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Disclaimer

The information in this presentation is confidential and proprietary to SAP and may not be disclosed without the permission of SAP.

Except for your obligation to protect confidential information, this presentation is not subject to your license agreement or any other service
or subscription agreement with SAP. SAP has no obligation to pursue any course of business outlined in this presentation or any related
document, or to develop or release any functionality mentioned therein.

This presentation, or any related document and SAP's strategy and possible future developments, products and or platforms directions and
functionality are all subject to change and may be changed by SAP at any time for any reason without notice. The information in this
presentation is not a commitment, promise or legal obligation to deliver any material, code or functionality. This presentation is provided
without a warranty of any kind, either express or implied, including but not limited to, the implied warranties of merchantability, fithess for a
particular purpose, or non-infringement. This presentation is for informational purposes and may not be incorporated into a contract. SAP
assumes no responsibility for errors or omissions in this presentation, except if such damages were caused by SAP’s intentional or gross
negligence.

All forward-looking statements are subject to various risks and uncertainties that could cause actual results to differ materially from
expectations. Readers are cautioned not to place undue reliance on these forward-looking statements, which speak only as of their dates,
and they should not be relied upon in making purchasing decisions.
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Demo - SAP Analytics Cloud

$=  Overview -Boardroom | Detail | Context | Context-Profitand Loss | Context-DSO DPO
Analytics Cloud content
Business Area Earnings Expenses Net Profit Margin Gross Profit Margin
= Al 2018 YTD | in Million USD 2018 YTD | in Million USD 2018 ( APrevious Year) YTD 2018 ( APrevious Year) YTD

2 Unesigns 578.52 216.68 42.62% (+3.19) 70.64% (-1.97)

v! Business Unit A

| R Profit and Loss Statement Net Profit Margin
Business Unit C in Million USD S 2017 S 5018 Ratio, in Million USD
Profit Center > Sales revenue 920.73 681.59
S Q > Sales deductions 142.62 130.16
vi All N 236.94
> Changes in inventory -0.53 -0.49
vi 1
> Other operating gains 3157 27.09 Y @ o2 v
vi 2
> Material expenses 21319 161.92 I
v
3 o ) Q1 Q2 Q3 Q4 Q1 Gross revenue
> Depreciation 157 ) S
7l 4 2017 2018 236.94 Million
7 5 > Other operating expenses 108.46 52.82 . '
Gross revenue @ Net Profit Margin Hme 201803
71 6 A Profit and loss statement
vi 38
o 35 Earnings and Expenses Gross Profit Margin
in Million USD Ratio, in Million USD
<] 40 212zE7 +117.48 +110.83 +114.72 312273 +120.69 @ & g L o P g
e 72.58% 72.67% 72.56% 72.60% 70.60% 70.70% 70.61%
- ‘ ’
vl 42 A Expenses U |
vl 43
142.81 144.75 143.10 Sevise 136.94 135.39
204.47 206.58 204.46 ST 207.44 204.09 117.18
167.00
78.02 e 588 75.70 80.82 79.50
B N & BN
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q1 Q2 Q3 Q4 Q1 Q2 Q3
2017 2018 2017 2018
Earnings Ml Expenses Gross Profit -~ Gross Profit Margin

Finance_Demo | Finance Overview w



Demo - SAP Analytics Cloud Smart Insight

Explorer

Measures oo Version Qoo % Q  ecc  Business Area Q e Company Code Q eec  Cost Center Q, #e=  Country Q Smart Insights

> Chart of Accounts Actual > (all) Unassigned ACME Western EU SE Unassigned Brazil
Earnings Forecast Business Unit A ACME China Ltd. Canada What are the top contributors to Gross
Expenses Plan Business Unit B ACME APJ Ltd. France revenue in Time [2018’03]7
Net PM 2016 Simulation Business Unit C ACME NA Corp. United Kingdom
Net PM 2017 ACME LA Corp. India A is the top Customer Group contributor, 207% above average.
Change from previou... Japan
Gross PM 2015 Venezuela L .

Industrial is the top Segment contributor, 111% above average.

