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Bosch Service Solutions

With Connected Services, we make life safer, more efficient, and more
convenient — true to our principle of "Invented for life”.
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Bosch Service Solutions

We take your business success and your customers into focus
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>42,5 million vehicles
connected to our platform,
receiving help when needed

é
&
Around 130,000 rescue

team interactions after
emergencies p.a.
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Handle 60 million customer

interactions in our unified CX
communication platform p.a.

AV

Al

Rescue around 32,000

persons from stuck
elevators p.a.

Annually about 1 million data
loggers track shipment to
enable a temperature-
compliant pharmaceutical
supply chain

Ll

Manage 1.8 million IT
support requests p.a. enabling
employees to work again

BOSCH



BOSCH SERVICE CENTER
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Our Bosch 15t level customer service provides comprehensive support for all

inquiries, navigating through complexities of a large enterprise
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SERVICE CONCIERGE CONTACT CENTER AS

ACROSS SILOES RELATIONSHIP HUB

Our contact center actively use
customer feedback and derive insights
for systematic improvements. Content
continuous integrated into e.g.
knowhow articles & data bases, FAQs, +

updated training materials

>

OMNI CHANNEL
SUPPORT

Ut

CUSTOMER EXPERIENCE
INTEGRATION

We have a data-driven approach and
systematically track, analyze derive
decisions across all channels. Utilizing
data analytics to gain insights into
customer behavior, agent
performance, and operational
efficiency, leading to data-driven
decision-making

60% of our customers are contacting

Seamlessly integrating all
communication channels (voice, email, the wrong GB support and not
understanding our organizational

chat, social media) into a unified
experience, providing a consistent and + structure. We are one face and acting as +

convenient experience RB concierge resolving directly or
actively connect them to the right
service.

122 touchpoints 26 Bosch divisions & 33Kk curated channel specific

BUs knowhow articles based on
feedback

1 dashboard to overwatch

complex global operations &

95 countries .
customer journeys

28 languages
120 service experts

5 service locations
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CUSTOMER SERVICE AS
KEY DIFFERENTIATOR

Proactive and exceptional customer

service transforms potential friction

points in the customer journey into
opportunities for loyalty.

BOSCH



Exemplary for one

Our service fully integrated into entire CX, contributed to a service
Customer Lifetime Value (CLTV) of €86.5m for the Bosch brand in 2024.

CX friction  Customer
Journey

Customer

Customer
Lifetime Value

points

Volume

|

GET

GROW KEEP
Assisted Repairs, returns,
Product (Tech) support P
Advisory Purchase spares, warranty
— o0 — —og__107k (23: 155K) ——0019 1k (23:112k) @ 0—277k (23:255k) —— @

Improved Customer Lifetime Value
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(without improvements)

________
== Customer Lifetime Value S~a o

We are shifting the perception of our service operations
from a cost center to a value center view.



We are implementing a centralized 1% Level service model to streamline

delivery across Bosch divisions.

User 1st level

Counry 1 Q
ountry R Q‘

Ext. partner

Country 2 R —»8{,"9—»

;] !

2nd |evel User 15t level

Country 1 R —_ ;9‘_. LT'R
Country 2 R —|::

: —
Central 1%t L:_|
Country n R — level service R

R
—58

=3

Fragmented Gentle transition towards
Scenario . . .
service landscape service harmonization
bad/ medium CX, better CX,
Eff low quality at high costs, higher quality at reasonable costs,
ect ‘chaos’ indata & IT ‘partly harmonized’ data & IT

Occurrence 70% 20%
My business

model

Core business

User 2" level

Country 1 R — Central

Al agent

Country 2 R —|:: C% Q :|—>
—
S G
Central 1%t
Country n R —

level service

-
R
-5

Harmonized
service

best CX,
high quality at lower costs,
‘harmonized’ data & IT

10%
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Our offering involved scalable "as-a-service" solutions that meet enterprise
standards, mainly leveraged by CRM and Service Operations.

