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Better content
Our vision is a world full of shared 

knowledge and collaboration. A world 
in which information is freely available, 

accessible and understandable for 
everyone.

We want people to see the full picture 
without being forced to dive deeply. 
This is why we create knowledge that 
touches the mind as well as the eye – 
because only in combination do we 

grasp the whole.
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Only through weightless data do compa-
nies have the possibility to implement 
their Contextual Intellectual Property.

Gravity resulting 
from hierarchal 
structures is hold-
ing companies 
back from creating 
innovative data- 
driven business 
models. This way, 
they are prevented 
from tapping into 
new markets and 
sales opportunities 
provided by new 
output channels.
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Social commerce, individualised customer communication and new busi-
ness models that are constantly popping up in almost every industry raise 
the bar for companies to keep pace with all the developments that bring 
customer interactions to a whole new level. Rising expectations from tar-
get groups as well as partners and employees increase the pressure even 
more. Partners such as distributors or suppliers demand more efficient 
data exchange processes and a high level of data quality and transparen-
cy. Internal processes, too, are expected to be optimised continually. Mar-
keting managers want to understand how their existing customers are 
linked to their locations as well as to their products they are about to pro-
mote in the upcoming campaign to individualise their communication ef-
forts, thereby increasing the effectiveness of their marketing activities. 
Salespeople, too, benefit from a clear view on these relations as they pro-
vide them with the most convincing arguments when talking to existing 
but also potential customers.

Traditional data models provide one major shortcoming. Due to the hier-
archal structure, the data points are not only fixed in a rigid corset, but 
they also suffer from gravity which makes them slow, inflexible, and hardly 
operable for real-time processes. To cope with contemporary needs, 
modern data management must therefore be broad (by incorporating all 
relevant data domains) and deep (by picturing the whole vertical depth of 
data domains) while providing the necessary data speed to respond to 
any market change in real-time. This can only be done in a Zero Gravity 
environment where physical rules do not apply anymore, giving way for 
the establishment of own rules.

To get those insights, it is necessary to store and connect data from multi-
ple areas or domains within a company. This includes product data as well 
as customer and locations data. But data on partners, business units or 
even competitors might well be worth to be included, too. The more ho-
listic the domain coverage, the better the basis for a complete view of the 
whole business and its opportunities. However, managing all this data 
from diverse domains is not enough. Only when highlighting and operat-
ing existing connections between data points in different domains, there-
by creating unique context across the relevant perspectives, can business 
leaders derive meaningful insights that can fuel into new business models, 
stronger marketing and sales activities or even new market opportunities. 
This Contextual Intellectual Property (CIP) builds the foundation for all 
strategic decisions and combined with the important factor of speed 
gives companies the competitive edge they need to sustain and quickly 
adopt any market change.

Ready to make your 
own rules?

Including all relevant data domains is important, but a precise view on 
each domain is just as essential to develop a powerful CIP. That’s why a 
multi-domain management system should be capable of picturing the 
core information of a company in great detail. Just imagine manufacturers 
of very complex products such as machinery or distributors with a broad 
product range that includes many brands and product categories. Most 
enterprises face complex data structures in one way or another. The need 
of managing the core data domains in one single system naturally leads to 
the requirement that this system must be able to model the vertical 
depth of each relevant domain.

EXPOSÉEXPOSÉ
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Weightless data

ISCMISCM

heads up / the group of authors the group of authors / heads up8 9



As the digital mirror image of the classic supply 
chain in logistics, the information supply chain de-
scribes a chain of connected software solutions 
while comprising all relevant data on products and 
services. The information supply chain therefore 
represents the entire digital supply chain of this 
data, from its acquisition and collection to its prepa-
ration, processing and distribution. Information Sup-
ply Chain Management (ISCM) describes the strate-
gic configuration of this digital supply chain and 
therefore the choice of the right systems, suppliers 
and partner firms that play an important role in the 

implementation of the information supply chain, 
and therefore in the implementation of digitalisa-
tion projects. 

Data acquisition involves assets such as documents, 
objects or media, as well as information that pre-
sents a structure through the attributes and values 
that can be assigned to it. The acquisition level also 
defines rules for this information, and developed 
systems even contain knowledge networks that de-
scribe the intelligent interaction of these rules, and 
therefore the company’s IP. 