Gross PM 2016 China
Change from previou... Germany

GrossPM2016 United States ACME Western EU SE is the top Company Code contributor,
101% above average.
C i~ Combination Column & Line oo0 EMEA is the top Region contributor, 61% above average.
Net Profit Margin
Ratio, in Million USD in Million

44.11% A

41.28% 40.86% 41.07%
Rl 38.21% i *
35M

181.67

232.88 235.80 233.26 239.68 236.94
218.79
204.97

Q1
2017 2018

[ Gross revenue  -@ Net Profit Margin

Explore Chart Done




Demo - SAP Analytics Cloud

Budget Simulation

> 2017 > 2018 v 2019 s 01
Actual * Budget * Actual* Budget * Actual* Budget* Actual * Budget *
—_ —_ _ —_
v Net income (loss) 9,911,092.58 10,502,505.31 9,704,439.69 9,176,079.29  3,389,643.02 2,284,746.95 2,560,750.64 2,284,746.95
v Profit (loss) from continuing operations 9,997,995.01 10,593,895.22 9,865,161.84 9,344,348.27 3,443,851.88 2,322547.67 2,601,703.44 2,322,547.67
v Profit (loss) before tax 11,911,613.61 12,590,715.82 12,697,918.18 12,329,298.44  4,434,705.33  2,983,925.09 3,350,256.78  2,983,925.09
v Operating profit 10,717,620.13 11,308,554.70 10,829,547.74 10,381,461.08  3,808,684.45 2,534,006.39 2,877,321.03  2,534,006.39
v Gross profit 12,183,651.41 12,999,653.05 13,823,592.96 13,406,507.07 4,732,540.53 3,176,005.39 3,575,260.32 3,176,005.39
> Revenues 42,673,823.41 44,450,646.57 68,445,645.88 71,802,653.22 22,723,813.38 16,778,585.36 17,167,005.29 16,778,585.36
> Cost of sales 20,691,246.27 21,199,235.95 36,518,173.25 39,300,469.15 11,995944.84 9,124,538.82 9,062,495.15 9,124,538.82 2,
Advertising & Promotion 7,180,252.04 7,523,139.71 13,736,566.03 14,502,906.74 4)508,968.93 3,409,215.13  3,406,360.20  3,409,215.13 |
Trade Promotion Costs 2,618,673.69 2,728,617.86 4,367,313.64 4592,770.26  1,486,359.08 1,068,826.02 1,122,889.62 1,068,826.02
> Other income 2,416,849.97 2,524,085.46 4,801,951.15 5,014,426.10 1,577,362.98 1,177,936.04 1,191,639.72 1,177,936.04
> Other expenses 3,957,594.72  4,285,515.17 7,906,542.33  8,121,908.88 2)578,619.65 1,844,044.09 1,948,052.31 1,844,044.09
> Other gains (losses) 74,713.47 70,331.36 110,545.96 82,436.79 77,400.59 24,109.05 58,473.30 24,109.05
> Financial result 1,132,915.58 1,216,504.29 1,693,299.90 1,772,129.74 560,463.26 407,330.46 423,409.38 407,330.46
Share of P&L of associates and JV accounted for using EM 61,077.90 65,656.83 175,070.54 175,707.62 65,557.62 42,588.25 49,526.37 42,588.25 .
> Tax 1,913,618.60 1,996,820.60 2,832,756.34 2,984,950.17 990,853.45 661,377.42 748,553.34 661,377.42
Profit (loss) from discontinued operations 86,902.43 91,389.91 160,722.15 168,268.98 54,208.86 37,800.72 40,952.80 37,800.72
Operating Profit % 23.23% 23.63 % 14.18 % 12.78 % 14.92 % 13.62 % 14.92 % 13.62 %
Cost of sales, Revenues per Time for Budget
| @ | " | A Forecast
Revenues  -®- Cost of sales
IM 3M 6M YTD 1Y Al
5,900889.56 g gog 200,91 o 593052281 598900436 604108454 o165 550486449 584443893  5823,206.56 6,002,701.74 sas219601  636se2 BT
SELTEL 3415870.7 328571335 31442675 301 3983,478.89 (29917288 301242387 (303513776 2,955,1328978,068.15

