











81%

of consumers are willing to
increase their spend with an
organization in return for a
better experience.

The Disconnected Customer: what digital
customer experience leaders teach us
about reconnecting with customers,
www.capgemini.com/resources/
the-disconnected-customer-what-
digital-customer-experience-leaders-
teach-us-about/
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CUSTOMER ENGINE

The following examples illustrate key areas where we provide
in-depth support to OEMs and other automotive businesses.
The Customer Engine was developed to set an industry
standard, use Salesforce functionalities, and provide tangible
benefits. The Customer Engine serves several purposes
based on the situation and context.

FUNCTION STORE FOR DIGITAL
AND MOBILITY SERVICES

The Function Store is a core element enabling a cross
industry ecosystem. Innovative cross-industry use cases can
be realized by providing an interface through which OEMs
and third parties can provide innovative functions to an
OEM'’s customer base —accessed in-car, through mobile, or
on the desktop. This enables OEMs to remain in control of

all offered services and create new revenue streams from
third-party services in the Function Store. Ultimately, it
enables OEMs to meet their end customers’ expectations for
seamless and intelligent mobility experiences.

What we offer

We help OEMs to create value by prototyping, assembling,
and monetizing new digital and mobility services on the

fly, and facilitating the emergence of new business models
in-car — for example, turning signals into intents, then offers
and orders in one platform across the entire service lifecycle
—with the support of industry-spanning data, Al technologies,
and a well-established back-end IT solution.

Client case study

Issue: The cockpit is a strategic asset for OEMs, attracting

all the attention of the driver/owner. (Semi-) autonomous
vehicles will reduce its perceived value. Customers expect to
access mobile infotainment in their cars, and digital players
are eager to tap into their captive attention. OEMs have to
own this space in the cockpit to offer digital services that add
the most value to customers.

Solution: We helped our clients to bridge the gap between
their own business and those who were providing relevant
functions that add value for the OEM’s clients. We did so by
integrating those functions into the customer journey and by
performing the technical implementation end to end.

Benefit: The client discovered and mastered new revenue
streams and reconnected with the existing customer
base. They preserved brand differentiation while sharing
commodity costs.
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CUSTOMER ENGAGEMENT
PLATFORM

OEMs and retailers need one comprehensive platform to
manage relationships with their clients and prospects. Only
through a fullintegration of marketing, sales, and after-sales
processes can OEMs and retailers obtain a 360° view of the
customer, and thus be able to interact with customers in the
most effective and efficient way. Using artificial intelligence,
the right content can be provided to customers at the right
time through the right channel, using Next Best Action or
Next Best Offer. The Customer Engagement Platform also
serves as basis to keep up with sustainability goals, both

for OEMs and for customers, by providing carbon footprint
reports and low-emission mobility alternatives.

What we offer

We deliver value to our clients through end-to-end
consulting, starting with developing the strategic roadmap
of a customer engagement platform, to shaping the business
processes, and finally to implementing the solution in the
customer environment. The demonstrator accelerates the
ideation and innovation process in customer experience
projects. Through the Customer Engine we enable an
efficient to approach towards aligned target pictures based
on innovative use cases and state-of-the-art architecture.

Client case study

Issue: Implementation of a center of excellence for the
global customer engagement platform for a German OEM to
ensure global scaling while securing added value for internal
and external stakeholders.

Solution: We introduced a mix of Salesforce Clouds to
provide innovative solutions for marketing, sales, and
service. By setting up the center of excellence, we support
the clientin scaling on a global level while bringing value
tointernal and external stakeholders. Detailed use cases
include campaign and lead management, establishment of
a service center, and carbon footprint management for the
global fleet.

Benefit: The client was able to provide a more consistent
digital customer experience based on a 360° view of all
relevant customer data. They also replaced an existing
service center solution and are now able to track their overall
carbon footprint.



THE CUSTOMER ENGINE BRINGS TO LIFE WHAT'S NEXT FOR OUR

CLIENT AND HOLDS TANGIBLE BENEFITS.

20%

time savings in scoping phase

Customer Engine as

a demonstrator

Using the Customer Engine

as a demonstrator during
scoping phases of a project, up
to 20% of time can be saved
thanks to accelerated ideation
and innovation processes.

The Customer Engine brings
ininnovative use cases,
visualization, and target
architecture ideas to foster
the process.

15%

less effort in requirement
engineering and data modeling

Customer Engine

as a prototype

The Customer Engine can
be used as a basis for rapid
prototyping to align on

the solution design. This
includes customer journeys,
processes, data models, and
requirements as input to
the development phase.
Thanks to the up-to-date use
cases library, the OEM data
model, and a state-of-the-
art architecture, ideas and
processes can be visualized
and validated.

20%

reduction in development efforts

Customer Engine as a
piece of software

The Customer Engine can be
used as a piece of software
that can be integrated

and adapted in client’s
environment in a modular
approach. Following a
requirements analysis, single
modules of the Customer
Engine can be used, leading to
less implementation effort.

THE WAY FORWARD

OEM s are facing a series of challenges that touch all facets
of their business. A novel way of thinking and working is
required to ensure a timely and efficient response to this

changing and volatile context.

Applying an inventive mindset is key to staying ahead, as we
believe the mobility ecosystem of the future will connect
people with technology in ways that haven't been seen
before. Together with our clients, we bring to life what's next,
creating a smart mobility ecosystem designed with people at

its heart.

Discover how Capgemini Invent enables businesses to
reinvent mobility For people:

www.capgemini.com/service/invent/smart-mobility-connect/
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About

Asthe digitalinnovation, consulting and transformation brand of the Capgemini
Group, Capgemini Invent helps CxOs envision and build what's next for their
organizations. Located in more than 30 offices and 22 creative studios around
the world, its 6,000+ strong team combines strategy, technology, data science
and creative design with deep industry expertise and insights, to develop new
digital solutions and business models of the future.

Capgeminilnventisanintegral part of Capgemini, a global leaderin consulting,
technology services and digital transformation. The Group is at the forefront
of innovation to address the entire breadth of clients’ opportunities in the
evolving world of cloud, digital and platforms. Building on its strong 50-year
heritage and deep industry-specific expertise, Capgemini enables organizations
to realize their business ambitions through an array of services from strategy
to operations. Capgeminiis driven by the conviction that the business value of
technology comes from and through people. It is a multicultural company of
over 200,000 team members in more than 40 countries. The Group reported
2018 global revenues of EUR 13.2 billion.

People matter, results count.

Learn more about us at

©2019 Capgemini. No part of this document may be modified, deleted or expan
or means without prior written permission from Capgemini.

For more details contact:

rainer.mehl@capgemini.com

sebastian.tschoedrich@capgemini.com

stephane.girard@capgemini.com

daniel.garschagen@capgemini.com