Processing data involves making information availa-
ble on a global scale, during which multilingualism, 
local rules and cultural factors play a part. Commu-
nication design is also embedded in this. This is 
where content templates are created which can be 
filled with information. The areas of collaboration 
and control are crucial to defining processes at the 
data processing stage, as this is where workflow 
management and communication are planned. 
Data distribution describes various types of chan-
nels, most of which are now digital and whose reac-
tion times to customer contact range from very low 
to real time. The company-specific system land-

scape is located on the technology side of 
things, the gaps in which result in digitalisation 
projects, and therefore new system require-
ments. The ability to digitalise furthermore de-
scribes the company’s crucial requirements to 
be able to successfully implement a digitalisa-
tion project. This includes the resources availa-
ble as well as a lived digital strategy in addition 
to employees’ acceptance of digital changes. 
Environmental conditions that cannot be influ-
enced by the company itself are of course also a 
key aspect of the viability of digitalisation pro-
jects.

Organisational incorporation as a significant success factor

Companies have to be aware of the overall ISCM 
challenge. This also includes the task of securing the
smooth interaction of the numerous individual sys-
tems. The ability to connect is accordingly an essen-
tial factor for success that needs to be guaranteed 
with the help of ISCM. Connecting the individual 
software markets to one functioning ISCM total sys-
tem landscape calls for experience mixed with 
technical expertise during the introduction and 
connection of the required software solutions. It 
also involves numerous people spread throughout 
the company, who are expected to work together in
an effective manner. 

Alongside ensuring the quality, up-to-dateness, se-
curity, and data protection, the management of the 
Information Supply Chain also guarantees the con-
sistent digital and central storage of data in suitable 
systems. Ensuring the smooth exchange of data be-
tween all systems involved and an imperatively high 
process quality are also among the main tasks of In-
formation Supply Chain Management. As a result, 
accepted forms of cooperation and solutions for 
controlling respective processes are required. Major 
changes always go hand in hand with more compre-
hensive ISCM projects, which is why we speak of 

digital transformation. The internal effort associ-
ated with the topics of digitalisation is often un-
derestimated by companies. Awareness for 
long-term projects equipped with funds and re-
sources in specialist departments is often insuf-
ficient. Digitalisation in the sense of ISCM has to 
be positioned at C-level due to its holistic view 
and financial and resource-devouring dimen-
sion. Correlative new positions such as Chief 
Digital Officer are only just being created. It is 
vital that this settlement takes place in a 
cross-departmental manner while being inte-
grated and coordinated. The 2017 EDEN study 
(The Group of Analysts 09/2017) however has 
shown that this recommended procedure is 
only being carried out by approximately a quar-
ter of all companies. There is significant demand 
for action for the remaining three quarters. Fur-
thermore, the lack of connected coordination 
partially leads to considerable time expendi-
ture for the companies. Which is why a perma-
nent area of responsibility has to be introduced 
for the management of the Information Supply 
Chain in the company during the project intro-
duction phase of ISCM technologies. A respon-
sible team therefore has to be set up.

ISCMISCM

Information Supply Chain Management 
describes the digital value chain from the 
procurement of data to preparation and 

distribution. Digitalisation projects can be 
derived from a company's ISCM.

Information 
Supply Chain 
Management

Pr
oc

ur
em

en
t

Preparation

Dist
rib

ut
ion

Ability to digitise

ISCM

Resources
Strategy
Employer Acceptance
Environmental Condition

Static non-digital channels
Static digital channels
Commerce
Real-time communication channels

Assets (unstructured data)
Information (structured data)

Information orchestration
Knowledge networks

Globalisation of information
Communication design

Planning of Communication
Collaboration & control

ISCMISCM
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The foundation for weightless data
Oftentimes, companies try to tackle modern com-
munication needs by simply replacing their existing 
CMS or E-Commerce system. The truth is that the 
performance of even the most powerful distribution 
channel can only be as good as its data basis. You 
simply can’t do an enthralling two-hour magic show 
with just a hat and a rabbit – even if you have the 
most beautiful stage in Las Vegas. Moreover, the 
functional ability to realise new business models by 
quickly building high performing apps leads you to 
nowhere if you have no sound idea for innovative 
business opportunities. 