Service Operation Layers

9

Global Steering

Bosch Organisation
divisions, regions,
functions, projects

Channels Category

Touchpoints

Content
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Bosch 15t Level Service

KPIs

overall

—

Instagram

m-

26

4
Channels

122
Touchpoints

33.600

curated knowhow
articles

salesforce

2

[ITAN

Service Enabler

CRMe-as-a-Service
Pre-configured Service Solution
built on Salesforce Service Cloud

Service Operations-
as-a-Service

24/7 service organization &
service agents operating within
our CRM platform

Knowhow Mgmt.

identify, collect, curated &
train knowhow for an efficient
customer service.

BOSCH




We offer a low barrier to entry for enterprises looking to establish service
businesses prior to major transformations.

What is CRM-as-a-Service?

Pre-configured service solution built on Salesforce Service Cloud
which offers a full setup customer service platform ready for
immediate use. It is implemented based on best practices with
standard processes and avoids long implementations and setup
efforts to lower costs.

What is Service Operations-as-a-Service?

Combines expert agents with a proven and market leading CRM
to handle customer request. Providing flexibility and allowing
business to scale service operations easily.

DAVE 3.0 [ SGENESYS [ o %ﬂ?%ﬁ@%@ qua|trics}°“ 3 talend l]
powered by
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We cover needed “as-a-service” capabilities to reduce complexity to our clients.

Customer
request intake
Via various
channels

Centralized customer request
intake with CTI, email filtering,
case routing, self-service, and
social media handling

Customer
identification &
interaction
history

Identify customers with
collaboration history, auto
contact creation when
necessary and classification b
language, country, and more

Service Case
Handling

Manage service cases with
omnichannel setup, agent
availability status, KPIs,
SLAs, skill routing,
translation, and standard
case process

Knowledge &
contactbase
usage

(2]

.

Centralized knowledge and
global contact database with
articles based on taxonomy
and auto-suggestions and
troubleshooting guides for
agents

Case
classification

Manual and automated case
classification and tracking
with history using taxonomy

Case Closure or

Quality Check Reporting

status change

Handle case closure with
regulated archiving and
deletion concept, SLA
reminders and automated

customer status
notifications

®
/N

Monitor performance with
standard dashboards, KPI and
CTl reporting and also real-
time customized reporting

--->

Ensure service quality with
defined data model,
manual quality checks and
automated quality

Benefits
Secure,
. Fast Regular
scalable, and Easily scale .
. onboarding updates to
fully your service . . .
. with minimal unlock new
managed operations . .
setup innovations
platform
1 1 Internal | Service Solutions | SO/SBO4 | 2025-05-09
*Optional Minimum Setup

. . Customer
High-quality, .
. service
consistent )
service execution on
. behalf of our
experiences .
clients

assessments. capabilities.
Flexible
outsourcing Lower total
options to cost of
scale ownership
operations

BOSCH



Digital Contact Center - Roadmap

Our North star

salesforce

CRM
as-a-service

12 Internal | Service Solutions | SO/SBO4 | 2025-05-09
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Service
Operation
as-a-service

Agentic Al Self Service Live
Translation
.
Service
as-a-service Operation

as-a-service

Voice Agent Multi Agent
Orchestration

Agentic Al Self Service Live
Translation
.
Service
as-a-service Operation

as-a-service

BOSCH




We are generalists. 15t level means horizontal partner integration; vertical
as new business model. Foundation = Grounding

|
|
Residential Mobility Industry Corporate } Use Cases
|
|
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The shifting development landscape from traditional
development to Al integration will drive CRM in the future

TRADITIONAL

DEVELOPMEN

Implementing applications almost
from scratch involves leveraging
proven frameworks and integrating
application-specific knowledge.

Wie Bosch mit CRM-as-a-Service die Zukunft vorantreibt

Al
APPLICATION

DEVELOPMENT

Developers must learn to work with APls,
understanding model mechanics, and
configuring Al services (e.g., Agentforce,
Prompt Builder,...) rather than coding
them from the ground up.

© Capgemini 2025. All rights reserved | 15
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Fueling intelligence
Why data and metadata matter in Al

Why?

