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Introduction
Retail bankruptcies have been at an all-time high. There were
more Chapter 11 filings in 2017 than during the Great
Recession in 2008. Despite the strong economy and low
unemployment rate in the U.S., retail giants such as Toys ‘R’ Us,
RadioShack, and The Limited are among the 8,642 stores that
closed in 2017. That’s 4x higher than the number of stores
closed in 2016 and 2,000 more than in 2008.
Modern consumer expectations have flipped the power
dynamic in the retail market. Sixty-three percent of customers
today would switch brands for a better connected experience.
Seventy-five percent want personalized offers based on
purchase history. Retailers like Sears that tried to hold onto the
old way of business are fighting for survival against digital
platforms like Amazon.
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The evolution of retail: from
transactions to relationships
The consumer lies at the epicenter of today’s retail industry.
Millennials now make up the biggest group of consumers as
they are in their prime spending years. They have also been the
fastest group to adopt technological advancements. Ninety-two
percent of Millennials own smartphones, compared with 85%
of Gen X and 67% of Baby Boomers. This access to information
has changed how they make purchasing decisions.

The five dimensions of a consumer’s purchase decision
Historically, consumers have focused on three dimensions
when deciding what to purchase: cost, choice, and
convenience. However, with higher technology adoption,
consumers today have changed how they are thinking about
their purchasing decisions. Today’s consumers are now
focused on five dimensions: evolved cost, evolved choice,
evolved convenience, control, and experience.
Technology enables consumers to quickly compare cost across
retailers, customize their orders according to personal
preferences, and demand services that are instantaneous and
cater to their schedules. Consumers now expect to build the
experience they want by sharing product reviews, making
updates to an online order, and customizing their orders. To
retain their customers, retailers must give consumers the
control to define their experiences on their own terms. This
includes meeting the customer where they are on their desired
channels and personalizing interactions.
Retailers must simultaneously capitalize on the emerging
revenue channel of eCommerce to capture the new market of
online consumers while transforming their in-store presence to
continuously drive through their traditional channel, where the
4

majority of sales revenue are coming from. From 2016 to 2017,
eCommerce sales saw a 16% jump, which far eclipses the 3.6%
growth in physical stores. Yet, despite the rapid growth of
eCommerce, the majority of retail sales are still happening
offline; in brick-and-mortar stores, offline retail still accounts for
90% of the U.S. $3.5 trillion retail market1. Retailers are
scrambling to build and deliver a unified experience across
in-store and online platforms. This has become increasingly
challenging as a single transaction now touches an average of
35 systems. In an industry where product differentiation is
challenging, delivering a subpar customer experience can
mean loss in market share and potentially bankruptcy.

1

National Retail Foundation (NRF)
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Case study: RadioShack vs. Amazon
Case studies have shown the importance of aligning business
strategies with consumer demands — let’s compare
RadioShack vs. Amazon. RadioShack had attempted to build an
eCommerce presence in order to tackle the uprise of online
engagement channels, but failed because its eCommerce
strategy became a means of supporting its existing in-store
commerce business model rather than evolving its existing
strategy to deliver on new consumer demands. RadioShack
built its online presence through an “order online pick up in
store” model in 2006 when Amazon was already a prominent
player in the space. RadioShack’s eCommerce site lacked the
capability of shipping products to consumers’ homes and
showed prices of that same product that were significantly
more expensive than its other competitors. To make matters
worse, when consumers did try to order online and pick up in
stores, many stores had insufficient inventory stock because
physical store inventory became too costly to maintain.
Although RadioShack made a valiant effort to build out an
eCommerce strategy, it failed to address how its online and
in-store experiences connected to create a seamless channelagnostic experience. The misalignment between its online and
in-store presence led to bad consumer experiences, loss of
market share, and its ultimate demise.
Now let’s look at Amazon. While Amazon wasn’t the first online
store, it was the first to recognize the need to transform the
traditional retail business model and the dynamics of how
consumers interacted with it. It developed the next-generation
platform that provided the capabilities for consumers to easily
customize their orders such as returns, color, and gift wrap,
and allowed them to gain visibility across the entire delivery
process — delivering on an experience that encapsulated the
five evolved dimensions of cost, choice, convenience, control,
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and experience. Its focus on continuous innovation to deliver
on consumer value is what led it to become a disruptor in the
space. Twenty years since Amazon launched, Jeff Bezos’
maniacal focus on the consumer, or what he deems as the
“True Customer Obsession,” is still the center of its business. In
its latest annual report, he states, “even when they don’t yet
know it, customers want something better, and your desire to
delight customers will drive you to invent on their behalf.” This
focus led Amazon to build out an eCommerce platform,
increasing its partnerships to create additional services, such
as video and music, and even begin ventures around building
out a physical grocery store powered by artificial intelligence.
RadioShack, in juxtaposition to Amazon, spent too much of its
digital energy trying to effectively execute on an older business
model rather than recognizing an opportunity to capitalize on a
new operating model. The typical digital investments found in
the retail space often parallel RadioShack’s eCommerce
strategy and are proving to be inadequate. On the other hand,
Amazon evolved into a platform-based business model
because it recognized the shift in consumer demands and
knew it needed to change in order to deliver on its customercentric vision. Rather than just building an eCommerce
presence, retailers must think about creating consistent,
pervasive digital experiences that align to modern consumers’
consumption behaviors through a platform-based
business model.
The evolution of the modern consumer in an overcrowded
competitive retail market has forced a paradigm shift in how
retailers seek to provide value to the consumers, and the role
that technology must play to support that business strategy to
become platform-first.