It is therefore inevitable for companies to get their 
data basis right. The increasing importance of quick-
ly responding to market trends and changes along 
with the need of a great operational efficiency as 
well as rising expectations from customers, part-
ners, and employees demands a foundation that is 
highly flexible and fully operable. Multi-domain 
management allows for storing and managing di-
verse data types that are essential for a company’s 
core processes. However, covering the whole range 

and depth of data is not enough. Only 
when building meaningful relations be-
tween data points of different domains 
and thereby creating true business con-
text can companies derive insights that 
pave the way for innovation and future 
growth. This CIP is unique to each com-
pany and effectively builds the basis for 
any strategic decision and development. 
But knowing what should be done is still 
not sufficient. Implementing business rules 
into these relations allows for outright 
operability of these knowledge networks. 

Another major aspect is speed. Being 
quick is increasingly important for com-
panies, especially when they are in a 
highly competitive and dynamic market. 
Traditional systems fail to address this 
and only Information models that liber-
ate data from their hierarchal structures 
go the whole nine yard and speed it up 
for real-time use of core data. 

ISCMISCM
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Speed has no 
relevance for the 
data stock, but only 
for the distribution 
of product content.

Only free data can 
form meaningful 

structures fast enough 
to tackle data needs 

in real-time.

ANTITHESISTHESIS
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The potential  
of Zero Gravity

ZERO GRAVITYZERO GRAVITY
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Why Gravity is holding you back

Common data models require domains to be modelled ahead 
of time, including the whole structure and hierarchies. Once 
established, these structures are hard to adapt to new business 
requirements that might result from strategic changes. In an 
environment that is becoming more and more dynamic, rigid 
structures are a major shortcoming and likely to slow down the 
entire business development. Additionally, queries run rather 
slowly and by even decreasing speed with an increase in data 
size and relationship depth. Hence, companies that strive for 
growth and new business opportunities, will suffer twice: while 
adopting new business models and after implementing them 
from a slowdown and performance decrease due to a bigger 
amount of data.

Generic data models, however, focus on relationships, making 
them the number one priority of the data model. This allows 
developers to model all kinds of scenarios and connect nodes 
to multiple other data points, creating unique and powerful 
networks for each scenario. At the same time, it is possible to 
add new formations to the existing model anytime without 
running the risk of losing current functionality. Generic data 
models are not only easier to maintain – providing a huge ben-
efit when adopting future requirements – but they can manage 
larger volumes of data while providing a constant performance 
level.

Moreover, by storing relationship information as first-class 
entity, generic data models provide in-depth insights from 
existing data. Data management systems that are built on this 
model innately equip managers and decision-makers with the 
right tools to highlight different perspectives of their business. 
Detecting trends and patterns in the underlying data helps 
companies improve their operations as well as their speed to 
market to successfully compete in today’s fast-moving econ-
omy.

ZERO GRAVITYZERO GRAVITY
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The freedom of a generic data model

In a generic data model, entities are a blank canvas 
with no predefined category, dependency, or struc-
ture. This enables developers to not only tailor 
those generic entities to diverse data types mim-
icking people, society, products, partners, loca-
tions, or competitors. The generic data model 
allows for building a deep and detailed framework, 
no matter how complex the requirements. 

By liberating those entities from their hierarchal 
structure, data becomes light, fast, and easy to 
move. At the same time, the model allows for 
developing intelligent relations between the enti-
ties, which in turn can be operated (thus: moved) 
by business rules. This way, a generic data model 
gives room for designing a unique choreography of 
data that creates dynamic context and represents 
the CIP of an enterprise. 

As pictured by the sketch below, hierar-
chal data models carry top-down struc-
tures where the granularity of the entities 
typically grows from top to bottom. This 
implies that entities near the bottom of 
the structure have the highest Data Grav-
ity, restricting their ability to move. In a 
multi-domain environment, these struc-
tures are applied to different types of 
data, such as product, customer, or loca-
tion data. 

Looking at the product domain, a rele-
vant entity at the top of the structure 
might be the business unit. Following the 
structure from top to bottom, the enti-
ties might refer to product family, prod-
uct group and SKU. For many companies, 
it makes perfect sense to even consider 

multiple product domains to better 
serve different business cases or markets. 
The further down you get, the higher the 
number of attributes and values and, 
thus, the greater the data density. 

