
the 2015 Ericsson Mobility Report  
pre dicts big changes over the next five 
years. Besides a doubling of smartphone 
sub scriptions to 6.1 billion, this report 
projects a staggering 26 billion connected 
devices – including cars, utility meters, 
and other machines – as the Internet of 
Things (IoT) begins to take hold.

THE HEART OF THE DIGITAL 
ECONOMY

This extreme connectivity has resulted in 
a deluge of data. In fact, some estimate 
that 90% of the world’s data has been 
produced just over the past few years.  
It doesn’t take a genius to figure out that 
much of that information comes from 
smartphones, which track the interests, 
whereabouts, and online interactions of 
users.

Affordable storage, processing, and trans-
mission costs have allowed businesses 
to stockpile huge amounts of information, 
but figuring out what to do with that  
data is another story. The research firm 
IDC describes 90% of this data as “dark,” 
meaning it’s information businesses are 
not using. Now imagine what will happen 
once the IoT brings more traditionally 
unconnected machines and appli  ances 
online. The changes could make what 
seems like a tsunami of data today look 
like just a ripple in a few years.

Companies need to adapt to take full 
advantage of the unique opportunities 
ahead. At SAP, we consider mobile the 
heart of the new digital economy. We help 
companies reimagine their mobile busi-

nesses by delivering industry-specific 
and context-aware mobile applications, 
and providing an open and flexible mobile 
platform. Not only do we enable secure, 
on-the-go access, but we also embed 
mobile services into our SAP HANA Cloud 
Platform. That gives our customers a 
streamlined, intuitive, comprehensive 
product. When all of these technologies 
work together – whether mobile, analytics, 
core database, or the IoT – it is incredibly 
easy for our customers to innovate.

THE TRANSFORMATIVE POWER  
OF MOBILE

Mobile enables deep personalization. 
Companies can push user-specific offers 
if they know their customers’ histories 
and can tie that information to real-time 
data, such as when customers enter  
specific stores. Instead of targeting a 
group such as working moms or millen-
nials, businesses can now reach a market 
of one. Hallmark, for example, launched  
a new specialty retail concept called 
HMK using SAP Mobile Platform. This 
technology allows the card company to 
gain real-time visibility into inventory  
and service activities as customers  
create unique, personalized gifts. SAP is 
also developing the Barcelona for You 
Tourist Network, which is designed to 
deliver customized recommendations, 
location-aware special offers, and  
sightseeing information (wait times at 
attractions, for instance). The network 
uses SAP City Connect, a new solution 
designed to simplify the way people 
experience cities. 

How transformative is mobile technology? 
Utilities now use sensors and predictive 
analytics to monitor expensive enterprise 
assets in remote areas, such as wind  
turbines in oceans. These capabilities 
provide a warning function, allowing  
utilities to dispatch the right technicians 
to fix a machine before it actually fails. 

Mobile technology also can improve effi-
ciency and save money. Hydro Tasmania 
used the SAP Work Manager mobile app 
to enable a mobile workforce, eliminating 
paperwork and improving decision  
making throughout the organization.

Mobile technology can even provide new 
revenue sources. For instance, an SAP 
client, a tire company, is experimenting 
with putting real-time sensors in tires to 
monitor wear and tear. The sensors 
could help the company shift from its 
traditional low-margin products-oriented 
economic model to a more lucrative  
service-oriented one.

With the right tools, businesses can strike 
gold in the mountain of mobile data now 
available. The hugely valuable insights  
to be mined in this data can help them 
optimize their operations, discover  
new revenue streams, and delight their 
customers with superior experiences.

Striking Gold in the Mobile Mountain 

Simplify.IT

DISCOVER AND FOLLOW 

 Learn more about  
mobile solutions from 
SAP and how we can 
help your business 
succeed on its enter-
prise mobility journey. 