7

The new retail platformbased business model
Retailers recognize that they must focus on building a unified
channel-agnostic experience to improve customer engagement
and do so in a scalable manner. This typically involves both
omnichannel and eCommerce initiatives in order to make this
happen. It requires retailers to think about themselves as a
platform: to distill a set of capabilities that can be delivered in a
consistent way through any medium (store, laptop, mobile,
smart home assistant), any time a customer chooses (i.e. make
a purchase, view order status, etc.) via any channel (traditional
or third party partners). To better understand how the offline
and online channels interact together, let’s evaluate the value
they need to provide separately.
Rather than acting as an inventory warehouse, today’s physical
retail stores are becoming the brand ambassador for
commerce and building a community for enhanced customer
loyalty. They are focused on delivering hyper-personalized
services, which will appeal to what consumers like the most
about in-store shopping and minimize what they like least. This
includes creating automated checkout lines to enhance the
consumer’s journey, from discovery to purchase, and
leveraging sales associates to provide deep knowledge of the
product range.
eCommerce has offered consumers new ways to interact with
traditional retailers, and, in turn, created convenience and
changed consumer preferences. While eCommerce sales make
up only 10% today, the World Economic Forum predicts
eCommerce will reach penetration rates of 40% by 2026. This
means traditional retailers will need to consider how to
leverage new digital components within their business models
in order to engage with consumers and help maintain their
competitive edge.
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With this in mind, developing competitive tenants are as
relevant as ever, and today’s retail market leaders are winning
precisely because they are able to transform their businesses
into digital platforms and leverage the surrounding ecosystem
necessary to win. Retailers must consider how to transform
their in-store experiences by enhancing how consumers can
engage with the brand. For example, they may alert consumers
of new relevant promotions when they walk into the store
because of location sensors that are connected to their app.
The sales associates can also access historic eCommerce
purchase data to streamline the checkout process and make
recommendations for specific products based on historic
eCommerce purchase data. Likewise, retailers must balance
their eCommerce presence and elevate their business model
to provide appropriate consumer value. For example, retailers
can push recommended products on their website based on
similar products purchased in-store. This results in additional
upsell and cross-sell opportunities across all channels for
the business.
As seen from the success of Amazon, retailers should pivot to a
platform-based business model to drive economies of scale
and transform their traditional business model. By doing so,
they will be able to deliver on consumer demands and even
exceed expectations through innovation. For example, Amazon
has delivered an excellent customer experience through its
eCommerce platform with two-day shipping and easy returns.
At the same time, they have continued to push the envelope by
building out a physical grocery store powered by AI and
developing a channel to deliver products to consumers in a
matter of hours.
A leading American fast food company realized they needed to
adopt a platform-based business model because they had
begun feeling pressures to change due to competitors (e.g.
Starbucks) changing consumer expectations around interaction
with food service companies (e.g. mobile apps, loyalty
9

