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CX LEAD

Jonn Tholstrup Bendtsen

Over 20 years of experience of delivering business solutions for
SAP CX and other Vendors. Extensive diverse industry business
understanding. Strong project management and people leadership

skills.

Jonn.tholstrup@ pearlgroup.dk

+45 4198 9867
Linkedin


mailto:tuomas.haimi@pearlgroup.fi
https://www.linkedin.com/in/jonn-t-604748/
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THIS IS PEARL

2006

Founded

125

Customers

2006

Pearl was
Founded

91M£

Revenue

24/7

AMS Services

2010
Pearl Latvia

500

Employees

50

S/4HANA Implementations

2021

Norvestor
investment

2022
Pearl Sverige M&A

2025

Pearl
Denmark

2023
Pearl Finland



Pearl Group Snapshot

Founded in 2006

(Self owned + PE fund)

Lysaker, Oslo
Headquarter

Main Partners

SAP (Platinum Partner)
AWS (Advanced Partner)

Adobe commerce

Commerce Tools

Algolia

>85% ®

500+ Employees
Employees Globally
140 in Norway

(supporting 150+ clients)

Pearl Care

We support & challenge you
all the way.

Together we create ROI from
you investment.

x;

Business with Global reach via Industry focused

existing clients SAP UnitedVAR

7

Retail & Fashion
Manufacturing
Travel ++

Offices

Norway(2),
Sweden(3),
Finland(2), Latvia,
Ukraine,

Poland,

Singapore
Iceland,

Denmark

Our Values

Proactive,
Solution Oriented,
Enthusiastic,
Collaborative

ﬂ
Partners, not customers.

Your business,
next level

Business areas

ERP & Logistics
eCommerce solutions
CX & customer journeys
BTP
Analytics & Insight
Operations & Infrastructure

Some of our clients
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Trends in CX



Y3 0BROREess. Next Level

Trend #1: The CIO/CDO Becomes a Champion for the Customer

* What do our customers want?

» Sales Excellence departments

* |s our technology providing the experiences customers expect?
* What technologies and CX strategies do our competitors use?

 How does our technology break down silos and enable teams to
collaborate?

* What technology trends are becoming CX best practices



YA BROREess. Next Level

Trend #2: Businesses Will Build for Adaptability

* Rething your infrastructure — again and again

* Think composable - when a business is composable, each of its
individual parts can be seen as building blocks. Securing a fast
adoption for the disruption that constantly is happening

« Composability is not an entirely new concept . APls and
container technology are familiar forms of modularity in IT.

* Try to achieving enterprise composability is not as simple as it
sounds



Y2 0BROREess. Next Level

Trend #3: Growth Can’t Come at the Risk of Profitability

* Focus on the right customers

« Connecting back-end data such as ERP and inventory
management with front-end experiences

« Customer segmentation and channel strategy



Y30 BROREess. Next Level

Trend #4: Companies Must Lead with Their Values

* Tap into value-driven consumers
« Uncertainty is the only certainty in this world.
 Embrace customers who care about sustainability

» Reduction of electricity usage, even if it's only for one or two
key processes
- Change in fuel consumption from company fleets
- Impact on neighbouring communities, such as waste output
- Carbon offset programs, such as tree planting efforts

83.1% of Generation Z cares about companies being positive forces in the world and improving people’s lives. These consumers are
considering how much brands are dedicated to sustainability, human rights, and other causes
almost as much as the brands’ products and services themselves.



YR BROREess. Next Level

Trend #5: Al as the CX Engine

* Alis now the dominant technology in CX, widely used for operational efficiency, personalization,
and proactive customer service.

* Agentic Al and copilots are transforming customer service from reactive support to proactive,
context-aware assistance.

* Chatbots and virtual agents have become more advanced, capable of handling complex queries
with empathy and precision.

* Real-Time Support and Proactive Problem Solving, Customers expect instant help and for
companies to anticipate and resolve issues before they arise.