 See how running 
simple has provided 
organizations with a 
competitive advantage    

 You can follow Rick on 
Twitter @rickcostanzo

http://www.itu.int/net/pressoffice/press_releases/2015/17.aspx
http://www.ericsson.com/news/1925907
http://siliconangle.com/blog/2013/02/11/searching-for-dark-data/
http://siliconangle.com/blog/2013/02/11/searching-for-dark-data/
http://hcp.sap.com/index.html%3Fcampaigncode%3DCRM-XH15-PPC-PPCHCACG%26mid%3DsF2mISRn5%257Cdc_2722p1v19626_58639155266_%252Bcloud%2520%252Bplatform_b%26kwid%3DF2mISRn5
http://hcp.sap.com/index.html%3Fcampaigncode%3DCRM-XH15-PPC-PPCHCACG%26mid%3DsF2mISRn5%257Cdc_2722p1v19626_58639155266_%252Bcloud%2520%252Bplatform_b%26kwid%3DF2mISRn5
http://www.sap.com/customer-testimonials/consumer/hallmark.html
http://www.news-sap.com/sap-to-showcase-mobile-innovations-for-the-city-of-barcelona/
http://www.news-sap.com/sap-to-showcase-mobile-innovations-for-the-city-of-barcelona/
http://www.sap.com/pc/tech/mobile/software/lob-apps/work-manager-app/index.html
https://www.youtube.com/watch?v=jfzrUz0O4k0
https://www.youtube.com/watch?v=jfzrUz0O4k0
https://www.youtube.com/watch?v=jfzrUz0O4k0
http://go.sap.com/solution/mobile-technology.html
http://go.sap.com/solution/mobile-technology.html
http://www.sapmobilejourney.com/?lang=en-US
http://www.sapmobilejourney.com/?lang=en-US
http://discover.sap.com/runsimple?source=digital-IT_2015_Simplify_IT-SCNBlogs-seizemobileopportunity&campaigncode=CRM-XJ15-TEC-IT_TR04SCN#section_5
http://discover.sap.com/runsimple?source=digital-IT_2015_Simplify_IT-SCNBlogs-seizemobileopportunity&campaigncode=CRM-XJ15-TEC-IT_TR04SCN#section_5
http://discover.sap.com/runsimple?source=digital-IT_2015_Simplify_IT-SCNBlogs-seizemobileopportunity&campaigncode=CRM-XJ15-TEC-IT_TR04SCN#section_5
http://discover.sap.com/runsimple?source=digital-IT_2015_Simplify_IT-SCNBlogs-seizemobileopportunity&campaigncode=CRM-XJ15-TEC-IT_TR04SCN#section_5
https://twitter.com/rickcostanzo
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Rick	Costanzo

Executive	Vice	President	and	General	Manager,	 
Global	Mobility	Solutions,	SAP
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Simplify.IT

The Chief Data Officer:  
More Than a Data Minder
Effective	data	stewardship	is	
undoubtedly	a	key	aspect	of	
the	chief	data	officer	(CDO)	
role.	But	these	top	executives	
are more than just data 
minders.	Increasingly,	they	
are	seen	as	innovative,	
achievement-oriented	leaders.	
Their	task:	to	convert	one	of	
today’s	most	precious	com-
modities	into	new	sources	 
of revenue and growth.

Data is the lifeblood of the modern  
enterprise. In a healthy organization,  
it flows freely and enriches all of the 
functions, processes, organs, and limbs 
of a business. Indeed, data has become 
so essential that the CDO is emerging  
as one of the most important executives 
in the new C-level suite. 

DATA AS AN ASSET

In every kind of organization – large or 
small, from public sector to retail, data is 
now regarded as an asset. And because 
any asset needs more than reactive 
management of day-to-day issues to 
deliver maximum value, businesses are 
recognizing the need for proactive and 
visionary data leadership.

To provide this, the CDO position was 
first introduced as a key strategic role in 
the highly regulated government and 
finance sectors. The last couple of years 
have also seen CDOs appointed across 
multiple other industries. 

The CDO role is still not widespread – 
there were only 250 people with this job 
title at the end of 2014, according to 
David Mathison, the founder and CEO  
of a professional association known as 

the Chief Digital Officer Club. However, 
the chief data officer position has been 
identified as one of the top emerging 
executive posts.

MORE THAN DATA MANAGEMENT

While chief information officers (CIOs) 
own an organization’s IT systems, CDOs 
oversee all of the data that flows through 
those systems. Data policies, procedures, 
and governance are normally part of their 
remit. In addition, CDOs are increasingly 
spearheading data monetization and 
value creation efforts. 

Building a strong data foundation is just 
the beginning of a CDO’s responsibilities. 
By ensuring the free flow of sophisticated 
data and healthy analysis behind the 
scenes, the CDO can help the rest of the 
business simplify processes.