Multi-domain management allows for 
building relations between the different 
domains, which provides meaningful 
insights into the core data of a business. 
However, in a world with fixed structures, 
the potential of building connections is 
always limited – not only in terms of the 
number and depth of possible relations, 
but also in term of speed. An increasing 
number of use cases for (potential) cus-
tomer interactions require real-time data 
responses but in a world with Data Grav-
ity there will always be a delay.

The old world of Data Gravity

Product domain Customer domain Location domain Product domain Customer domain Location domain

In
cr

ea
si

ng
 g

ra
vi

ty
THE DATA TRANSPARENCY  ERAZERO GRAVITYZERO GRAVITY
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Rebuilding the world
With technology becoming more and more flexible 
and capable, companies have started to switch their 
focus from the doable to the imaginable. Deci-

Creating real CIP

Companies are facing increasing pressure from dif-
ferent directions today. New competitors are 
emerging who are not slowed down by legacy or-
ganisational structures, processes, and business 
models. Thanks to the Internet, competition is addi-
tionally extended to players from all over the globe. 
While having to find, establish, and strengthen their 
own market position, companies must cope with 
growing customer expectations. In the past few 
years, we all have witnessed an enormous growth in 
potential sales channels, ranging from online mar-
ketplaces such as Amazon and Alibaba to social 
media platforms such as Instagram, Pinterest, and 
TikTok. And while some enterprises quickly adopt 
these developments and the complex requirements 
that come along with them, most companies strug-

own silhouette, consumers need to switch to other 
criteria to assess if a product meets their needs. This 
includes a whole bunch of product images, videos, 
descriptions, and reviews. At the same time, this in-
formation is expected to be tailored to the individ-
ual customer to serve her specific needs and in-
crease the sales opportunities and customer 
satisfaction. And with growing numbers of sales 
channels, the number of relevant requirements for 
product information and digital assets is growing, 
too. 

Considering that many companies market their 
products to many different target groups, segments, 
and regions in the world, it becomes clear how 
complex marketing and e-commerce is becoming. 
In addition, each of these touchpoints is shaped by 
a unique competitive situation and specific con-
sumer expectations. Therefore, companies to antici-
pate upcoming sales channels and assess their suc-
cess chances as well as the respectively most 
promising business model. As these new and inno-
vative concepts are based on existing in-depth busi-

sion-makers switch from problem solving to design 
thinking. Developers switch from building structures 
to creating contextual networks.

gle to keep pace in a timely manner, constantly los-
ing their competitive edge.

The truth is that this situation – tough as it is – is not 
a phase. It will not reach a kind of plateau that will 
give organisations the chance to catch up while the 
early adopters can take a rest. The way people are 
experiencing products and consumption will con-
tinue to change. With developments like NFTs 
(Non-Fungible Tokens) and Mark Zuckerberg’s new 
big thing, the Metaverse, the virtual world is evolving 
as an increasingly important living space for many 
people. Already today, fashion dealers continually 
strive for mimicking the sensual advantages physical 
shops offer to consumers. Instead of feeling the fab-
ric of a shirt or carefully eyeing how its cut fits the 

ness insights, they are unique to every company 
and, hence, form their CIP. This first step, however, 
must not take a lot of time as speed is the essential 
factor and competitors will rush into the new busi-
ness opportunities in an instant. Hence, to establish 
their own brand and offering, companies need to 
adopt a kind of trial-and-error-strategy and start 
with whatever business model they think could 
work. Optimisations, changes, and alternatives are 
implemented in the next steps and are either fol-
lowed by the establishment of new sales channels 
or simply cut off. 

In essence, business leaders are expected to be 
highly analytic and anticipate relevant new opportu-
nities prematurely. In addition, they need to be very 
creative and make use of their CIP to design new 
and innovative ways to market their offering in this 
new environment. Of course, the technological basis 
of the company must be an enabler of new strate-
gies and allow for an iterative development ap-
proach. The only framework that is capable and per-
formant enough is the generic data model. 