programs, digital offers, electronics payments). It started seeing
loss in market share, slower revenue growth, and a
misalignment in its digital strategy across its global markets,
which impacted brand consistency. The number of ways its
consumer base wanted to engage with it had grown, but its
traditional business model was designed to only support the
in-store experience. It attempted to introduce check-out kiosks
in hopes this would give it an innovative edge. However, stores
began executing this roll out in regional silos, which created an
inconsistent regional brand experience across in-store and
online presences. This disjointed experience merely
exacerbated the underlying issues that consumers demands
were not being met. Consumers wanted brand consistency and
digital engagement across all channels, not only in-stores. Its
consumers wanted the ability to order food anywhere, anytime,
and through any channel (e.g. mobile or in-store). After
reevaluating its business strategy to understand why it was
losing market share, the company realized that it needed to
refocus on providing consumer value. By partnering with
MuleSoft, the company was able to pivot toward a platformbased business model to drive economies of scale beyond its
in-store experience and create a unified consumer experience
across all channels.
How might other companies in the space look to replicate the
success realized by this company in transitioning its consumer
engagement into a platform capability?
In our experience, APIs are the key to successful
implementation of such a strategy.
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Building a digital retail platform with APIs
APIs are driving operating model transformation across
virtually every aspect of the retail value-chain, from how
products are developed based on consumer demand, to how
companies are executing to provide consumer value. APIs
provide a standardized way to scale access to data and
application logic across an ecosystem, enabling the same type
of technology innovation that has catapulted the other darlings
of the digital age to the top of their respective industries.
Amazon, who has shifted consumer expectations of retailers,
leveraged platform-thinking to create new digital moments and
revenue channels across an ecosystem of internal and external
stakeholders. It is now viewed as the master of that thriving
ecosystem, one that routinely leverages APIs as its means to
that end. Whether it is Amazon, Netflix, or Airbnb, API
technology is invariably under the hood keeping their
ecosystems glued together.
Given the foundational role that APIs play in the business
models pioneered by these leaders, one key best practice that
has been adopted is to treat these APIs as full-fledged
products, not just cogs in the organization’s technical engine.
This best practice should, in turn, be adopted by retailers
looking to build a similar platform of APIs, regardless of the
scope of exposure of these APIs to the ecosystem.
Taken together, a retailer, its platform of APIs, the channels of
platform availability, and the various constituencies to which
those APIs are available (internal developers, external
developers, partners, etc.) can form a thriving ecosystem.
To understand the role that APIs can play in supporting the
optimization of consumer journey personalization, consider the
role they might play in surfacing consumer data across the
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ecosystem of various revenue channels and partners that
might need access.
APIs could unlock access to the underlying systems that have
data relevant to customer, offers, promotions, location, order,
product information, and inventory. At MuleSoft, we refer to
these types of APIs as system APIs. APIs can play a role in
aggregating and orchestrating from multiple APIs to provide a
single, standardized interface that hides the complexity of the
systems the data is coming from. In this example, one might
create a customer data API that aggregates data from the
source systems unlocked by system APIs.
The customer API could be used and reused across the entire
ecosystem of online web portals for online ordering, mobile
apps, and in-store kiosks to enhance a consumer’s experience
by optimizing what they like most about in-person and online
shopping. This API can also be tied into social marketing
applications, partner channels, and promotional offers to
provide additional personalized upsell opportunities. Marketing
is able to better understand the consumer profile by gaining
access to past purchases and pushing out new products or
promotions that would be appealing to the consumer. Partners
who are driving additional revenue for the retailer by reselling
the product will also gain a single view of the customer and
appropriately personalize the consumer journey based on
historical data.
We call this approach API-led connectivity, and it has proven to
be a critical enabler for developing digital retail platforms.
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Figure 1: Improved consumer engagement through API-led connectivity