A top-notch CDO is one who has a deep 
understanding of how data yields growth, 
and how new data flows can lead directly 
to new sources of revenue and cost con-
trol. Well-thought-out data strategies can 
make complex transactions look routine 
and unlock hidden insights that identify  
a company’s best customers and its 
least valuable suppliers.

MAXIMIZING POTENTIAL RETURNS

As CDOs are hired in industries beyond 
finance and government, we see their 
potential to protect and enhance return 
on large investments. For example, a 
first-class CDO is essential to successful 
mergers and acquisitions. 

Too many of these projects suffer delays 
and diminished returns because the 
newly combined organizations simply do 
not speak the same language. Parallel 
systems limp along for months or even 
years. 

Tina Tang

Director,	Product	Marketing,	
EIM	Solutions,	SAP

http://cdoclub.com/
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CDOs can change that, because they are 
masters of rationalizing and translating 
data. They can accelerate the timeline of 
a postmerger transition on every dimen-
sion, from delivering a comprehensive 
view of joint customers to ensuring that 
sales teams are properly compensated.

WORKING WITH THE CIO

In the early days of enterprise computing 
as a discipline, data leadership was typi-
cally associated with the CIO. Without 
question, CIOs have been essential to 
creating, implementing, and maintaining 
the automation that has helped business 
realize massive economies of scale.

Today, however, data is such a rich disci-
pline that understanding and leveraging 
it requires the specialization and focus 
that a CDO offers. At the same time, the 
demands on a CIO’s time have expanded 
exponentially, due to the rapid pace of 
digital transformation. 

CDOs bring with them an intimate under-
standing of how data impacts the busi-
ness. This means they can help the CIO 
to choose the most appropriate and tar-
geted solutions to support the sheer vol-
ume and variety of data that this digital 
revolution is generating.

Because data has traditionally been part 
of the IT fabric, the CIO/CDO relationship 
can become contentious. There is no 
one-size-fits-all approach to defining the 
right mix of responsibilities and duties of 
the two technology leaders. However, 
whether the CIO and CDO are peers, 
have a reporting relationship, or are man-
aged in completely separate depart-
ments, there is ample room for harmony 
and joint endeavors. 

TRANSFORMATION AND INNOVATION

Because most organizations are still 
introducing the CDO into the hierarchy, 
the CIO has a unique opportunity to take 
a proactive role and lead the discussion 
about the creation and definition of the 
new role. One common approach is to 
allow the CIO to focus on responsibilities 
that emphasize risk management, excel-
lence in execution, and enterprise-wide 
security and stability. The CDO, in turn, 
can focus on transformation and innova-
tion, identifying new opportunities to 
spin enterprise data into gold.

LET’S CONNECT

Connect with me on Twitter @etalors1 to 
talk further about the bright future for 
chief data officers.

FOLLOW 

 You can follow Tina on 
Twitter @etalors1

http://blogs.wsj.com/cio/2015/04/08/cios-learn-to-work-with-cdos-to-stay-relevant/
http://blogs.wsj.com/cio/2015/04/08/cios-learn-to-work-with-cdos-to-stay-relevant/
https://twitter.com/etalors1
https://twitter.com/etalors1
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Attract Top Talent with  
HR-IT Collaboration 
Tech-savvy millennials expect to have 
access to the same technology in their 
professional lives that they enjoy in their 
personal lives. To attract and retain today’s 
top talent, companies must continually 
push to adopt the latest technology that 
will empower employees to do their jobs 
more efficiently, while simultaneously 
facilitating professional development and 
identifying new career opportunities. 
Otherwise they risk losing talent to the 
competition.
 
To meet these demands, IT and HR leader-
ship must forge a tighter collab o rative 
bond. Without that bond, companies  
will be left scrambling for a competitive 
advantage on the recruiting trail, particu-
larly in ultracompetitive sectors like 
software and technology.
 
At SAP, our approach to the modern 
workforce is to embrace their way of 
working, rather than resist it. To hire the 
best team, IT and HR work in alignment 
to identify and implement the best tools. 
We believe that people and technology 
are the strategic pillars for any modern 
company.
 
We strive for employee excellence at SAP 
and make significant investments in five 
areas along the employee lifecycle that 
signal our commitment to exceeding the 
expectations of the modern workforce.
 
