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Greater competition and growing consumer 
power have eroded traditional product- and 

service-based differentiation, forcing firms to 
seek new, more durable forms of competitive 
advantage. Many business and IT leaders see 

the customer experience as a sustainable 
source of competitive differentiation.

Source: "Customer Experience Is the New Competitive Battlefield ", Gartner 2017
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Customer Engagement & Commerce enabled by SAP® Hybris 

Introduction
The way in which today’s customers buy products and services and 
interact with businesses has changed tremendously. 
 • Using social, digital, and mobile technologies they gather the 

information they need to make better purchasing choices and 
therefore often skip a big part of the traditional buying that relied on 
interaction with sales professionals. 

 • They expect companies to provide the flexibility to make purchases 
through multiple channels (web, mobile, in-store) and they expect 
consistent experiences with seamless handovers. 

 • With the huge amount of alternatives just one click away, they are 
more tempted than ever to switch products or providers whenever 
they are not getting the experience or service they expect. 

 • Personalised and contextual information and marketing campaigns 
through the right channel is the way to reach today’s customer 
effectively.   

That is why in today’s digital economy companies need to look for 
new or improved ways to attract and retain the new generation of 
customers. Companies that fail to do so will face difficult times ahead.
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The challenges

Understanding the 
customer journey

Customer interactions have become more 
complex with the increased number of 
touchpoints through multiple channels, 
putting more stress on the pre- and post-
sales processes. Customers of today make 
the majority of their purchasing decisions 
long before they engage for the first time 
with a vendor. They perform product and 
service research themselves and use social 
media communities to get the information 
they require. These same communities 
provide them also a place to share their 
experiences and thoughts, making it crucial 
for customers to receive exceptional post-
sales service. 

Therefore, it is essential for companies 
to obtain a sound understanding of the 
customer journey. This implies having 
a true 360° view on the customer with 
data that is not only a result of historical 
business transaction but extended with 
data coming from new data sources such 
as: number of clicks, page visits, marketing 
campaign responses and conversion 
rates, social media posts and interaction 
rates across different channels. Only then, 
companies can:

 • deliver personalised content that is 
relevant to the customer in the moment

 • pro-actively engage during the pre-sales 
process

 • understand the customer sentiment and 
satisfaction level and act upon it if and 
when required

The key in understanding your customers’ 
journeys is to acquire the right data, 
interpret it, and use it.

Delivering omni-
channel experience

In today’s world, customers are engaging 
with organisations through various 
channels, including the web, e-mail, 
mobile devices, phone, online chat, 
social networks, sales force and store 
staff. Organisations that aim to deliver 
a successful omni-channel customer 
experience have to go beyond simply 
existing on multiple channels. Designing 
the most appropriate experience on each 
channel based on the customer’s journey 
is vital: 

 • Consistent: Whether customers are 
buying products on a desktop, tablet or 
mobile phone, they expect the look and 
feel, core features, core information and 
workflows to be consistent.

 • Seamless: The handover of a buying 
process between channels needs to 
be one without hurdles. Consider the 
process of a flight reservation where you 
do the check-in online on your desktop, 
send the boarding pass to your mobile 
phone and scan your boarding pass at 
the airport. 

 • Contextual: Understanding why and 
when people use a certain device or 
channel allows companies to think about 
the functionalities and features making 
the experience for the customer on that 
channel exceptional. 

 • Collaborative: Enriching the customer 
journey by offering collaboration 
platforms such as community pages 
and live chat or voice interaction with a 
service operator.

Continuous  
customer service

The general idea where call centers 
and customer service departments are 
there for the traditional order entry and 
complaints handling is outdated. Customer 
service starts at the beginning of the 
buying process.

Companies need to transform these 
centers into customer engagement centers 
that offer the combination of unassisted 
service such as an online self-service, a 
knowledge base and community support 
as well as assisted services providing 
(video) chat, ticket service, call back and 
social channels. 
    

Transition to new 
business models

Another way for companies to increase 
customer engagement and retention with 
the ultimate goal to secure a constant 
revenue stream is to move into new 
business models. Today, more and more 
companies are moving from product based 
selling to subscription based selling, even 
outside of the typical subscription-based 
industries such as telecommunications. 
Besides generating a constant revenue, 
subscription-based models allow to 
continuously receive data on how 
customers are using products and / or 
services, enabling companies to use 
that data and generate insights and spot 
potential new opportunities.
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53 % of the 
customers abandon  
a purchase if they 
can’t find quick 
answers to their 
questions

Source: Forrester 2016

53 % of the customers 
abandon a purchase if they 
can’t find quick answers to 
their questions

Source: Forrester 2016
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The solution

Having the right technology in place to provide differential customer experience 
should be a key priority for enterprises. The SAP® Hybris Customer Engagement 
& Commerce suite offers tailored solutions for e-commerce, marketing, (pre-)sales, 
customer service and subscriptions & usage-based billing. 