ZERO GRAVITYZERO GRAVITY
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The announcement of Syndigo’s acquisition of Riversand Tech-
nologies in May 2021 spread like wildfire through the whole 
market. Considering current technological developments as 
well as the increasing importance of product information in 
the context of creating contemporary customer experiences, 
acquisitions like this come as no surprise. However, they are 
likely providing a perfect breeding ground for innovation, new 
business models, and fresh impulses for the whole market. We 
talked with Upen Varanasi, founder and former CEO of Riv-
ersand, about the unique journey of the company, its biggest 
hurdles, and his vision for the joint story of Riversand and Syn-
digo. 

Upen, in the past six years, Riversand has experienced truly 
disruptive times. As far back as 2015 you had already rang in 
the paradigm shift and put all your – and your employees’ 
– efforts into rebuilding the Riversand technology from the 
scratch. What was your motivation to take this big step?

I understood that we needed to skate to where the puck was 
going. While we were an important player in the space, I could 
visualise us becoming a leader in the new paradigm that was 
emerging. Cloud and true SaaS-based solutions (as opposed to 
hosted solutions) were clearly the future. We also saw that we 
can benefit from tremendous innovations in technologies such 
as Big Data and AI. We also saw the benefit of building the solu-
tions on a platform that could be extended with apps. Lastly, 
we saw that most vendors could either solve the breadth of 
Master Data Management (MDM) use cases in a shallow fashion 
OR they could solve domain-specific use cases such as prod-
uct information management (PIM). We believed that we could 
solve both the breadth as well as depth of topics with our  
Contextual Data Management Engine that was at the core of 
our new platform. In a nutshell, we believed we could be lead-
ers in what the market was developing into. That conviction 
enabled us to take the leap and put the company on a new 
trajectory. 

Did your customers give you the sense of an upcoming need 
you knew the status quo couldn’t meet or what were the signs 
that led to your decision?

We saw bits and pieces of the impending wave across our 
customers. At the end of the day, we learn a lot from our cus-
tomers. At the same time, you must be good at reading the tea 
leaves and envision what the future solution and stack need 
to look like. So, it is a combination of reading major indicators 
from our customers and our own ability to then synthesise this 
to create a new vision for the future. We must also be willing 
to cannibalise our current solutions to create something new. 
I believe we were one of the few who were willing to do that. »

INTERVIEW WITH UPEN VARANASI

ZERO GRAVITYZERO GRAVITY
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Riversand successfully accomplished its 
technological transformation towards 
a truly cloud-native multi-tenant envi-
ronment. This new tech stack holds big 
promises for customers but at the same 
time puts the vendor in charge of meet-
ing high uptime, stability, and security 
requirements. How would you describe 
the transformation process for River-
sand? What have been the most difficult 
challenges for the company and the em-
ployees?

The transformation was anything but 
easy. While we got the vision and direc-
tion right, we definitely underestimated 
some challenges. When we completely 
pivoted to a multi-tenant SaaS solution 
based entirely on new technologies, we 
also had to provide world-class cloud 
operations to our customers. That was 
easier said than done as we were com-
ing from single-tenant hosted solutions 
(customer- or Riversand-hosted). It took 
us at least 1.5 years longer than expected 
to build a world-class cloud operations 
function. 

Building a new engineering team that 
understood the new technologies and 
cloud solutions we were adopting was 
another challenge. We built a company 
within the company. We were still sup-
porting many customers on our older 
technology stack while newer custom-
ers were onboarded on the new solution 
stack. 2018 and 2019 were pretty daunt-
ing times. One of the biggest challenges 
was the messaging to the market. There 
was a period when customers did not 
know what we stood for: the old or the 
new. Slowly, the market understood the 
tremendous innovation we were bring-
ing to the space, and we started to see 
great business momentum by the end  
of 2018.

Carrying all the internal and external 
stakeholders along with our board was 
one of the most challenging issues dur-
ing this time. It all has been worth it in 
the end and has been highly satisfying 

for me personally. I also understood the strength of 
our team and I am proud of each and every one of 
them for helping with this tremendous transforma-
tion within the company. I have learnt some lifelong 
lessons through this journey. 

In which ways did the transformation affect your 
customers and how did they deal with it?

We are blessed to have a very motivated and pro-
active customer base. We went through the process 
of explaining our transformation, getting them to 
buy in, co-opting many of them as early adopters 
of the new solutions and finally working with them 
as challenges cropped up. Some of these early cus-
tomers on the new platform saw our weaknesses 
from close quarters. They also saw that we were 
totally dedicated to this path and were willing to 
do whatever it takes to make them successful. They 
say that the path to heaven runs through hell! We 
literally proved it in 2018 and 2019.