Profit and Loss Value Driver Tree
Budget | HKD

Met income (loss)
1050250531 9,176,079.20
2017 018

2,284,746.95

2019

Profit (1oss) from continuing aperations

9,344,34827
2018

2322

Profit (loss) from discontinued operations

91,380.91
2017

158,268.98

2018

37,800.72
2019

%

2,500,71582  12,32¢
2017

Tax

1906582060 298¢
2017




Demo - SAP Analytics Cloud

~ File Insert Tools Display More

story [P a2 Designe Controls View
. o “.Qﬂ Smart Discovery

Data Source

SUGHK2019_Sales_Demo_1052215 s

v Discovery Settings

I want to know more about

Revenue )

N
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U
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> Advanced Options

Run a Smart Discovery!

Gain insights on the information that matters most to you. With
Smart Discovery, it only takes us a few seconds to help you know
more about your data.

m Cancel




Demo - SAP Analytics Cloud

Overview of Revenue Key Influencers Unexpected Values Simulation
Overview of Revenue
Summary of Revenue Analyze the distribution of Revenue to see the record frequency. Explore more insights
| & |
« Discover the key influencers of Revenue
1,242 » Explore the unexpected values for Revenue
« Simulate Revenue from key influencers
764
322,307,208.00 (-3,830,667.43 676 o
Actuals, Revenue - Forecast, Revenue 506
157 A7 204 s o
7 19 56 47 17 5
5,000
10,112.00
225,895.00 Revenue
Analyze how Revenue has been trending over time. Analyze the Revenue, Actuals-Forecast variance by Date.
@ | " | 7 Forecast ICHIRN
+7,550,386.00 +11,399,429.57
M 3M &M YTD 1Y Al Actuals - Forecast
-22,780,483.00
M Actual Forecast
9,248,781 9,353,753 9,311,042 9,370,604
8,136,642 8,303,466
7.750,740 101,239,201.00 118,806,443.00 125,042,047.00
6,863,932
¥ The Revenue for 2018+Forecast is the top contributor, 16% above the average. The Revenue variation was driven
significantly by Length of Sales Cycle, 1 Year.
Compare the Revenue by Customer Segment and Product Type. Identify the association between No of Customer Meetings and Revenue by Country.
® ®
Fortune500 Enterprise SMB
Revenue
On-Premise Cloud On-Premise
83,025,315.00 64,729,667.00 59,007,975.00 [ | 75,000,000.00 .




Demo - SAP Analytics Cloud Smart Discovery

Overview of Revenue Key Influencers v Unexpected Values

What are the key influencers for Revenue?

Simulation

Q | 2019/04/16 11:45:43 | Very High Quality (5/5)
Customer Segment

No of Customer Meetings
Customer Status

Length of Sales Cycle
Contract Level

No of Contacts

Customer Category

Product Name

Country

We found 9 key influencers for Revenue and have highlighted the top 3:

How does Customer Segment influence Revenue?

Summary

The predictive algorithm driving Smart Discovery identified 9 columns as key influencers of Revenue. These key influencers are
the dimensions or measures within SUGHK2019_Sales_Demo_1052215 that impact Revenue the most. Customer Segment has
the highest influence, followed by No of Customer Meetings.

Insight Quality - Very High Quality (5/5)
After analyzing SUGHK2019_Sales_Demo_1052215 for potential key influencers, the underlying predictive model indicates very
high confidence in these influencers.

®

Enterprise

Fortune500

56,350.57

Compare the Average Revenue of each Customer Segment.

121,910.05

Analyze the record frequency by Revenue to see the difference in distribution per Customer Segment.

in Thousand | # | 16 Bins

1,242

Enterprise [ Fortune500 Ml SMB

217 204 186

157
90
71 56
19 --— i %) 5




Demo - SAP Analytics Cloud Smart Discovery

Overview of Revenue

Key Influencers

Unexpected Values

Simulation

What are the unexpected values within Revenue?