Commerce

SAP Hybris Commerce is the market leading solution for 
e-commerce that offers robust support for B2B and B2C business 
models. 
 
The solution is tailored around a strong product content 
management module that is tightly integrated with the customer 
experience (CX) web content management module. It offers out-
of-the-box commerce functionalities such as cart & checkout, 
search & navigation, vouchers & promotions, product bundling & 
subscriptions and payment service provider integration and offers 
industry-specific accelerators for B2C, B2B, Financial services, 
Telco, Travel and China. 

SAP Hybris offers out-of-the-box channel solutions such as 
a customer service module, mobile module & mobile app 
development module as well as an in-store module, which offers an 
application that runs on tablet devices.
For companies that do not have an ERP system to perform the 
order fulfilment process steps, the SAP Hybris Commerce solution 
can be complemented with order management services (OMS) for 
order fulfilment functionalities such as 
sourcing, inventory management, pick, pack and ship. 

The core platform foresees all required functionalities such as 
caching & persisting, security mechanisms, internationalisation, 
impex and a strong search engine through Apache Solr. The 
platform is very flexible which makes it easy to integrate and easy 
to extend with own services.

Marketing

SAP Hybris Marketing supports the end-to-end marketing process 
starting from building a real-time contextual profile that can 
be analysed and leveraged to drive 1:1 personalised customer 
engagements across all channels and touch points. The solution 
runs on HANA to deliver a high performant solution and make use 
of predictive capabilities to anticipate customer behavior.
 
The central component is Data Management, which allows doing 
consumer and customer profiling by gathering, merging, matching 
and enriching customer data from multiple channels into a 
“golden” customer record. With the real-time customer data at 
hand, marketers can perform fast and high-volume segmentation 
to accurately target customers and create individualised and 
contextual marketing campaigns that can be tailored to be multi-
channel and trigger-based depending on the customer’s actions. 
Campaigns can then be tracked in terms of their success. 
When integrated with SAP Hybris Commerce, real-time clickstream 
data can be captured to enrich the customer profile. In the other 
direction web shops can be personalised based on customer 
segmentation or product recommendations coming from 
Marketing

Other key functionalities of the solution are Resource 
Management, Lead management, Loyalty Management and 
Marketing analytics.
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Sales

The SAP Hybris Sales Cloud is a comprehensive sales force 
automation solution offering out-of-the-box functionalities for 
account & territory management, lead & opportunity management, 
visit management and quote & order management.
 
The solution puts a strong focus on the user experience for sales 
professionals with on the one hand the graphical and customisable 
Fiori-like user interface and on the other hand mobility. It comes 
with embedded mobile apps that support the before mentioned 
processes, even in an offline mode, and offers a business card 
scanner.

Embedded analytics give sales professionals fast access to real-
time customer information, key figures, KPI’s and dashboards 
with a built-in excel add-on to use excel features directly in the 
application.

Pre-built integrations are available to SAP ERP and SAP S/4HANA 
for the order fulfilment processes, to SAP CRM when adopting a 
hybrid CRM approach, and to SAP JAM for sales force collaboration. 
Next to that, the solution supports groupware integration such as 
MS Outlook, Gmail and Lotus Notes. Recently SAP also announced 
the integration with InsideView to deliver real-time news feeds into 
Sales Cloud.

Service

With the SAP Hybris service portfolio, SAP targets to provide an 
end-to-end service offering throughout the customer journey.

SAP Hybris offers an advanced call center solution called SAP 
Hybris Service Engagement Center to support customers through 
multiple channels: phone, chat, and video. Agents can help 
customers in their buying journey by switching to assisted mode 
and create or complete sales orders via the built-in integration 
with SAP Hybris Commerce, SAP ERP and SAP S/4HANA.. 
Additionally, customers benefit from powerful ticket management 
functionalities to route and solve customer tickets from different 
channels including social media. The solution is built on top of 
SAP’s YaaS microservices platform.

Next to the call center solution, SAP JAM can be used as a 
self-service solution to create customer communities to allow 
customers to find and share answers and which can also serve 
as a knowledge base for service agents to provide rapid feedback 
to customer issues. As an add-on to the SAP Hybris Service 
Engagement Center (see below), customers have the possibility to 
create and track their own service tickets. 
 
