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Brands offer two things: promise and 
performance. Compelling stories about the 
brand capture the essence of those promises.
In the rapidly evolving world of media, people 
are now at the point that they get irritated by 
adverts that “interrupt” the stories they are 
interested in. This has led to the rise of ad 
blockers (41% annual increase 1) as human 
brains have evolved to be hardwired for 
stories, powerful stories that create strong 
emotional effects in the brain – much as if we 
are actually living the story. 

Let´s take a look into how we used to source 
engaging stories:

Around 85 percent of the time when people 
are searching for something online, they do 
not click on the advertising that surrounds the 
content. Regardless, in 2016, marketers spent 
an estimated $ 81.6 billion on search 
advertising to capture that elusive 15 percent 
because the market value of the small organic 
search audience - people who click on content 
results rather than advertising - is around $ 
600 billion. 

For the last two decades, marketers 
competing for this lucrative organic audience 
have relied on search engine optimization 
(SEO). They sought to “fool” search engines by 
“stuffing” the keywords and key phrases that 
people frequently searched for into the 
content they published. 

In 1998, Google took a different approach to 
ranking search results, relying on a core 
mathematical algorithm called PageRank. With 
PageRank, Google could determine the 
authority of a given website based on the 

“Man, I am so glad I saw that advertisement.” 
      

—Nobody, ever.
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on the advertising 

that surrounds
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 1  Infolinks study

1



  But that trust may be and helped create it.”
new technique, and its ability to surface 
content from lesser-known sites. Thanks to this 

Google used PageRank to prioritize content 

itself. 

 

“No amount of advertiser money can buy space 
on the Google homepage. Google anticipated 
the need for a trust economy in the internet age 
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now broken, as we all know that money buys all 
the advertising that surrounds the content, and 
to a certain extent, determines the content 
itself. 

In the world of Instagram and Pinterest, context 
is the new content; the new black. It´s all about 
the story; about the metaphors we use to 
convey our message. Not only will the world of 
Google be over as we know it. In the business 
space, the world of PowerPoint will soon be over 
too in today’s storytelling society. Imagine you 
were having an important conversation with a 
friend at a restaurant. Would you pull out a 
projector and project slides onto the wall? 
They’d think you were crazy, as would the 
people at other tables. 

Moving forward, invigorating our business 
conversations with narratives and augmented 
tools will be essential in order to remain relevant 
and thrive. Building an engaging narrative 
means stepping out of one’s comfort zone (a 
glorified PowerPoint, as it were) and creating a 
relevant metaphor around a memorable object 
(Object Thinking). 

But making a promise is not enough…

Back to the two components of a brand: 
promise and performance. Performance 
happens when we experience a product or 
service.

Society has gone a long way to merge IT 
(Information Technology) with OT (Operations 
Technology) and now we need to extend it to XT 
(Experience Technology) This requires deep 
understanding and a willingness to be inspired 
by customers’ live reactions to our products. In 
this context, have to adapt our processes, we 
have reacted in real time and we have to fulfill 
our customers’ desires.

SAP is privileged to find ourselves at an exciting 
and unique moment where we can redefine the 
world of CX (Customer Experience). We are in 
an unmatched and enviable position to combine 
eight different clouds to create the ultimate CX 
approach:

Performance
The world of IT-OT-XT

The new SAP
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number of other websites that linked to it. 

from more authoritative websites ahead of 

high-quality content more reliably, Google 
emerged as the world’s dominant search 
engine. 

In 2011, Google introduced new algorithms 
collectively known as Panda, which effectively 
then changed the rules of the game. Google 
increasingly focused on content quality and 
engagement, until its algorithms now consider 
thousands of different factors when 
determining rank, updating them six hundred 
times a year.

To secure and sustain a new audience with 
organic search, marketers should take one 
lesson learned from early SEO: analyze search 
data to identify the topics that customers care 
about and understand the many different ways 
in which they search for them online. “Google’s 
AdWords and trends tools can give you 
high-level insight to these questions. 
SEMrush.com and SpyFu.com offer more 
granular-level detail. Telling stories that your 
customers want and including the specific 
phrases that they use to search in your writing 
will clearly drive organic search audiences
over time.”2 
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SAP Customer Data Cloud

Manages customer data in order to build a 
digital relationship based on transparency and 
trust. This includes customer identity, providing 
unified and secure access, GDPR and other 
regulations regarding the use of personal data, 
and allows businesses to create customer 
profiles that will be used along the full CX 
solution portfolio, managing consent and 
enriching a customer’s DGTAL Twin.