APIs were instrumental in helping the fast food company
develop its retail platform. By leveraging an API-led connectivity
approach, it was able to distill a set of capabilities that could be
delivered in a consistent way through any channel, both online
and offline, across various geographical markets — all of which
improved its consumer engagement. To begin, the fast food
retailer evaluated its strategy in three folds: online, in-store,
and new revenue channels.
Online: The company first tackled its eCommerce and online
initiatives by improving its immediate tactics, and then worked
to expand beyond its traditional organization boundaries.
Its immediate project included building out a mobile
application and first rolling it out in the United States. The IT
team built out 10 APIs that provided the base of the roll-out.
These included systems APIs that unlocked access to its
marketing cloud, on-prem operational databases, and
eCommerce systems, and orchestrated these capabilities into
process APIs such as customer API, location API, and nutrition
API. The app provides capabilities of order online and pick up
in store, personalized promotional offers, and a loyalty
rewards program.
The second project included building out APIs to streamline the
partner onboarding process to create new revenue channels
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for the business. This is when it truly began transforming its
original operating model into a retail platform-based business
model. The first partner they onboarded was UberEATS, for
which it needed to develop APIs for ordering and delivery
capabilities. This new business partnership would push the
retailer outside of its traditional organizational boundaries,
which was to be a fast-food restaurant where consumers
would need to come in and pick up their orders. The company
decided that in order to drive economies of scale and better
serve consumer demands, it would need to build an ecosystem
of partners to improve convenience, control, and experience.
To make this a reality, IT shared a collective set of APIs created
for ordering capabilities, which was originally developed for the
order and pick up functionality on the mobile application. Now
it can use the same set of assets built for UberEATs to onboard
new partners as well as for others opening up engagement
channels. This will help expand its reach outside physical stores
and ultimately help grow overall revenue. By leveraging a
platform-first mindset and its surrounding ecosystem, this
retailer was able to build a digital strategy necessary to win
market share.
In-store: Not only did the company start investing in the
physical appearance of its stores, it also built out capabilities to
enhance its consumers’ in-store experience through check out
kiosks. By taking the order API and nutritional API, it was able to
leverage APIs originally built for the mobile app to quickly roll
out kiosks in-store across countries. In a society where 26% of
people under 34 and 16% of people over 35 want the ability to
pay at self-service kiosks or mobile devices, companies must
listen to consumers in order to get ahead of the competition.
The fast food company now has developed plans to scale and
roll out an additional 1,000 kiosks every quarter.
MuleSoft is helping the company roll out its digital strategy to
other geographical markets such as Europe, Australia, and Asia.
By providing an end-to-end set of data and services unlocked
14

through its API platform, each country’s IT team can compose
these components in a way that best meets the needs of their
own country’s business processes, application ecosystem, and
the specific markets they are targeting.
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MuleSoft’s 4-step strategy for
building a digital retail platform
Based on our experience helping organizations like the one
described above build digital platforms with APIs, we
recommend a four-step strategy for effectively building such a
platform and maximizing the value that it creates for
the business.

Step 1: Establish your digital strategy
Counter-intuitively, building APIs is not the first step toward
establishing a successful retail API platform. In fact, what some
have found is that by rushing straight to development instead
of first aligning on overall digital strategy, the API platform that
IT builds does not end up driving the intended
business outcome.
Instead, MuleSoft recommends that organizations start by
establishing their overarching digital strategy.
First, they must align on what business challenge the API
platform ought be designed to solve. Improving customer
engagement by delivering a consistent experience across all
mediums, for example, will call for a different type of enabling
digital platform than if the goal was to rapidly launch new
products and build new revenue channels.
After alignment on the business challenge, organizations must
align on how their digital strategy will support that challenge.
For example, to improve customer omnichannel engagement,
a retailer could think about a number of different digital
strategies, from enabling access to a standardized set of
customer analytics solutions to support eCommerce initiatives,
to providing self-service access to data for sales associates to
be more effective in providing personalized in-store
experiences.
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Once the business challenge and platform solution are clearly
defined, both business and IT must align on the target
audience for the digital platform they design. This audience
must be kept front and center when designing, sharing, and
updating the APIs supporting your digital platform.

