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Driving Digital AT SCANIA
Cx & Service development

Mikael Cato  CDO & SVP  SCANIA
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TODAYS discussion TOpics

• What does a CDO at Scania actually do

• Take your digital business model to the next level

• Driving Customer experience (Cx) at Scania



Title only
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From Data TO Value

2001

2011

2016

NOW
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What does a CDO Actually do – accelerating 
digitalization At Scania

…. leveraging digital technologies and shifting user behavior to improve, 
enable or transform processes and/or business models –supporting our 
business objectives

…. inspire, challenge, and drive accelerated digitalization to embrace 
value* in our existing processes and capturing new business 
opportunities

*customer value, employee experience, efficiency/cost & improved 
business decisions

Digitalization of 
core processes

New business 
opportunities
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How to think on digital business models
a suggestion*

• Being  the destination of your space, 
matching needs with own and other 
providers,  extracting ‘rent’

• Adding  external products / services 
while  ensuring great customer 
experience and vaule

• Customer data from all interactions

• Plug and play product/service 
able to adapt to any ecosystem

• Constant innovation of 
product/service

• Sell through other / inter-
mediary big risk the potential
loss of power

• Core skill; low cost producer, 
incremental innovation

• ”Own” the customer relationship and integrating 
existing value chain

• Multiproduct / service customer experience to address 
key or life events

Business design
Who controls key decisions like brand, contract, price, quality, participants, IP and data ownership, 

K
n

o
w

le
d

g
e

 o
f 

y
o

u
r 

e
n

d
 

c
u

s
to

m
e

r
K

n
o

w
 t

h
e

 i
d

e
n

ti
ty

, 
p

u
rc

h
a

s
e

 h
is

to
ry

, w
it

h
 

y
o

u
r 

c
o

m
p

a
n

y
 a

n
d

 o
th

e
r 

fi
rm

s
 a

n
d

 
c

u
s

to
m

e
r 

g
o

a
ls

 

Margins and growth are the largest for Enterprises successful in the Ecosystem driver quadrant

*Whats your digital business model

MIT CISR 2018 – Weil / Woerner
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INDUSTRIES OPERATING IN Mature technology areas  have big 
opportunities to Differentiate and  INCREASE  REVENUE Focusing on CX

Value impact /
Functional
performance

Time (or resources committed) 

Customer 
experience 

3rd generation 

2nd generation 

1st generation 

Industry evolution 

Functional performance 

Evolution of S-Curves Bill Fischer, MIT Sloan Prof, EMD
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WHAT IS cx (Customer experience) AND WHY cx

Customer Experience (CX) is defined as a) understanding how 
customers perceive the company through all interactions 
across the customer life cycle and b) managing these
perceptions

Benefits of CX

Differentiation - Through exceptional customer experience, companies can differentiate 

from competitors and charge more for its products and services  

Increase sales - Satisfied customers add to the revenue with incremental sales and 

positive word of mouth helps the organization to add more value in terms of new business 

sales.

Reduced cost to serve and sell – Improved and simplified experiences tend to lead cost 

reductions and the cost of retaining an existing customer is less than acquiring new 

customers
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Starbucks provides an experience, not just a cup of coffee

• Commoditised product

• Undifferentiated experience  

• Lower prices 

• Differentiated and personalised experience defined 
based on deep and holistic customer understanding 

• Premium prices compared to many unbranded coffee 
houses 

• Consistent experience across coffee shops and 
geographies  
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Title and Content
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Defining Scanias Cx direction and North star
Qualitative personas

Short description of a fictive 
customer to capture research 
findings, customer needs and 
synthesize customer expectations 
(current and future) and help focus 
our CX design efforts

Research & trends report

Summary of research findings, 
capture templates and customer 
quotes as well as key trend 
material to help focus and drive 
CX initiatives

Insight categories & themes

Key contextual insight category 
themes and insights summarized 
and packaged to feed into 
opportunity and vision 
development

High level journey maps

Research findings and customer 
quotes mapped to key customer 
journeys in order to highlight 
moments that matter and concrete 
redesign opportunities

Opportunity areas

Description of key opportunity 
areas (posters) incl. potential 
business and customer impact to 
help build the vision

Prioritized and Sequenced 
Customer Journey Landscape

Updated overview of customer 
journey landscape documenting 
the outside-in view to help 
prioritize and sequence journey 
redesign and CX transformation

CX strategy, vision, principles & 
change story

Synthesize opportunity areas into 
CX strategy which is then described 
as actionable principles and story 
telling vision to build alignment and 
shared purpose
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Conslusions

• Taking an eco system driver position requiers significant efforts

• If you customer intimacy is strategic foundation of your business 
explore the omni space

• In order to truly understand the Cx you deliver – walk extensively in 
your customers shoes