Ya 0 BROREess. Next Level

Trend #6: Servitization

Outcome-Based Business Models
Shift from selling products to delivering measurable outcomes like uptime,
efficiency, and reliability
Customers now prioritize results over ownership.

Digital Enablement: loT, Al & Big Data
loT enables real-time monitoring and predictive maintenance
Al and machine learning automate service delivery and enhance decision-
making
Big data analytics supports personalized, proactive service offerings.

Service Lifecycle Management (SLM)
Holistic management of services across the product lifecycle—from
engineering to support
SLM platforms integrate data and processes for seamless service delivery.

Connected Ecosystems & Digital Threads
Integration across engineering, sales, and service teams improves
responsiveness and customer experience
Eliminates data silos and enables real-time visibility.

Customer-Centric Value Creation
Focus on long-term relationships through tailored service experiences
Self-service platforms and Al-driven insights empower customers and service
teams alike

Sustainability & Circular Economy
Servitization extends product lifecycles and reduces waste
Supports environmental goals by minimizing premature obsolescence.

Cultural & Organizational Transformation
Requires a shift from transactional to consultative roles in sales and service
Success depends on aligning strategy with enabling technologies.




Industry Examples on the New Trends to Servitization

Automotive Industrial
Manufacturing

From selling cars

to From selling products

deliver mobility s

deliver time of use
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Get the Roadmap done



Industry Reference Architecture Framework as the Foundation
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Roadmap Artefacts - Overview

Preparation & Scoping E:\*

Strategy Mapping @

Linking Customer strategies and objectives to
Value maps to identify and align value drivers
and initial scope

Target Intelligent Enterprise -@-

Architecture =

Sketch the IE strategy, Identify relevant
architecture scenarios and evaluate best fit
architecture

Transformation Roadmap $

|Propose initiatives, priorities and time to value,
Sketch the Intelligent Enterprise strategy and
roadmap

Business Capabhilities Heat %
mapping and Clustering

Transition Scenarios and  —-@
Evaluation ®--

Access and recommend best transition option
(costs, risks, benefits as well as business
appetite for change)

Fit to Standard
Solution Map

Final executive presentation and \.
next steps

Joint presentation of agreed findings, benefits
and addressed challenges at each phase of the
transformation roadmap




Enterprise Domain

[ O

Line of Business

(LoB)

Customer

Customer
Service

Marketing

Business Area

Customer
Service and
Support

Customer
Service Strategy
and Planning

Business
Capability

Solution
Capability

Customer
Service
Strategy
Management

<BC-name
(product
family 1/
product /
component)>

Customer
Service
Planning and

Forecasting
.

\

S

<BC-name
(product
family 2 /
product /
component)>

Software Product

Product 1

(mandatory to cover
BQ)

Product 2

(optional to cover BC)

Product 3

(mandatory to cover

BQ)

Product Feature
(planned)

—

Feature 1

Feature 2

Feature 3

Price List Item /
SKU

SKU 1

SKU 2

SKU 3
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SAPs Toolbox to realize CX



CX is an integral part of the SAP Business Suite




SAP CX is built for SAP customers

L

SAP CX
+

SAP ERP

=

360° view of the
customer across your
organization

Aligned data
models

Ease of
integration

Synchronized
End-to-End
Business Processes




CX portfolio built for scalability and extensibility, with Al
embedded

Marketing

Increase customer lifetime value with data-
driven personalization in real-time
via automated omnichannel journeys.

Service

Deliver cost savings via a real-time

service platform enhancing resolution
from predictive, automated, and agent- |
assisted interactions.

Commerce
Sales

Close more business, faster
with actionable insights and optimize
transactions with a deal prediction engine.