Revenue
Actual

184,067.00
181,557.00
225,895.00
76,269.00
68,413.00
43,928.00

12,726.00

We found 7 records which were unexpected.
Q | 2019/04/16 11:45:43 | Very High Quality (5/5)

Revenue
Expected

62,136.20
64,224.37
145,910.48
31,799.14
29,523.74
136,025.33

132,793.39

Revenue
Difference

121,930.80
117,332.63
79,984.52
44,469.86
38,889.26
-92,097.33

-120,067.39

Revenue
% Difference

196 %

183 %

55 %

140 %

132 %

-68 %

-90 %

Customer Segment

SMB
SMB
Fortune500
SMB
SMB
Fortune500

Fortune500

Identify the association between the actual and expected Revenue.

No of Customer Meetings

24.00
27.00
27.00
9.00
8.00
28.00

17.00

Customer Status

Current Customer
Current Customer
Current Customer
Prior Customer
Prospect

Current Customer

Current Customer

Length of Sales Cycle

1 Year

1 Year

1 Year

18 Months

6 Months

1 Year

1 Year

Contract Level

C-Level

C-Level

C-Level

Manager Level
Individual Contr...
C-Level

C-Level

Search

No of Contacts

153.00

64.00

159.00

134.00

105.00

25.00

106.00

Q Edit Columns

Customer Category

Category E
Category B
Category E
Category A
Category C
Category A

Category A

Expected

200,000

100,000

Q| 2019/04/16 11:45:43 | Very High Quality (5/5)

100,000

Actual

200,000

@ | 2019/04/16 11:45:43 | Very High Quality (5/5)

200,000

100,000

Actual

M Expected

0




Demo - SAP Analytics Cloud

Overview of Revenue Key Influencers Unexpected Values Simulation

How do my influencers affect Revenue?

Expected Revenue . . . . G+

21 2519,04,16 11:45:43 | Very High Quality (5/5) Modify the influencer settings below to simulate a
potential Revenue:

Customer Segment No of Customer Meetings
+590% Enterprise v 25.50
’ [ ]

Customer Status Length of Sales Cycle
Current Customer v | 1 Yeal ~
. . Contract L 1 No of Contact:
How do my influencers contribute to the expected Revenue? ontracteve o of Contacts
Q| 2019/04/16 11:45:43 | Very High Quality (5/5) C-Level v 102.50
Increase M Decrease [ Total
Customer Category Product Name
Category A v Analytics v

49,823.23 12,052.55 29,522.79 86,314.85

54,300.12 - 34,607.20
Country

25,722.79 Brazil ~
39,158.81

-141,664.75




SAP Analytics Cloud
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Demo - Combining X Data with O Data to Support Decision Making

Overview Human Resources HR - Details Sales Product Simulation Travel Planning Finance
2019 Profit Forecast YTD HR Expenses YTD Sales Revenue YTD Travel Expenses
Tread- 63.28 (-6%) 28.63 (+3%) 225.65 (-3%) 1.86 (-4%)

Q The Product Revenue Lost for Basketball is the top
contributor, 265% above the average. The Product
Revenue Lost variation was driven significantly by
Competitor, Dexter's Shoes LTD.

Q The Entire FTE for Sales is the top contributor, 307%
above the average. The Entire FTE variation was driven

significantly by Pay Grade, GR-9.

Current FTE per Department Revenue Lost Termination Rate

10.9%

3,519,400

ning 173,970




Demo - Combining X Data with O Data to Support Decision Making

Overview Human Resources HR - Details Sales Product Simulation Travel Planning Finance

YTD HR Expenses YTD Recruiting Expenses YTD Learning Expenses Employee NPS Score

e HR in Million USD, in Million USD, % n Million USD, %
Tr 28.63 (+3%) 9.93 (+8%) 6.56 (-5%) 3.2

Supplier Ratings Top 5 Contracting Companies

By Current Age

Average

16
Resilient Headhunters _ 10

Termination Rate
Satisfactory

Executive ¢
Lima Associates Consulting _ 9

Expert

Manager Qutstanding
Ramos Page Group

oirector | N < 7

senior specialist [N s -

Associate _4,0% e Ataris Search
I -

Specialist

What influences Flight Risk?

