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80%

of CEOs believe they
are delivering a
superior customer
experience
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CUSTOVER BVALOYEE PRODUCT BRAND



Across industries, successful projects for optimizing the customer experience typically achieve
revenue growth of 5-10% and cost reductions of 15-25% within in just two or three years,

- McKinsey & Company
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The Touchpoints or “moments of truth”
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The Qualtrics XM advantage

+ Most powerful XM and research platform on the planet
Most advanced technology

latf iQ Predictive Intelligence engine
platform

+ Enterprise-grade security, integrations & admin-experience

+ Comprehensive suite of white-glove service offered in a flexible services model

End-to-end support &

. Best practices, training and solutions for customers across all industries
expertise

+ Award Winning 24/7 Support

+ Trusted by 10,000 customers including 75% of F500

Proven track record + Awards from Forrester, G2Crowd, TrustRadius, The Temkin group, Fast Company

+ Thought leader on next-generation experience research



Together, Powering the
Experience Economy

A

Pioneering the new category of Fusing intelligence across the deepest
Experience Management (XM) to and broadest suite of business

transform brands, customers, applications seamlessly integrated on
employees and products the most data rich architecture

qualtrics SAP4

Y | qualtrics 3



Fusing Xand O
to Power and
Transform the
Experience
Economy

u:' ;
——

qualtrics

EXPERIENCE MANAGEMENT

X

axpenance

DATA

2 92929

Qustomer Lrployee
Experionce Exporience

DATA MANAGEMENT

HFroouct
Experience

CIoudPlathfm | DataManagement | AI

@mg

operational

DATA

HCM

Brand
Experionce

Mvwr rrwerd

experience
touchpoints run on
Qualtrics

of the world’s
transactions across
25 industries touch
SAP systems