Drive consistently profitable commerce

outcomes with agility, across any business
model at scale.

e mm =

Connect the entire journey and maximize the lifetime value of every customer



@ » Commerce Cloud

Commerce

a Customer Data Cloud
a Customer Data Platform , :
Customer

Data K
» Service Cloud @ .\_/
="

a Field Service Management

a Sales Cloud

° (f\ » CPQ
» Subscription Billing

Sales w Commissions

n Emarsys

p=" m Marketing Cloud

Service Marketing



From discovery to advocacy, delivering a seamless journey

From DISCOVERY ﬁ

CAMPAIGN ENGAGEMENT LEAD OPPORTUNITY
On new customer as Customer registers, Is captured and Salesrepis
offers gives consent scored assigned

, ,

Sales-CPQ

CONTRACT QUOTE CREATION QUOTE CATALOG
Negotiates, Price, recommendation, Is requested by Customer guided
finalizes terms predictive customer configuration

7 A E / E Z oo E

Sales-DocuSign z
ﬂ_ﬁ oroiecia
SIGNATURE [sdes—spa | ORDER CONFIRMATION w INSTALLATION
Online, order Includes products, Product is delivered FSM 5/4 Product, technician
created services confirms
% -flg E % o:o

?,% SAP ERP Commerce & OMS ] Marketing ] ” Sales Service & ESM Customer Data ] O;O SAP Solutions ' ﬂ . Dataflow
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Al in CX.
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Connecting your data is critical to achieving your Al

aspirations

Commerce

Turn product data into engaging
content, at scale, to capture
customer interest, drive higher
conversion rates and deliver a
seamless buying journey

50% improvement of
eCommerce staff productivity

1.5% increase in online
conversion rate

1.5% increase in average order
value

=S

@
€

Sales

Unlock actionable insights from
sales interactions and efficiently
create personalized customer
engagement that boost deal closure
rates and foster long-term client
relationships

50% time saved in account planning

80% time saved in drafting email
responses for sales representatives

2.5% increase in lead conversion
rate

Service

Rapidly deliver tailored customer
support by automatically unifying
customer profiles, interaction
history, and service data for faster
resolution

25% improvement in service
agent productivity

10% increase in first-call
resolution rate

2% increase in cross-sell and up-
sell revenue

Marketing

Craft data-driven campaigns at
scale, automatically identifying
ideal target segments and
personalizing messages that
capture audience attention and
drive higher engagement

10% reduction in cost of email
marketing campaign creation

20% increased return on marketing
investments (ROMI)

68% boost in customer
engagement


https://platformx-d8bd51250.dispatcher.us2.hana.ondemand.com/protected/index.html#/ai-catalog/?category=pp.2
https://platformx-d8bd51250.dispatcher.us2.hana.ondemand.com/protected/index.html#/ai-catalog/?category=pp.2

Meeting your challenges requires a new era of
enterprise management

Systems of Al agents embedded into SAP applications and

fueled by context-rich business data will make businesses
unstoppable Systems of Al agents

Powered by accurate data from SAP and non-SAP
sources, SAP’s unrivaled Al agents deliver

a unique advantage in cross-function collaboration,
leveraging integrated data to enable smarter decisions

1011 and transformative outcomes
1011 A
1011 :
1011 ;
Transformational insights

By centralizing unmatched data from SAP and non-SAP sources into a unified
semantic layer, SAP unlocks insights, advanced analytics, and Al capabilities to
empower businesses to drive intelligent growth and innovation

AN
1
1
1
1
1

Transactional systems — ----~

For 50 years, SAP has connected and optimized core business processes with
unparalleled applications and technology platforms, generating semantically-
rich data that powers the world economy



Realizing our vision by bringing together applications, data, and Al

SAP brings all components together to lead the way into the next era of enterprise management

SAP applications

powered by SAP Business
Technology Platform

Financial
management

Supply chain
management

Human capital
management

e

Spend
management

Customer
experience

Non-SAP applications

with structured and
unstructured data

Unrivaled
Al

Al embedded in
business processes

Unmatched
Data

100% accurate and secure
business data

Unparalleled
Applications

Integrated Suite across SAP
& non-SAP apps



SAP Business Al

Joule

as the new super orchestrator across end-to-end processes

S T .