In retrospect, did you expect the journey to be-
come that challenging?

We expected some challenges but not the num-
ber of challenges we actually encountered. Maybe 
the size of our vision also meant bigger challeng-
es. In a way it is good we did not anticipate all the 
challenges up front. We might have never made this 
journey. Sometimes it is best to be a bit naïve when 
you have bigger dreams. I am sure this is not what 
management gurus would like to hear.

Many vendors around the world face the same 
challenge today and some have already started 
their own transformational journey. What advice 
do you want to give them?

Believe in your vision and journey and stay the 
course. You will get knocked down often, but no 
great transformation will come without some costs. 
Communicate early and often to all the key stake-
holders and be as transparent as possible. Accept 
your mistakes and move on. Always drive onwards.

How does Riversand ensure high uptime, stabil-
ity, and security levels? Does the system provide 
self-healing or predictive maintenance features?

We have invested heavily in our DevOps and  
CloudOps teams. We have developed our own 
monitoring, troubleshooting and self-healing solu-

tions. We have also been perfecting our 
global 24/7 operations model. This has 
been a painstaking process implement-
ed and tweaked over the past 36 months. 
We are close to where we would like to 
be in terms of proving world-class oper-
ation. We started the journey towards 
security and compliance at the start of 
2019. Today we are SOC2 Type2, GDPR, 
ISO 27001 and CCPA compliant.

From an analyst’s perspective, Riversand 
really changed the game and set new 
standards for contemporary tech stacks. 
How do you perceive the opportunities 
this new basis offers and how does the 
acquisition by Syndigo come into play to 
utilise this potential?

In my perception, we as Riversand had 
to take this journey to reach the current 
state of a common understanding and 
mission and to ultimately complement 
Syndigo’s vision with our own. It is basi-
cally a match made in heaven since the 
people at Syndigo have a very similar 
mindset and an equally insatiable hun-
ger for innovation. So, with thought lead-
ers like Mark Detelich and others, I am 
deeply convinced that the combination 
of Riversand and Syndigo paves the way 
for a truly visionary future none of the 
companies would have been able to see 
on their own.

Aside from the joint plan for the future, 
what is your vision for Riversand under 
the roof of Syndigo? In what way do you
think the new construct will trigger Riv-
ersand’s innovative power?

I really believe in the exponential pow-
er of smart people. That’s why we say that 

with Syndigo and Riversand 1 and 1 equals 11. The Riv-
ersand family is not only open to innovation – the 
past few years anchored a level of curiosity and an-
ticipation in the team that fuels the constant efforts 
to go beyond linear achievements. That’s why I am 
confident that by teaming up with Syndigo, River-
sand will quickly outgrow the stadium of the new 
kid on the block, gaining a lot of confidence and 
stability to ultimately become the market-leading 
end-to-end content creation experience together 
with Syndigo.

UPEN VARANASI

Upen Varanasi has set the overall strategy and vision 
for Riversand until the acquisition of Riversand Tech-
nologies by Syndigo in the year 2021. As of November 
2021, Upen has started to reach out to new projects 
and professional fields where he can incorporate his 
innovative leadership. He has extensive experience 
in the areas of PIM, PLM, and Content Management. 
A University of Missouri and IIT alumnus, Upen holds 
master’s and bachelor’s degrees in Mechanical Engi-
neering. 

Riversand Technologies Inc.
support@riversand.com
riversand.com

“Sometimes it is best to be a bit naïve when 
you have bigger dreams. […] You will get 
knocked down often, but no great trans- 
formation will come without some costs.”

ZERO GRAVITYZERO GRAVITY
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Set the right environment

Adapting to contemporary challenges in today’s 
fast-moving markets, companies need a technologi-
cal foundation that gives them room for design 
thinking and creation, the flexibility to change or 
add to existing structures and the elasticity to use 
more performance or data storage when needed. 
The only environment providing all this is the cloud. 
However, decision-makers need to understand that 
“the cloud” is only a vague concept which requires 
further considerations and strategic decisions.