Characteristics

Strongly Disagree [Career Progression - Meaningful manager conve

Influencers

L agency; corporate website [Recruitment Sourc:
[X] Career Progression - Meaningful manager conversation

2-3 [Org Ten

Disagree [Career Progression - Meaningful manager conversat

Strongly Disagree [Engagement - See myself working at company in two ye:

y with work-life bal,

2 Balanc

Strongly Disagree [Work-
working at company in two years]

0-1 [Org Tenure]

[O] Org Tenure
Disagree [Engagement - See myself

Disagree; Neutral [Work-life Balance - Happy with work-life bala
6-7 [Org Ten

€|
Agree [Work-life Balance - Happy with work-life balance]
4-5 [Org Ten

] Engagement -See myself working at company in two years

Agree [Career Progression - Meaningful manager conversatl

agement - See myself

Agree; Neutral [En

[O] Recruitment Source
Neutral [Career Progression - Meaningful ma

Strongly Agree [Engagement - See myself working at comps WO years)
Strongly Agree [Career Progression - Meaningful manager conversation)]
Strongly Agree [Work-life Balance - Happy with work-life balance]

8 [Org Tenure]

[X] Work-life Balance - Happy with work-life balance
employee referral; internal portal [Recruitment Source]




Demo - Combining X Data with O Data to Support Decision Making

Overview Human Resources HR - Details Sales Product Simulation Travel Planning Finance

: : : G
Predicted Avg NPS Modify the influencer settings below to -
simulate a potential Avg NPS:

Product Material Quality Customer Support

5 8 107,283.47
; e §
6 Brand & Marketing
228,150.00 1,225,7004%) 150,652.84
Froauct "/dCKag“]g
153,900.00
7 L A)
\ } .
— : ,
\ ‘.\

How do my influencers contribute to the expected Avg NPS?
Increase Decrease

N .

I Y00




The Intelligent Enterprise Framework

"\ 7. Intelligent Suite

@@ Intelligent Technologies

1616 Dig
1O Digital Platform
01101
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Thank you.
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Follow us

www.sap.com/contactsap

Studio SAP | 51257enUS (19/04)

© 2019 SAP SE or an SAP affiliate company. All rights reserved.

No part of this publication may be reproduced or transmitted in any form or for any purpose without the express permission of
SAP SE or an SAP affiliate company.

The information contained herein may be changed without prior notice. Some software products marketed by SAP SE and its
distributors contain proprietary software components of other software vendors. National product specifications may vary.

These materials are provided by SAP SE or an SAP affiliate company for informational purposes only, without representation or
warranty of any kind, and SAP or its affiliated companies shall not be liable for errors or omissions with respect to the materials.
The only warranties for SAP or SAP affiliate company products and services are those that are set forth in the express warranty
statements accompanying such products and services, if any. Nothing herein should be construed as constituting an additional

warranty.

In particular, SAP SE or its affiliated companies have no obligation to pursue any course of business outlined in this document or
any related presentation, or to develop or release any functionality mentioned therein. This document, or any related presentation,
and SAP SE'’s or its affiliated companies’ strategy and possible future developments, products, and/or platforms, directions, and
functionality are all subject to change and may be changed by SAP SE or its affiliated companies at any time for any reason
without notice. The information in this document is not a commitment, promise, or legal obligation to deliver any material, code, or
functionality. All forward-looking statements are subject to various risks and uncertainties that could cause actual results to differ
materially from expectations. Readers are cautioned not to place undue reliance on these forward-looking statements, and they
should not be relied upon in making purchasing decisions.

SAP and other SAP products and services mentioned herein as well as their respective logos are trademarks or registered
trademarks of SAP SE (or an SAP affiliate company) in Germany and other countries. All other product and service names
mentioned are the trademarks of their respective companies.

See www.sap.com/copyright for additional trademark information and notices.
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