SIMPLIFICATION

On one hand, employees want to use 
increasingly advanced tools; on the 
other, they want increasingly simpler 
interfaces that reduce the steps required 
to make decisions and complete tasks. 
At SAP, we use SAP Fiori® apps to feed 
both of those appetites at the same time. 

Complexities are kept behind the scenes, 
allowing end users to focus on their core 
tasks. Users enjoy the fact that the inter-
face is clean and intuitive and transfers 
well to whatever size device they are 
using. 
 
COLLABORATION

Collaborative work is the new way of  
the workplace, so it’s critical to provide 
tools that allow collaboration not just  
in physical environments, but also in vir-
tual environments, across geographical 
boundaries. SuccessFactors, an SAP 
company, offers a modern way to suc-
cessfully manage interactions between 
teams. The SAP Jam™ social software 
platform, our key internal collaboration 
platform, allows groups of employees to 
discuss projects and share solutions with 
peers around the globe.
 
CONTINUOUS LEARNING

At SAP, based on feedback and results 
from the past several years, we‘ve moved 
away from extended courses that stretch 
over multiple days or even weeks, in 
favor of shorter courses and online 
e-learning. 
 
We use the openSAP platform to deliver 
massive open online courses, or MOOCs, 
which are available on a variety of  
cutting-edge technology subjects and 
empower professionals to learn and grow 
at their own pace. The MOOCs are also 
available through the openSAP mobile 
app, so employees can access them from 
various devices. The e-learning solutions 
from SAP can be used as a part of an 
employee’s talent-development path as  
a result of a con tinuous dialogue 
between an employee and a manager. 
 

Manik Narayan Saha

CIO,	Asia	Pacific	and	Japan,	SAP

http://www.successfactors.com/
http://www.successfactors.com/en_us/solutions/social-collaboration/jam.html
http://www.successfactors.com/en_us/solutions/social-collaboration/jam.html
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A successful e-learning program is a  
perfect example of a shared initiative 
between the CIO and chief human 
resources officer (CHRO). As the HR 
team gains a better understanding of  
the specific programs and courses that 
provide value to employees, the IT team 
works to ensure that the best tools and 
platforms are in place.
 
PERFORMANCE MONITORING AND 
IMPROVEMENT

For employees of a modern, successful 
company, the traditional annual review is 
becoming only a small part of tracking 
performance and development.

At SAP, HR policies and strategies are 
now fused with IT tools and automation, 
like with the SAP SuccessFactors® 
Performance & Goals solution. The 
solution provides an easy way for 
managers and employees to interact 
regularly and document achievements 
and progress, while at the same time 
managing long-term progression in a 
transparent way.
 
CAREER ADVANCEMENT

It is important to support your employ-
ee’s career path if you expect them  
to stay with your company. The SAP  
SuccessFactors Recruiting solution pro-
vides a transparent way of posting jobs 
and recruiting staff. Any SAP employee 
can easily explore opportunities for 
career advancement. A transparent and 
open platform provides the employees 
greater choice and flexibility when it 
comes to new options within SAP, while 
accelerating their career plans.

DISCOVER AND FOLLOW 

 Read more about 
about how HR-IT 
collaboration is driving 
the future of work

 You can follow  
Manik on Twitter  
at @maniksaha

http://www.successfactors.com/en_us/solutions/talent/performance-goals.html
http://www.successfactors.com/en_us/solutions/talent/performance-goals.html
http://www.digitalistmag.com/research-category/future-of-work-research
http://twitter.com/maniksaha
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Why Cloud-Based Analytics  
Solutions Are Essential for  
Tomorrow’s Business
As	cloud	adoption	spreads,	
the	demand	for	cloud-based	
analytics	is	following	suit.	
But	the	cloud	is	still	viewed	
with	suspicion	by	some	IT	
leaders.	Here,	we	look	at	
some	of	the	findings	of	our	
recent	white	paper,	“Moving 
to	the	Cloud,” to see what 
your	organization	stands	to	
gain. 

In a recent EMA study, 56% of businesses 
cited cloud-based analytical strategies 
as “essential” or “important” to their  
corporate strategies. However, not every-
one is convinced. A number of perceived 
barriers are still preventing some business 
leaders from taking their crucial first 
steps into the cloud.

THE CIO: AN ENDANGERED SPECIES?