Discovery -

Foundation -

Faster -



Thinking, Fast and Slow by Daniel Kahneman 4
Why the enhanced reasoning engine in Agentforce 2.0 matter a lot

System 2

From quick fixes Complex ~ =mmmmmmmmm e mmmmmmmmmmmmmmmmm—m e e > Aenfoce e .t

. Does Lawnen's portfolo have any hidden risks due 1o rising interest rates. on flsed-income and
wrereyt - Manetive ansetsT

to thoughtful solutions

-] Oicary, hoere i what | foundt

Tax Hers are the funds that are most Bkedy to be impacted by rising Interest rates:
+ StableBond Fund - $150,000
Fealf stateGrowth Fund - $100,000

Jargon - Usiyincome Pund - $78,000

are ing fior the lollowing reasoms:
+ Stableflond Funds Composad of long-tenm bords, which fypcally decraase in value os
ntareat rates rine, hoadling to potential capital losses [1)

Atlas Reasoning Engine, (the “brain”) can
+ RealiststeGeowth Fund: Beal sutate inventmants can suffer dua 1o highar borrowing couts,

retrieve the most relevant data then reason and
act, greatly improving processes across System 1
which increase e cont of linancing propertes nd can reduce property values. |2]

customer service, sales, and operations INSEIUCHIONS = o o e e e e e e e e e e e e e e e e e e e e e e e o > = + Utityincome Fund: Uity comgansss often (ace increased operationsl costs wih riing

nteread rates, as they rely heavily on borrowing b0 Tmance infrastruciue projects. (3]

+ Reslocate to Shorter Duration Bonds. Move §100,000 from the StableBond Fund 1o
the ShortTermBlond Fund, which is composed of bonds with shorter maturities.

When faced with a request, Atlas enables
Agentforce to refine the query — expanding it
with additional context — then performs

LogiC - Agentforce o a4 x|

@ Howom|twint

+ Diwersity into Technology Sector. Reaiiocate $150,000 from the Secureincome Fund to
the Techinnovatons Fund, which is kedd senstive 10 intededl rate changes, |4]

+ lrwest i inflation-Protecied Securities. Shift $75,000 Irom the Utlityincome Fund 1o
the inflstionGuard Fund, which specialires im Treasury Inflation-Protected Securities.

X X . Whal i the cufrent Bslance of Emma's porticso? Sousrces |4) okr
advanced retrieval augmented generation Facts . (0 i i g i
(RAG) that pulls in relevant data and metadata @ Undorstandeg you reauest = +.+ [-Ye——
while assessing the quality of its own response Q&A .
@  Thetotal valun of Emma's portiolo i § 1858248 24 © Deterding agairst
[T —— e your task -
This ability to answer a question, then reflect on | et
Common :

the answer before seeking to answer again,
enables more accurate responses and precise
actions compared to other System 2 assistants
that don’t have deep data and metadata
context in Salesforce

Wie Bosch mit CRM-as-a-Service die Zukunft vorantreibt

CONVERSATIONAL

COMPREHENSIVE

Response Style

© Capgemini 2025. All rights reserved | 18
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Agentforce data libraries simplify your setup and enhance
the accuracy of Al features like Agentforce agents

Whatis ... Salesforce

Create

I) GROUNDING adds dom
knowledge or customer in
to the prompt,

1. Knowledge
2. File Upload

II) To make the search mc
improve relevance, we bre

) 1. Knowledge 2. File Upload
sources into smaller parts

Agent

 Identifying fields « Text
» Content Fields e HTML
» Data Categories * PDF, etc

Answer questions
with knowledge

1) After data is split into

indexed- that is, organizec
Indexing simplifies the sea
of data chunks for Al tools

A RETRIEVER automaticall
proffers data from differe
systems, or platforms, cut
manual data collection an
the retrieved datasets.