Step 2: Align organization and culture
For many, APIs represent a paradigm shift in how the business
meets its objectives and how IT delivers projects. Ultimately,
the people in your organization responsible for driving this shift
in thinking will play a much more significant role in success or
failure than any technology implementation considerations.
This is why it’s so important to instill an API-driven culture. It
starts from the top — organizations that can obtain and
evangelize an executive mandate for the use of APIs will
ultimately be much more successful at implementing this type of
culture. One need look no further than the now infamous “Bezos
Mandate” — where Amazon CEO Jeff Bezos dictated to his
internal development teams that “All teams will henceforth
expose their data and functionality through service interfaces.”
Because of this, APIs have been a fundamental driver of
business model transformation at Amazon over the past 15
years, playing a significant role in their rise to market dominance.
For your digital strategy to succeed, APIs cannot be viewed as
just cogs in the organization’s technical engine. Regardless of
the scope of exposure to the retail ecosystem (whether APIs
are being offered to internal consumers, external consumers,
or both), they are treated as though they are full-fledged
products unto themselves.
Typically, for example, when a company offers some product to
its customers, that product has to:
›› Be designed with the intended customer in mind.
›› Be packaged and marketed in a way that attracts targeted
customers .
17

›› Provide the customer with a great experience that inspires
confidence in the brand.
›› Be backed by guarantees it will work as advertised.
›› Come with whatever support is necessary when customers
have problems.
Furthermore, it is not enough for organizations to merely adopt
the increased use of APIs. A more API-centric operating model
introduces a new set of security considerations, with APIs
introducing new surface area for malicious hackers to attack.
This, in turn, calls for a corresponding cultural shift that allows
for organizations to take advantage of the benefit APIs can
provide without increasing the risk of compromising trial or
subject data. Organizations must prioritize trust, security, and
privacy as organizational values, and back up their commitment
to these values through investment in security technologies
such as vulnerability detection, threat prevention, and data-loss
prevention. These technology investments must then be
supported by strictly enforced security best practices, which
are consistently tested for adherence.
How should retailers think about staffing to deliver this type of
cultural change? Typically, we have seen organizations see
greatest success by investing early in the following roles:
›› Chief digital officer, or equivalent
›› API product manager
›› API developer
›› API security specialist
With the right people in place, these organizations should then,
and only then, look to implement programs, processes, and
technology in support of the broader digital platform strategy.

18

Step 3: Evaluate and build supporting technology
Now comes the fun part: designing your API architecture and
building the supporting APIs.
To enable the effective implementation of your API platform,
we recommend designing according to the architectural
principles of API-led connectivity. This design model allows for
IT to more rapidly develop APIs for ecosystem partners
consumed by enabling reuse across of a supporting set of
internal APIs that developers can use to unlock standardized
access to core systems of record.
Once the architecture is defined, the next step is to buy or
build a full lifecycle API platform that enables the development
and management of your APIs.
Full lifecycle API management can be broken down into the
phases listed below:
›› Planning and initial design
›› Test-driven development
›› Flexible deployment
›› Secure operation
›› Governance and monetization
›› Analysis and testing
›› Developer engagement
›› Versioning and retirement
Note that your successful execution of the API lifecycle will
depend on the selection and deployment of a comprehensive
platform for full lifecycle API management. This is where the
business and technical teams will need to collaborate. Whereas
the technical team will have its own set of concerns to address,
the business team must be assured that the chosen solution is
capable of supporting the aspirations identified in the digital
strategy. For example, if the digital strategy depends on
thousands of unknown software developers gaining self-service
19