CX agents Analytics agents Finance agents
Q 94 —J

Supply chain agents HR agents Spend agents




Let’s build with Joule Studio

Facilitate seamless, low-code customizations and build Joule Skills and powerful Al Agents

WJoulestudio Qa Q Q2 .

l@ Home
@ Agents
A skils
4" Models
°
8 o Build a Joule Agent
S Integrations
o e perfect for the job
e Create Agent
Service Classification
Q&A Agent
Agent ) By SAP - Customer Experience
By SAP - Customer Experience
@ Help

Enhance customer service with Al that routes cases as intelligently

Accelerate sales and service responses with Al that automatically
as vniir hest service exnert This agent availahle in the CX Al

connects auestinng ta answers This agent _availahle in the CX Al

Joule Skills Pl Al Agents

Extend Joule

Build your own

© 2025SAP SEor an SAP affiliate company. Allrights reserved.| PUBLIC



Sales

Collection Specialist

Alejandro

Identify high-risk accounts and

optimize collection strategies

SAP S/4AHANA Cloud Private Edition,
Al-assisted behavioral insights for contract accounting

3.5% reduction
in days sales outstanding (DSO).

Without Al With Al Created value
50 48.3 Annual benefits of
Days Sales Outstanding. Days Sales Outstanding. up to €417k*

Available now

< w Explore At-Risk Customer v

Agresenius

Customer Status: Live (E0029)

Customer Pulse Related Risks Events

standard1®™ v  Search

Late Fayment

Risk Score Range: High

~HS

Time Period: Contract Account Category:

Last 6 Years @

m

800k

Debt

Subaccount ID:

Event Category:

Learn more

Period Key:

a P ® Q

@~

@ Hide Filter Bar  Filters (1)

Hidelcons Q @

High Debt

600k

400k

200k

Jan 2019

@ Influencing Event ) Payment Against Current Due (7 Tax Filing

* Numbers assumed for Consumer Products company, €1bn in revenue and 2,000 employees | Annual benefits result from one or mor e value drivers | Source: SAP Value Management

& Late Payment Penalty

Jan 2020

Interest Document Posted

Jan 2021

2 Late Submission

Jan 2022

® No Clearing Posted

© 2025SAP SEor an SAP affiliate company. Allrights reserved.| PUBLIC


https://discovery-center.cloud.sap/ai-feature/7c97317c-5b65-48d4-9288-540f6aca8e8d/
https://discovery-center.cloud.sap/ai-feature/9b9439fc-3681-446c-989e-2540e2897331/
https://discovery-center.cloud.sap/index.html#/ai-feature/e3e00a83-6fc7-4ec4-9763-5d62f942e193/
https://discovery-center.cloud.sap/ai-feature/84324196-d27c-419b-ab13-10bfd6deddb8/
https://discovery-center.cloud.sap/index.html#/ai-feature/e3e00a83-6fc7-4ec4-9763-5d62f942e193/
https://discovery-center.cloud.sap/ai-feature/9b9439fc-3681-446c-989e-2540e2897331/

Sales

Account Executive ]
Available now Learn more

Levon

= [N sates cloud Q search everything Y > LB @ 6 % E@ ]

@ Home O, Guided Selling CX Al Toolkit & O

I _ . . . . . _—
U n de rsta n d e a c h c u sto m e rs My Opportunities Account Close Date Sales Cycle Sales Phase Status B ‘ 09 7 roun - —