Multi-tenant SaaS

In essence, multi-tenant software-as-a-service is a 
framework where companies outsource their data, 
processes, and functionalities to the technology 
vendor who takes care for hosting, maintenance, 
and updates of the systems. As opposed to a sin-
gle-tenant environment, companies using a mul-
ti-tenant SaaS environment share their database 
and infrastructure with other companies, or tenants. 
The advantages include lower costs, shorter imple-
mentation times, and added integration capabilities 
due to API use. In addition, configurations can be 
made flexibly and without touching the underlying 
code or data structure. 

Hence, multi-tenant SaaS gives the ideal room for a 
generic data model that offers the necessary level 
of flexibility to cope with any future challenges. A 
cloud-native, service-oriented environment is the 
prerequisite for scale and elasticity – two major pil-
lars for future-proof business. Companies grow, 
expand, and tap into new markets. They develop 
new business models and try new and innovative 
ways to expand their sales opportunities. The tech-
nological framework needs to support these peaks 
of functional and performance needs and cloud-na-
tive SaaS is the only capable environment.

To realise new business models, multi-tenant SaaS 
provides an APP SDK, which enables programmers 
to develop new functions and dedicated services to 
meet specific requirements. This way, companies 
can easily add new functionalities to their system 
and manage their respective access controls and 
integrations. The APP SDK therefore is the play-
ground for companies to develop new ideas that 
could secure them a competitive edge.

Similar to the APP SDK, a multi-tenant SaaS environ-
ment offers a User Interface (UI) SDK, which enables 
companies to develop a unique interface that 
meets their individual requirements – without hav-
ing to change the basic technology. This way, despite 
sharing the database and infrastructure with multi-
ple other tenants, everyone can easily build an indi-
vidual system, including a unique set of features and 
services with individual performance provision and 
a specific UI that matches their own needs. 
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To keep up with current and future market dynam-
ics, companies need to shape their unique CIP and 
use it as the foundation for new and innovative busi-
ness models. To implement these new business 
models, however, the technological environment 
must support the required levels of flexibility and 
elasticity. The only framework that can provide such 
an environment is cloud-native, multi-tenant soft-
ware-as-a-service. As of today, there are only very 
few software vendors who have built their tech stack 
on or already moved their legacy system to mul-
ti-tenant cloud. However, the established players are 
beginning to understand that this is the right way to 
go and the only possibility to support companies 
build a future-proof business. 

The first data management vendors have already 
started their transformational journey, but it will 
take years for them to reach the level of maturity 
the few early adopters provide already today. This 
will require patience and a certain degree of resil-
ience from customers, but the benefits easily out-
weigh the concessions they will have to make during 
this phase.

Therefore, software vendors who enter this journey 
will need to care for an open and proactive cus-
tomer communication. Strengthening relationships 
will be a major task for them in the common years 
as they will need to constantly give their customers 
a reason to stay while new competitors might 
appear on the stage who have already built a future-
proof tech stack from the scratch. 

Summary

SUMMARYSUMMARY
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2

3

 ZG, Zero Gravitiy

CiP, Contextual intelleCtual ProPerty

 iSCM, inforMation SuPPly Chain ManaGeMent

    GD, GeneriC Data MoDel4

The topics in the cont-
ext of digitalisation are 
changing dynamically.

Terms that accurately 
described the nature of 
a concept twenty years 
ago are today diluted at 
best.

The danger of using di-
luted terms lies in the 
potential for inaccuracy, 
which leaves enormous 
scope for misinterpreta-
tion. This in turn makes a 
deeper common under-
standing practically im-
possible.

For discussions about 
current topics, it is the-
refore necessary to find 
contemporary terms 
that get to the heart of 
the matter.

This is why The Group of 
Authors introduces the 
LookUps Library – a con-
tinuously growing direc-
tory of important terms 
that shape current dis-
cussions about different 
digital topics.

LookUps Library

The LookUps Library with all actual terms from this 
whitepaper and all other knowledge documents in-
cluding explanations are available for free at 
www.tgoa.com.

The LookUps that are used in this whitepaper 
are:

LOOKUPS LIBRARYLOOKUPS LIBRARY
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“Companies that strive for growth must embrace new and innovative sales 
channels such as social commerce or online marketplaces. Content syn-
dication is not just a buzzword these days – it’s the ultimate tool for sus-
tainable business development. Only through syndication can companies 
meet the increasing demand for a fast delivery of up-to-date product con-
tent, thereby providing a great customer experience across all channels.”

