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What do 3M, eBay, and Under
Armour have in common?

See how lop companies like youwrs have achieved uncommon
peformance using our soiutions

And what does SAP prove when its usability & content scores are combined? That good
behaviors will trump a little more content every time.

SAP.com spent the past two years rolling out a massive new Website — and last year’s
eBusiness Index rankings told quite a tale.

Usability skyrocketed from 17th to 12th place — overall performance jumped from 14th
to 9th — and SAP.com ended up with a coveted “Top Ten” ranking for the first time in
its history.

Quite a tale indeed.

Fade out 12 months later and the SAP.com team has had even more time to put finishing
touches in place. Will all of this burnishing and polishing deliver additional gains against
sites such as Oracle.com, CA.com and the IBM Software website?

Based on our new eBusiness Index evaluations, the SAP.com team has plenty to crow
about.
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SAP.com| 2014
Enterprise Software Rankings

A Usability = #1

2013 ranking #4

WV Content & Features = #4

2013 ranking #3

A Overall = #2

2013 ranking #4

Enterprise Software Websites ranked: CA.com, IBM Software Group,
Oracle.com, SAP.com.

Usability | SAP.com goes to the head of the class

2014 turns out to be the year when SAP.com achieved the once unthinkable: a number
one usability ranking — plus 11 good practices for good measure (check out the details in the
graphs below).

Contrast this to its field of competitors, where Oracle.com (#2) delivered 7 good practices,
IBM Software Group came in with four — and CA.com didn’t produce a single good
practice rating.

Of course, it's not all hearts and flowers on the usability front — and some of SAP.com’s
challenges are real whoppers.

Take support, for example, which clocked in at 39 points, courtesy of a disjointed free/paid
footprint that makes finding most kinds of support content a Where’s Waldo? exercise.

Ditto ecommerce (52 points), where a murky business strategy, and illogical
architecture and click streams handed SAP.com a usability last place.

With 56 points, search is also an important challenge — but it's important to remember that
the real search superstars (Dell, Cisco) fall well outside of the enterprise software
clan.
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Within SAP’s competitive group, the IBM Software site scores best with 58 points. Since you
need 70 points for an entry level good practice, this is hardly a “yippee” moment. Bottom
line? Every enterprise software site we evaluate should hang its search head in shame.
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SAP.COM 2014

Website Usability & Effectiveness

70 = good practice, 80 = best practice: 65.9

A 65.91

Average usabilityperformance
2014.°

% 62.3

Currentusabilityindustryaverage
(competitivegroup)

70 points = Good Practice, 80 points = Best Practice
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Usability 5core (70 Good Practice, 80 Best Practice)

£142

Number of usability metricsused to
evaluatethissite

* 70 points = Good Practice, 80 points = Best Practice

2014 sitel() Website Best Practices - eBusiness Index Rankings

Create infographics W

Despite best efforts, SAP.com is still the content lightweight in the group

One look at SAP.com’s historic content & features scores will tell you that the team has been
busy filling in the blanks over the past 24 months.

In 2012, SAP.com delivered only 48% of the content & features provided on a well-dressed
Website.

Fade out to today and its content & features score is now approaching 60%.

Unfortunately, even this attention to detail isn’t quite enough for SAP.com to catch up with
CA.com and Oracle.com who rule the content roost with scores just under 65%.

When content is viewed by category, SAP.com’s claims to fame lie in its news and
investor relations zones — and call to action behaviors — which all hit the Best Practice
mark. At the other end of the spectrum, there’s not much to learn from the site’s support and
industry marketing zones which deliver less than a third of the content tracked on the
benchmark.
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SAP.COM 2014

Website Content & Features

100

70 points = good practice, 80 points = best practice: 59.

V¥ 59.3

SAP.com provides 59% of required
content & features®

% 63.03

Currentcontent & featuresaverage
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SAP.com | Content & Features:
Competitive Ranking

1. CA.com EXE

1. Oracle.com [EREL
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Number of content & features
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Create infographics W

Out of the basement and into the light

So how did SAP.com fare when its usability and content scores are combined to create an
overall performance score? It proves that good behaviors will trump a little more content
every time.

Last year, SAP.com came in last among its competitive brethren. Today its 11 usability good
practices pushed it across the second place finish line.

Here, SAP.com has its press, communities, and investor relations zones to thank,
along with a big high five for the site’s general call to action features & behaviors which
are streaking toward Best Practice status. Few kudos are in store for the site’s support,
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ecommerce, training, & search zones, on the other hand. The sub-par performances of these
areas virtually assured that SAP.com end up playing second fiddle to Oracle.com.
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SAP.COM 2014

Overall Website Performance
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70 points = good practice, 80 points = best practice: 59.
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evaluate thissite.
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Class: Website rankings & ratings

Websites Profiled: CA, IBM Software Group, Oracle, SAP
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o About the sitelQ eBusiness Index
o Drum Roll Please! The 2014 eBusiness Index finalists — and the 3 big_stories they are

going_to tell
e 2014 Index Preview | Enterprise Software | Why Oracle is the site to watch

Enterprise Software Competitive Profiles

o CA.com | One step forward, three steps back
» IBM Software Group | Up, down and all over the place
e Oracle.com | SAP.com derails Oracle.com’s dreams of a first place clean sweep

About SAP

e Oracle and SAP shut out IBM’s training_& education website

o SAP’s solutions finder misses 2 important steps

o The 2013 Usability Top 10: IBM leads, SAP soars, and Apple screws up the rankings
o SAP.com’s home page re-design re-defines Website architecture
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