SAP Marketing Cloud

Is SAP’s fully comprehensive marketing solu-
tion, that enables marketing experts define 
segments, channels and campaigns… The 
solution provides Analytics and Machine 
Learning capabilities in order to understand the 
full impact of marketing activities and develop 
personalized campaigns for every customer. 
SAP can contribute to fulfilling individualized 
multichannel experiences to successfully 
attract and engage with audiences to drive 
higher demand and conversion.

SAP Commerce Cloud

Is SAP’s e-commerce solution, a crucial com-
ponent of the customer experience. The solu-
tion ensures a great buying experience aimed 
at gaining customers’ loyalty and will support 
any go-to-market model, from B2C, B2B, 
to B2B2C.

SAP Sales Cloud 
Empowers sales teams to personalize buyer 
engagement, secure a faster close and align 
behavior to support the realization of their 
goals in all dimensions: deal management, 
contracts and quotes, sales rep incentives and 
compensation shown and calculated in real 
time, credit recognition, mobile based, sales 
orders, invoicing and subscriptions.

SAP Service Cloud

Is one of the key components of a superb CX 
strategy as this is where the customer will go 
after the business to request service for the 
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products, services or solutions they bought 
from the provider. SAP can create an end to end 
service experience to deliver on promises along 
every step of the customer journey: service 
teams, call center, incidence management, 
single customer view for service agents, new 
service agents complemented by chatbots.

SAP Cloud Platform

Is an open business platform designed to help 
you innovate, integrate and extend applications 
with agility, flexibility and choice. It delivers, 
embeds, consumes and integrates all intelligent 
technologies like ML, IoT and Blockchain. 

SAP Analytics Cloud

Discovers, delivers and predicts actionable 
insights to achieve the ultimate business 
transparency with augmented analytics in real 
time with no replication data integration via SAP 
HANA, SAP Cloud Platform, SAP S/4 and all 
SAP Cloud Solutions. This includes user defined 
analytical dashboards and an unparalleled 
digital boardroom solution for executive 
interaction with corporate data.

SAP Experience Data Cloud

Ensures that every business decision is based 
on both facts and experience intangibles by 
monitoring every interaction people have with a 
company, brand or product. The solution 
evolved from the integration of Qualtrics into 
the SAP ecosystem.
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Digital Centaurs
The future of CX

M2A: Marketing to Algorithms

Beyond the solutions mentioned above, SAP 
has unique differentiator that drives into our 
core competency: The S/4 (operational) and 
C/4 (experience) relationship: 

What do we mean by this? The only way to take 
a customer seriously, is when you tell him that 
you can´t only fulfill his needs, but you are 
ready to change how you operate to exceed all 
their dreams/expectations. In other words, 
because you’re so focused on the customer’s 
success, you are ready to change how you 
procure, how you store, how you distribute, how 
you price, sell and service to meet and exceed 
expectations. 

SAP’s S/4-C/4 relationship is the ultimate 
response to customers from an intelligent 

enterprise in the tenuous world of trust. When 
we talk about end-to-end processes, we start 
with the customer and finish with the customer. 
This is the goal. And it looks like some industry 
players have misunderstood this critical point. 
Many appear to think of selling as the ultimate 
objective, ignoring the people factor in the 
middle as just details. 

When searching for information these days, 
many of us are getting used to voice Personal 
Assistants (PA) that very often only return one 
result per query. This is the way players like 
Amazon are pushing their white brands as the 
result of a verbal query, bypassing decades of 
well-crafted brand marketing with the “single 
result trick”. Across the globe, consumers want 
an honest, unbiased response to their query.

Content providers and marketing experts 
assume, incorrectly, that people use the 
Internet to do things rather than enjoying 
themselves.

The reality is that most urban humans are 
already blind to internet marketing. “Since 
2008, marketers have been tracking a 
phenomenon called banner blindness, in which 
readers of a web page literally look around ads 
when browsing a page.”4 

The implications are huge: in the B2C world, we 
will no longer be making our brand sticky and 
relevant for a specific person; instead we will be 
addressing the DGTAL Twin.