Some chief information officers (CIOs) 
fear that the cloud spells doom – or, less 
dramatically, marginalization – for their 
departments. However, rather than antic-
ipating their imminent demise, many 
now believe that the CIO role is simply 
evolving. IT leaders must rethink their 
priorities in line with changing business 
requirements. 

In 1990, IT’s role was to create applica-
tions. In 2015, it is to provision applications 
and manage the immense complexity of 
the infrastructure necessary for those 
applications. Instead of being hardware 
jockeys, IT leaders must now focus on 
being data scientists.

KEEPING YOUR DATA SAFE

Another barrier to cloud adoption is a 
perceived risk in keeping data off-premise 
and entrusting it to a third party.  
However, storing data in an on-premise 

data center is no longer any safer than 
transitioning your data warehouse into 
the cloud. 

Target’s credit card breach in 2013 and 
Sony’s hacked e-mail fiasco earlier this 
year demonstrate the difficulty of keeping 
one’s own data secure. Although security 
is still one of the most frequently cited 
objections to cloud deployment, the risks 
associated with the cloud are no greater 
than those associated with operating  
on-premise. They are merely different.

SAFETY IN NUMBERS

For vendors like SAP who are supplying 
cloud-based services to thousands of 
businesses, security is even more critical 
than it would be for an individual organi-
zation. A successful attack on one would 
be an attack on the peace of mind of all.

Hackers target neglected and outdated 
systems. Large companies typically have 
thousands of these in place, and at least 
one of them is likely to lack the latest 
security patch. In the cloud, security 
updates are applied universally and 
immediately. Simply put, there are fewer 
doors for intruders to enter, and those 
doors are better guarded.

FASTER,	MORE	AFFORDABLE	
SOLUTIONS

More and more unstructured data is 
flooding into organizations. The good 
news is that this data has more value than 
previously assumed. The bad news is 
that making sense of the data can be an 
onerous task with a prohibitive price tag.

Previously, line-of-business leaders  
anxious for actionable business intelli-
gence traditionally had two options. 
Firstly, they could wait for IT to provide an 
internally built solution, taking months  
or even years, depending on other priori-
ties assigned to IT. Secondly, they could 

Neil	McGovern

Senior	Director	of	Marketing,	SAP

http://www.neilmcgovern.com/docs/SAP_CloudDataWarehouse-WP.pdf
http://www.neilmcgovern.com/docs/SAP_CloudDataWarehouse-WP.pdf
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cobble together a Frankenstein solution 
of Excel spreadsheets and other applica-
tions – frequently proving to be an error-
prone and unreliable fix. 

In contrast, a cloud-based solution is 
instantaneous, high quality, and affordable. 
So, business leaders get the information 
they need when they need it, without 
breaking the budget.

BOLDER EXPERIMENTATION

By taking a cloud-based approach to 
data analytics, companies also provide 
their staff with the opportunity to try  
out new ideas and experiment in a cost-
effective way. When relying on on-premise 
solutions for analysis, it is difficult to test 
hypotheses, due to the high overhead 
associated with building a new report or 
analyzing a new data set. 

However, the cloud offers access to 
instant provisioning and the analytical 
power of solutions like the SAP HANA 
platform. So, businesses can more easily 
test and prototype, driving innovation 
and enabling performance improvements.

REAPING THE BENEFITS

In the cloud, new solutions can be deliv-
ered faster than ever before to meet the 
needs of your organization more pre-
cisely. Improving agility, reducing costs, 
and taking advantage of instantaneous 
provisioning remain leading drivers of 
cloud adoption. But expect data security 
– once considered a risk factor – to 
increasingly inspire organizations to look 
beyond their own four walls.

To learn more, read the “Moving to the 
Cloud” white paper or take a look at  
specific	use	cases to see how SAP is 
helping customers reap the benefits  
of cloud-based analytics.

When a European sports club 
experienced significant growth, 
it leveraged SAP HANA and  
the SAP HANA Enterprise 
Cloud service to optimize  
performance. This gave the 
organization’s IT department 
the power to focus on core  
processes – and the confidence 
to know that it could support 
the business through daily  
operations and future growth . 

FOLLOW 

 You can follow Neil on 
Twitter @neilmcgovern

http://www.neilmcgovern.com/docs/SAP_CloudDataWarehouse-WP.pdf
http://www.neilmcgovern.com/docs/SAP_CloudDataWarehouse-WP.pdf
https://twitter.com/neilmcgovern
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