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Introduction

Why MASB and SAP is a perfect match

The world’s largest provider of enterprise application software
SAP serves 282,000 customersin 190 countries

= Including 98% of Interbrand’s top 100 most valuable brands
Fastest growing company at scale in the cloud
Strong in enterprise financial systems

MASB

Marketing Accountability = Marketing + Finance + IT
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Motivation for Research & Innovation @SAP

The demand for Marketing Accountability

“Our vision is to support companies in making better decisions by incarporating data-driven and future-
oriented market insights that drive leading key performance indicators [market-centric management).”
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© 2015 SAP SE or an SAP affiliate company. All rights reserved. Confidential 3



The Digital Boardroom concept
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management to gain
company insights at their
fingertips
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The digital boardroom @SAP headqguarters

The Digital Boardroom as the next way how to make business transparent
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= SAPruns SAP
= |ntroduced in a Supervisory Board meeting in September 2015 at SAP

= Luka Mucic (CFQ]: “This is what I'm talking abaout: this is really powerful - it can change the game in terms of board-level
conversations.”

= Get acomplete picture of the company situation in real-time
= Answer ad-hoc questions on-the-fly to better understand the business

= Simulate impact of potential decisions to financials and operations https:/www.youtube.com/watch?v=q7gAGBFayb0
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The digital boardroom

Real-time analytics on the next level
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Real-time view on companies financial
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First Idea: Bringing Brand Value into the game

Establishing Brand Value as leading indicator to connect marketing to the financial bottom line
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Mockup: Drill-Down into Brand Value Screen
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The MASB BIV Maodel

Financial BIV model
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Real Options
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Media Events

Data for the Brand Valuation is based on primarily internal, financial data
most commonly represented in SAP systems

=  Data like:

=  Sales Volume

= Net Revenue

= Total Cost of Sales
=  (ross Margin

=  Brand Marketing Spend

= Allocable Costs

= Tax Rate

=  Weighted Average Cost of
Capital
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Brand Value @MillerCoors

First results

In early 2015, MillerCoors implemented an “executive dashboard” enabled by Tableau, incorporating internal financial
information and other internal non-financial commercial metrics [e.g., points of distribution, velocity]

The dashboard includes very limited external information and almaost no qualitative information such as brand health
or brand preference

MillerCoors has also begun exploring the inclusion of Brand Value in its decision-making relating to Portfolio Strategy
and Resource Allocation [top-down view]

Similarly, more sophisticated and astute Brand Directors are also clamoring for a “brand dashboard” and Brand Value
point of view that includes relevant quantitative and qualitative business drivers [bottom-up view]
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Second idea: Brand Value is not just a boardroom KPI

Market information on all levels

Bral VMm‘z ia«»-y ’-:o-g £
=  We want to bring market information not just into the boardroom
= From CMO to brand managers to every single employee

Decision support system for CMO’s by using external market
data and insights for better informed decisions

Story: “Defend the product launch of the competitor”

Company performance beyond revenue e.g.
Market share

Voice-of-Customer” & Consumer behavior
Brand Value related indicators

Paositioning towards competitors

Provide simulation capabilities for prediction and forecast

Co-Signer

© 2015 SAP SE or an SAP affiliate company. All rights reserved.
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I
Second idea: Brand Value is not just a boardroom KPI

Supporting Brand Managers is making better decision

z o gl
e - s || Ry e
= Story: "Analyze new market share information” ol || | e \ - =
= Currently, Brand Managers often struggle to get an appropriately structured e [oe | [ g
and capable solution to get transparency on the situation of the managed R N Bl N R . "
brand and its performance in the market. Existing solutions often... e ‘

- ..are isolated gr?d d.o not reveal a holistic view on the market._They usually e o e+ 808
provide a specific piece of the cake and are not integrated with other iotatal I Wohiusiol B W ouenaiol I e At
information that is relevant for decision making =T mmm = Y

= ..use lagging indicators that represent the financial situation in the market but | == -
do not bring this metrics together with leading brand indicators that reflect the =
customer mindset and competitive market structures T T

= ..do not allow to connect information - | - - -

= ..run as disconnected information boards with low or even no insight-to-action - -

T et Sl ol oreer Deckber [ sy Pty I e Y
capabilities ——

= ..are expensive to keep up to date (continuous monitoring] =

[[zemesgns ]
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Third idea: Market Success Management

Enabling marketers to achieve their goals

Establish an engineered working approach ’——
= Support activity-driven working pattern Mse (ase: CI;IMPOASV‘ prep

' i & : Foo
= Target-setting: allow to plan & monitor success — Exoample: tooT 3Ae

—
—

= Allow to leverage best practices

= Support collaboration with externals [agency and
partners]
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Challenge: How to integrate 3rd party

Leveraging disjoint competences in a scalable ecosystem

= Not SAP nor any other stakeholder can solve this issue by its own
= Anintegration approach could bring benefits to all participants

SAP brings in IT expertise that allows
scaling marketing accountability into
organizations

Companies gain a better market

understanding. \

External data and domain
insight provided by experts
[market research companies,
startups, researchers, etc.]

© 2015 SAP SE or an SAP affiliate company. All rights reserved. Confidential 15



Fourth idea:
Market Performance Platform as an ecosystem

Simplifying access to market data and domain logic while enabling new business maodels

Active Market Board Market Success Management

g = Provide a network of content and domain

knowledge providers to SAP customers

| : Establish an innovative business model
| === : for market research and marketing
. =

|

|

|

e intelligence industry
: Virtual Data Customized Logic Actual Data
I _ ________ M_a_rf?:f _F’_e_rfg_rrp_a_rqu P_lﬁt_fo_rm_ | Simplify the access and use of external
3 market data by providing relevant
workbench functionalities
B Selfbits MarketShare & I]IC]SCI’I Virtualize external data and match it to
& : (M)PHASIZE ‘ MSWCOARS internal data models
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MPP ecosystem

Who benefits from such an ecosystem

The customer MIPHASIE Domain experts
R - MSWOARS and data provider

= Better market insight = New business model to
| deliver market insights or
marketing models

= Integration of multiple

data sources

- Market insights on = (Continuous sales channel
demand

= Single entry point

= Analysis of multiple data
sources in one model

© 2015 SAP SE or an SAP affiliate company. All rights reserved.
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Platform provider
Simplified user experience

Concentration on key
competencies and

integration of domain
expertise of partners

MASB

= Scale metrics into
organizations

= Deliver approaches / tools
to make marketing more
accountable

= Visibility in organizations
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Next steps

Co-Innovation between all stakeholders is a key success factor

- Validation with subject-matter experts of different companies [CMQO’s, brand managers, ...]
- Prototyping with 3rd parties

- Developcommon business model of MPP ecosystem

- Validate further MASB models to integrate

- Analyze latest research results ready for adoption [Vigilant Marketing, CLV, ...7]
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Thank You!

Contact information:
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