Karim heads the European business for Syndigo with responsibility for go-to-
market strategy, sales, finance, operations, product strategy and partnerships. 
Prior to Syndigo, Karim worked for JRNI, a customer engagement platform 
that drove shoppers to in-store experiences from digital channels; launching 
their business in both Europe and the USA. Karim thrives in hyper-growth 
environments starting his formative career at Forrester Research as it grew 
from $30M to $170M as part of its European launch team and ultimately held 
the position, UK General Manager. He has since helped a variety of software, 
technology and research businesses both launch, scale and grow rapidly in 
Europe.

Karim Iskandar
Managing Director, Europe

M +44 7876 390 912
karim.iskandar@syndigo.com

“For global customers 
with a global vision.”

HEADSHEADS
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“By acquiring Riversand, Syndigo wins an unparalleled tech stack, which 
complements Syndigo’s unique proficiency in real-time content delivery. 
This way, companies can benefit from an end-to-end content creation 
solution from one single source with all elements smoothly meshing and 
equipping them with the right foundation to quickly respond to custom-
er needs and market dynamics while keeping full control over their brand 
communication.”
 
Mark leads Syndigo’s product strategy and innovation, with responsibility for 
the product management, product marketing, business development, and 
solutions delivery functions. In this role, Mark ensures that Syndigo under-
stands the industry context and challenges, effectively developing solutions 
that address our clients’ business requirements and opportunities through 
the Syndigo Content Experience Hub and other product lines. Prior to joining 
Syndigo, Mark was Chief Strategy & Solutions Officer for Numerator (Market 
Track & InfoScout), where he led the development of eCommerce, Pricing, 
and Advertising solutions. He was formerly a Partner at Accenture, and has 
also held multiple product leadership positions at other firms.
 
Mark Detelich
Chief Product Officer

mark.detelich@syndigo.com
M +44 630 926 66 10

“True single end-to-
end content creation.”

HEADSHEADS

the group of authors / heads up 37heads up / the group of authors36



These times provide exciting opportunities while exerting huge 
pressure on companies from different directions. Customers and 
partners have certain expectations companies must meet to en-
ter and maintain strong relationships. Competitors increase the 
pressure by filling market opportunities and raising customer 
expectations at the same time. The resulting corridor for future 
business development is further shaped by own goals and the in-
dividual CIP. The prerequisite for creating one’s individual path is 
freedom – only through liberated data do companies have the 
opportunity to design their business of the future.

Carmela Melone is the founder and CEO of The Group of Authors 
and the co-founder of The Group of Analysts. She has been work-
ing as an analyst in various technological areas for over seven years, 
during which she has authored multiple studies, white papers and 
specialist contributions on various aspects of digitalisation. 

Carmela Melone
Founder & CEO The Group of Authors

M +49 176 705 243 71
mela@tgoa.com

“Free your data, free 
your mind – and set sail 

for the future!”

HEADSHEADS
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“We are witnessing a real disruption as product information 
management develops from a passive but necessary data sys-
tem to an operational game changer. New kids on the block 
enter the market and assist companies with embracing new 
channels such as TikTok and Pinterest to enhance their sales op-
portunities. At the same time, established PIM vendors struggle 
to keep pace with contemporary requirements as their legacy 
tech stacks are reaching their limitations. The consequence is 
that they will have to enter a painstaking transitional phase now 
to move into a future-proof multi-tenant SaaS environment. We 
estimate that only 60 to 70 per cent of the current market play-
ers in the DACH region will survive this profound earthquake.”

Temel Kahyaoglu works in various consultancy positions and has 
led The Group of Analysts as its founder and CEO since 2010. He 
invented the term ‘Information Supply Chain Management’ in 2007 
and is the intellectual father of the Market Performance Wheels – 
the most highly respected analyst tool in the DACH region next to 
Gartner’s Magic Quadrant and the Forrester Wave. He founded four 
analyst companies with his private equity firm The Grand Orchestra 
Audience with the aim of increasing transparency in the software 
market. 

Temel Kahyaoglu
Founder & CEO The Group of Analysts

M +49 173 602 05 15
temel@tgoa.com

“Current players will 
adapt or die.”

HEADSHEADS
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