Intelligent Q&A Smart Actions Al Tools

H ° - Opportunities (1497)  General Opportunity v aQ + ¢
ourney and make aecisions x
Facility Manager
Identify Opportuni 1389 Qualify Opportuni 27 Develop Value Proposition 2z Quotation 12 Decision 12
. fy Opp y fy Opp v P P $50,000 8 $450,000
SAP CX Al TOOIklt, LastOrder  Total Order  Total Spend
AI a SSI Sted I ntel | Ige nt C USto m e r prOfIIe testChanges Test Opp Balaji 1 sharadopptestdfgs... Opp Activities New... a opp-test1674686 Summary Details Segments
55389 « OPEN 55237 « OPEN 71058 « IN PROCESS 68176 * IN PROCESS 50415 « INPROCI Mike Ross is the Facility Manager at Acme Corp.
N R He has placed a total of 8 orders in the past year.
& extMETER_95694... & Kixo @ 1 FcKaiserslaute... & AHT Japan & Account Te s of now, Mike has 1 open case thats currently
May 1, 2013 « — o May 15, 2023 » ALL 43 ° May 1, 2013 - AED 9 0 — « £1,000 o Nov 15, 2023 « — being addressed by our customer support team.
His total sales with our company amount to
$450,000.

o Ll
10 /o I n c re a s e Mike is responsible for the security and upkeep
dell-not high risk opp Test External Sales ... a test57UPD m hjh m RH 17.2.23 - 12:0 of Acme Corp’s buildings, grounds, and
equipment. Mike is qualified to participate in our

H | t ff d t‘ 't 97469 + IN PROCESS 70721+ INPROCESS 96899 + OPEN 70205 « OPEN 69199 « INPROCI oy Cust eciation gathering,
In Sa es S a pro uc IVI y on & Dell .:“‘31‘. AN090922_1 & Costco Wholesale e Silverstar Wholes... c Silverstar L [

E57 SAP Customer Data Platform
Mar 22, 2024 * $1,500 (] Aug 6, 2023 + $0 (] Feb7, 2024 + — o Mar 1, 2023 « €0 ° Nov 15, 2023 « —

customer research. Check on my order staus?

& Email Insight | Nov 24, 2023

jan 21 m edsdsdsd a task 2306w m Test Leadichange6 m asasas The email is requesting an update on the order

status and inquiring about any Q4 deals for

71185 = IN PROCESS 54858 « OPEN 66985 « IN PROCESS 69648 « WON 54855 « INPROCI adding new seats to Acme Corp.
A Kixo A DealerB & ext METER_95694... A Stern & Sohn Logi... & DealerB
Jan 22, 2024 = $99,990 ® May 10, 2023 » — [] Jul 3, 2023 » $1,000 (] Jan 5, 2024 » €0 [] May 8, 2023 « $1 > 2 smart actions and 1 SAP record d...

Deborah McGee x
opp-11 e 1309 a Test Lead169 m YT20191128 hc m testChanges IT Manager

i 98964+ open 95224 - (eam 70038 « (RPROCESS 66990 » QHEEOCEES 71002 » (mMPROCI Technical Review
i With Al '
WithoutAl Created & JustDial & HellooO0O0O & Stern & Sohn Logi... 8 Kixo & Account Te B Meeting Insight | Nov 24, 2023
- - - - The maatina dicriiccad the miaratinn of the
15 minutes 13.5 minutes Annual benefits of
of sales representative’s of sales representative’s time up to €158k*
time spent researching spent researching customer
customer profiles per day profiles per day

* Numbers assumed for Consumer Products company, €1bn in revenue and 2,000 employees | Annual benefits result from one or mor e value drivers | Source: SAP Value Management © 2025SAP SEor an SAP affiliate company. Allrights reserved.| PUBLIC


https://discovery-center.cloud.sap/ai-feature/7c97317c-5b65-48d4-9288-540f6aca8e8d/
https://discovery-center.cloud.sap/ai-feature/7c97317c-5b65-48d4-9288-540f6aca8e8d/
https://discovery-center.cloud.sap/ai-feature/7c97317c-5b65-48d4-9288-540f6aca8e8d/
https://discovery-center.cloud.sap/ai-feature/84324196-d27c-419b-ab13-10bfd6deddb8/
https://discovery-center.cloud.sap/ai-feature/7c97317c-5b65-48d4-9288-540f6aca8e8d/
https://discovery-center.cloud.sap/ai-feature/d37ca55c-2e9a-4ab6-a225-31d2f0760fd5/