As many major players have broken and 
continue to break consumers’/citizens’ trust, 
citizen/consumers want the power back. They 
want access to unbiased information so that 
they can make informed decisions. Today we 
market to customers, tomorrow we will market 
to algorithms; the algorithms directed by each 
person in his/her DGTAL Twin.

My DGTAL twin is the best online representation 
of my habits, concerns, preferences and 
aspirations. The Twin will be operated in an open 
source, easy to control, customer friendly 
platform where I decide how green, how ethical, 
how price sensitive I want to be.  SAP Customer 
Data Cloud could well evolve in this direction, 
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following open, Cloud Foundry standards. My 
DGTAL Twin will move past the persona to the 
truly personal and will put citizens and 
consumers at the beginning and end of every 
process.

  
Pay-to-be to Think-to-be

Tomorrow we will be migrating from the world 
of pay-to-be (first on the Google list) to the 
world of think-to-be (the right choice for the 
customer according to the set of rules 
established in my DGTAL Twin). 

From SEO to PASO

As DGTAL Twins evolve, they will serve as a 
DGTAL butler. In this scenario, we will be going 
from a world of SEO (we proactively go to 
Google and based on who is paying, where I am, 
and my cookies, I receive a list of providers) to a 
world of PASO (Personal Assistant Search 
Optimization, where my DGTAL Twin filters and 
decides what information I receive). 

DNN (Dueling Neural Network)

A good offer – in other words, a personalized 
offer - will have to first convince the DGTAL Twin 
of its validity and such offers will likely have a 
high conversion rate. Dueling Neural Networks 
(DNN) will be trained to make sure that huge 
numbers of offers are created to satisfy the 
preferences of each DGTAL Twin.

DNN has two components: a generative 
component that creates offers for the 
algorithms (for my DGTAL TWIN) and a 
discriminative component that filters those 
offers and predicts their success rate. In a way, 
DNN makes sure that whatever 
offer/suggestion is made by supplier/brand, it 
will most likely be approved by the DGTAL Twin 
and hence will be monetized.

DGTAL Centaurs
for the future of CX

In summary, both promise and performance 
are key to tackling the phenomenal new 
untapped CX opportunity. At SAP, we will 
combine our technology (including AI) to drive 
stellar performance with our unique capacity to 
build stories (Human Intelligence). The 
resulting DGTAL Centaur (AI+HI) capabilities 
will help us establish unprecedented trust for 
our customers’ customers. 

This means going beyond the boundaries of a 
technology company. It means embracing a 
Creative Renaissance to help companies shift a 
major part of the $ 81,6 billion they spend on 
advertising, to sustained brand storytelling 
(see Skyword.com) that is supported by liquid 
processes that put the customers’ success at 
the center of what they do. 

If you have read so far, we want to invite you to 
join an internal reforvolution: one that takes 
SAP to the next future, and more importantly 
takes you to your best version. Ever.
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The Future of Business Has Feelings: SAP Experience Management
Change the future of your business by understanding and acting on your customers’ feelings.

Watch the video

Your Path to SAP C/4HANA
The Customer Experience Revolution. Get the SAP C/4 HANA Promise Now!

Download the guide

Meet Our New Super Power!
To lead your market, you need to be able to embed customer insight into every level of your organization. 
Discover how this truly holistic solution can help you deliver a world-class customer experience.

Find out more

The Celebration of Together: Habesha Breweries and SAP Sales Cloud 
Deliver!
Habesha Breweries is growing fast in Ethiopia, Africa. SAP Sales Cloud gives them the power to reach 
their customers no matter how difficult the terrain.

Watch the video

SPAR Austria: Digital Transformation from Traditional Retail to E-Commerce 
SPAR is one of the most important grocers in Austria. Food online commerce and the diversity of its product 
range pose challenges for technology professionals. SAP Commerce Solutions are the key component in 
meeting these challenges.

Watch the video

GEA Group's 360-Degree Customer View
Hear Tobias Kahmann and Marcus Renger of GEA Group share how SAP Customer Experience helps the 
company build bridges between marketing, sales, and service for better collaboration.

Watch the video

http://www.saponline.co.za/sapc4hana
https://youtu.be/fKA43PnX9FQ
http://www.saponline.co.za/sapc4hana
https://youtu.be/24ezdGJre1U?list=PL2412C562AD54B3D7
https://youtu.be/O5i8siInz4A?list=PL2412C562AD54B3D7
https://youtu.be/O5i8siInz4A?list=PL2412C562AD54B3D7