Prompt Template

Search Index Retriever

* Dynamic Retriever

» Type=Hybrid » Type=Hybrid
» Vector Search » Vector Search

Wie Bosch mit CRM-as-a-Service die Zukunft vorantreibt © Capgemini 2025. All rights reserved | 19



Reasoning will help to provide a vision for CRM-as-a-Service

DIFFERENCIATION
AND SCALE

FOUNDATION FOR
TRANSFORMATION

ENVISIONING QUICK START

Agent CX Strategy

« Outline CX Journey & Agent Use
Cases

Accelerators

Accele ra ted Why Agents & Agentforce

in the Enterprise

Del|Ve I'y (1-2 hour Mobilisation)
Approach

Managed Al Services

Use case Enablement and
Business impact assessment
and outcome monitoring
Monitor, enhance and

Value and Readiness Proof of Value & Foundation

E2E POV

(4-6 weeks) maintain
) ] (1-2 day workshop + playback) « Governance and consumption
Five / six--week + Deepen Use case, roadmap and management

« Explore & Discover Industry
targeted and Enterprise value drivers

WOFkShOpS and » Agentforce Proposition,

L Capabilities & Prerequisites
DI'OOF of-value Map Al as part of the E2E

for Agentforce Value Chain (1-2 high level

d i cases)
in the enterprlse Playback: Roadmap, High level

supported by Plan, RACI & KPls :

tf l f environment strategy
? porctrotio o Proof of value build, and decision
industry- and to scale
cloud-aligned
Al accelerators Multiagent Automation & Data

« Deepen agentic use cases across
the enterprise

Managed ROI and Realisation
Mature into holistic, value
based Al program

value definition for POV build of
key use case

Facilitate Business guardrails and
approval planning, regulation,
security...

IT & Architecture guardrails
Architecture blueprint

Platform and Data readiness and

INDUSTRY

Agent Transformation

Iterative rollout strategy
Identification of ROl in E2E
value chain, new business
model opportunities

Align to wider Enterprise
Architecture for scale

AGENTIC

RUN + EXTEND

Adopt
Pilot CRM-TEMPLATE DATACLOUD MULESOFT OWN LLM

standardization quick start modernization context

Prepare

Wie Bosch mit CRM-as-a-Service die Zukunft vorantreibt © Capgemini 2025. All rights reserved | 20



Agentic Al — from infancy to maturity

Al
Business
Value

More agents can provide
more solutions bringing
exponentially greater
business value.

First LLM Agent
Chain to solve a
problems. Agents
focus on advising
humans.

Requires human
coordination to
work together
effectively.

Existing
" useof
agents

Wie Bosch mit CRM-as-a-Service die Zukunft vorantreibt

Agentic Al
enabled
Organization

Allow well-trained
agents to perform
Auton. Actions
when prediction
confidence is high

Enable agents to
start autom. on
triggers, then use
Reinforcement
Learning.

e Auto-
nomous
Actions

Empower agents

to self-organize to

determine which

agents should be
called next. . o

. _ Reinforce-
! ment

\ Learning

N
N
N

Self-
Orches-
“ration
LLM \
Agent
Chain

Al Maturity

Autonomous Actions

Reinforcement Learning

Self-Orchestration

O

LLM Agent Chain

O0—0O0—=0O

Existing use of agents

O
QO

e.g. "I've read 245 news stories today, cross-checked
our available stock, our past order metrics, and our
customer behavior patterns, and | am 91% confident
that we will increase our conversion rate by 0.4% if |
adjust the sorting order of our products for high-
value segment customers. | will make this change. |
will also track the outcome and use it to train

11 = ne

e.g. “I've noticed a trend in our orders. But
no agent in our catalog can help analyze it.
1 could give a more meaningful analysis,
if 1 had access to financial news.”

e.g. "I should review past purchases
from this customer to check that
these products are fully
compatible.”

e.g. “Help me generate a quote

e.g. Pricing Manager, Market
Researcher, Order Watcher

© Capgemini 2025. All rights reserved | 21



Thank You!

Visit us @ Capgemini Booth

Bastian Kruse Christopher Ramm

Global Head of Bosch Service Salesforce CTO Germany

@@@@ Center and Connected Services @ Capgemini

This presentation contains information that may be privileged or confidential and
is the property of the Capgemini Group.

Copyright © 2025 Capgemini. All rights reserved.
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