Finally, the SAP Hybris Service Cloud field service solution allows 
companies to manage field service engagements, from work orders 
and service-level agreements to contracts, warranties, and service 
parts, fully integrated with SAP ERP and SAP S/4HANA.
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Subscriptions & usage-based billing

For the complex and high volume service consumption businesses 
that we typically find back in the telecommunications sector, SAP 
Hybris Billing, formerly known as Billing & Revenue Innovation 
Management (BRIM), provides a solution to optimise the billing 
& invoicing process, manage receivables & payables, royalties, 
commissions and provide support for financial customer care. It 
offers flexibility in pricing calculations and convergent charging 
based on dynamic or customer-specific criteria, such as volume, 
time and bandwidth. 

The core components of the SAP Hybris Billing solution are SAP 
CRM for contract management, SAP Convergent Charging (CC) for 
pricing & charging of services, Convergent Mediation (CM) for data 
consolidation and transformation and Convergent Invoicing (CI) as 
part of SAP ECC Contracts Accounts Receivable and Payable (FI-CA) 
for customer invoicing . When deploying the solution on SAPS/4 
HANA, contract management can be done directly in S/4HANA and 
the SAP CRM component is not required anymore.

Very recently, SAP announced the introduction of a new solution 
called SAP Hybris Revenue Cloud, a quote-to-cash solution 
focusing on subscription and usage-based business models for 
companies that want to enter the new subscription based business 
models. The solution offers out-of-the-box functionalities for 
Configuring, Pricing and Quoting (CPQ) of subscription offers, Order 
Management features and usage-based billing, all integrated with 
the SAP Hybris Commerce solution to allow customers to configure 
products, request quotations, place orders and get real-time 
billing information based on actual usage. Revenue Cloud is a SaaS 
product built on the YaaS platform, which makes it extendable and 
scalable.
  

Integrated eco-system

The real power of the solutions and the real differentiator comes 
when bringing these solutions together. SAP has ensured out-of-
the-box integrations between the solutions that are continuously 
developed at a fast pace. On top of that customers can easily 
perform extensions themselves through flexible integration tools 
such as Hana Cloud Integration (HCI), Datahub and Data Services 
(DS).
 
Besides out-of-the-box integrations between the SAP Hybris 
solutions, other out-of-the-box integrations include:

 • SAP S/4 HANA, SAP ERP for order fulfillment
 • SAP CRM for contract management and order fulfillment
 • SAP JAM serving as a social platform for collaboration and for 
workflow management 

 • SAP Digital Asset Management by OpenText to store digital 
assets such as images and videos

 • SAP Hybris Digital Document Management by OpenText for 
advanced document and report generation 

 • YaaS Loyalty Management for loyalty programs
 • SAP CPQ in combination with SAP Hybris Commerce, SAP ERP & 
S/4HANA, SAP CRM and SAP Hybris Billing (roadmap) for complex 
product configuration and related pricing. 

Additionally, SAP has introduced Hybris-as-a-service (YaaS), a micro-
service cloud platform that allows SAP, SAP partners and customers 
to build additional services in an agile way. Instead of developing 
functionalities themselves, companies can subscribe to the services 
they need and combine them with their own systems to create 
engaging products that are easy to update and improve. YaaS offers 
companies agility and speed in a fast changing digital world.  
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At Deloitte we operate at a sweet spot. We combine strategy, digital and technology services, allowing us to help our customers in all 
dimensions of a customer engagement transformation.
 
Deloitte is a SAP Hybris “Global Strategic Partner” and has received the “SAP® Hybris® 2017 Partner of the Year” Award for the Americas. 
We have extensive experience in delivering customer engagement projects enabled by SAP Hybris solutions across the globe. With our 
strong SAP footprint we also ensure smooth integration between the SAP Hybris solutions and the SAP ERP, S/4 HANA and CRM systems. 

Working with Deloitte to smooth the path of the customer’s digital journey can help you move closer to results that matter for your 
business— and help make your digital transformation count.
 
 •  Improved customer experience that enhances customer service, fosters greater loyalty, and helps you win and retain customers.
 • New strength for your brand and a boost to ROI in markets that matter most to your business.
 •  A lower total cost of IT ownership, more efficient use of resources, and elimination of redundancies.
 • Growth in sales opportunities and new markets as you unlock insights along the customer journey.

How we can help
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