Outlook combined with CX

Smart actions

CX Al Toolkit

Tuesday, Sep 9
Good afternoon, Jonn Tholstrup

nmad i telefonHu

An invitation has been sent for a breakfast meeting focused on
creating business value with Al, featuring Rasmus Raundahl from
LogicNodes. The event is scheduled for September 18, 2025,
from 8:00 to 9:30 AM, with breakfast available from 7:45 AM.
Attendees will learn about different levels of Al, practical
examples, and receive a guide for executives. Registration is
required by September 17, 2025, at 2:00 PM, and the event is
free of charge.

My Opportunities My Cases by Priority

My Leads Summary
A A—

= ® ]

Create Case Create Lead Create
Appointm.

7 smart actions detected

A SE—— Action

@ Eg ®r Digital Selling Dashboard

Messages My Upcoming Activities Action

Create Create Visit Create
Opportun... Sales Orde e remember our New campa B 9Sep 2025 mini-
Action

Campaign Info

Action

Action
Pipeline Manager My Task... Today v &z No Activities Available




Agent with skills

91
(@ Home adiator broken

v Information Gathering *

Case C & - Pearls

Radiator broken
191

Customer Complaint

v Troubleshooting

@ complete And Classify * ©

on the

General Related Entities Changes

Interactions v  Entities v  Date Range v

Case Type
PF Mainte... 2/2712025, ... Timeline
Account Changed On
Status Priority
]
Category

Service Level

Case Status changed to Completed: 191 | Radiator broken

/ | Febru

Notes added by Tuomas Halttunen: 191 | Radiator broken

Case Status changed to Approved: 191 | Radiator broken

Case Status changed to In Process: 191 | Radiator broken

Case created: 191 | Radiator broken

Step 2 of 2 ®@

|+ Create | = o2

Screenshot

CX Al Toolkit

Intelligent Q&A

<

>

Smart Actions Al Tools

Create Knowledge Base Article
Inputs

Knowledge Base Article - 191 - Radiator broken

®
Knowledge Base

Article: Radiator
Broken Ticket

Summary: This article outlines the details of a
customer service ticket regarding a broken
radiator. The ticket was classified as urgent and
was successfully resolved by replacing the
radiator.

Issue:

« The customer reported a broken radiator.
« The case was categorized as a customer
complaint with an urgent priority.

Resolution:

« The radiator was approved for
replacement

+ The case status was updated to
“"Completed" after the replacement was
carried out.




Mail 2 Order

Process as/is To/Be

RFQ handled in
mailbox

Al Agent detects RFQ
immediately in mailbox

Data captured
by person

==
=
-
-
==

Al Agent captures and
validates data automatically

Quote created

manually in ERP * Improved user expierence

» Faster order execution
» Sales and Supply chain teams can focus
on value adding tasks

+ Bad user expierence
« Emors, delays, lost opportunities _
Manual ATP « Sales and Supply chain teams inefficient Quote created in S4/ERP

Check within seconds

Pricelist check

Al Agent apply correct pricing,
discounts and ATP Check

Many emails for
clarification

Customer receives accurate
Order created
in ERP

guote instantly
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Common pitfalls do’s and Don't.



Common pitfalls do’s and Don’t.

Sales Pipeline

Simplified, Two-Factor Forecasting
(lllustrative)

* Have a Clear Vision for CX

* Good vendor marketing versus strategy e

* Think frontline not Backoffice et

* Have a 18 month Rolling roadmap

* Do not forget Change management
Gartner

e Understand the sales process End2End

e Understand the Buying journey -Sales funnel versus Buyer

* Waterfall versus Agile delivery

 Listen to your “customers” take the temperature

* Get data foundation in place to utilize Al




Questions

Jonn Tholstrup-Bendtsen +4541989867
Jonn.tholstrup@pearigroup .dk

40
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Your Business. Next Level.
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