access to certain APIs, does the management solution
automate the provisioning of self-service registration?
The decision on build versus buy, and if buy, which vendor to
move forward with, should be informed by a number of
business and technical considerations, including:
›› Time to market requirements: Depending on the needs
of the business, organizations may need to prioritize
solutions which allow for the faster development of the
initial APIs supporting their platform, as well as the ability
to quickly update and version these APIs in response to API
customer feedback.
›› API availability and uptime: Depending on how missioncritical your API platform will be in supporting business
operations, firms should ensure they implement a solution
that minimizes downtime.
›› Security considerations: For organizations in industries
like retail, which deal with highly sensitive financial data,
MuleSoft recommends that APIs be secured at multiple
levels — through the implementation of individual API
policies, edge gateways, as well as via tokenization and
encryption of the data flowing in and out of these APIs.
In our experience, and in light of the above considerations, in
the vast majority of cases, organizations are no more suited to
build their own API management solutions than they would be
building their own database management solutions (as
opposed to turning to Oracle or MySQL) or their own content
management systems (as opposed to using Wordpress
or Drupal).
Learn more about why Gartner named MuleSoft a
leader in the 2018 Magic Quadrant for Full Lifecycle API
Management.
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Step 4: Engage your ecosystem
Many organizations mistakenly take an “if you build it, they will
come” approach to the API platforms they build. Actively
marketing your APIs and developing the ecosystem that will
consume them is a critical last-mile problem that must be
addressed in order to ensure that your API platform meets the
intended business objectives.
For example, retailers that implement an API platform for
improving customer engagement should think about how they
can formalize training and certification to enable regional
brands and their respective IT teams to consume the APIs they
have exposed. Once adoption starts to pick up, they should
implement programs designed to gather feedback on these
APIs so they can iterate on what has been built and improve
partner engagement and satisfaction.
Doing so creates a flywheel effect where greater adoption
leads to more feedback, which enables firms to update their
API platform to drive even greater adoption of the platform.
And since the platform was designed in a way that tightly
aligned to business requirements, this creates a secondary
flywheel effect: by driving increased business impact,
organizations can justify the investment of more people and
budget toward accelerating adoption of and engagement with
their API platform.
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Evolving your retail API platform over time
Ensuring the success of your platform depends on setting
objectives for each of the four stages of the API strategy
blueprint and then rigorously measuring and monitoring the
organization’s progress against those goals. Each of the four
stages will involve different goals and KPIs, which will be very
different from one organization to the next. The exercises of
KPI identification, goal setting, and goal recalibration should be
revisited frequently. For example, in response to successes,
failures, market conditions, competition, and customer
requirements, your digital strategy will be in a cycle of
continuous evolution. Different organizations will certainly have
different ways of defining success. But if the habit doesn’t take
root at the beginning of the journey with some goals, it won’t
bode well for the rest of the journey.
To learn more, view MuleSoft’s Building a digital platform
to lead in the API economy.
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Building an API platform for retail
with MuleSoft’s Anypoint Platform
MuleSoft’s Anypoint Platform was purpose-built to enable the
development of an application network through API-led
connectivity, and is the leading platform for doing so. It delivers
an unmatched combination of capabilities that allow
organizations to realize this vision, including:
›› Support for the Full API Lifecycle: While many solutions
in the market focus exclusively on API management,
Anypoint Platform supports the full API lifecycle, enabling
APIs to be treated like products. Anypoint Platform
supports the entire software development life cycle (SDLC)
— from designing, collaborating, building, and testing to
deploying, publishing, versioning, and retiring APIs. This
capability allows retailers to better serve consumers and
realize their vision of creating an ecosystem of buyers,
partners, and suppliers.
›› A unified platform: Anypoint Platform provides enterprisegrade connectivity and support for the full API lifecycle on a
single platform, eliminating the need to manage multiple
products, vendor relationships, and skill sets. Unifying the
functionality required to build an application network
streamlines development and simplifies application
maintenance. According to the fast food retailer that
MuleSoft partnered with, its digital team can focus more on
innovation, using only five of the 45-person team on
maintenance (12%) versus the 50-70% it used to take. This
has lead to a 250% improvement in productivity.
›› Security by design: With Anypoint Platform, each individual
API can be governed using API policies. Anypoint Platform
also enables the implementation of edge gateways that allow
for the application of global security policies across all APIs.
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It enables for data flowing through APIs to be encrypted and
tokenized, protecting against man-in-the-middle attacks and
other cyber threats. These security capabilities allow for
retailers to build an open platform for consumer data (e.g.
credit card data) that various internal and external teams
can consume from without compromising on security.
›› Catalyst Accelerator for Retail: MuleSoft has designed the
Catalyst Accelerator for Retail, which is a set of API designs
and supporting reference implementations that codify
integration best practices focusing on product fulfillment,
customer onboarding, and conversational commerce. This is
taken from the work we’ve done with two of the top five
global retailers, and provides the foundation for
implementing key omnichannel retail use cases.
›› Strategic Partner Ecosystem: When you partner with
MuleSoft, you are able to tap into our Technology Partner
ecosystem to fulfill the vision of a connected enterprise.
From market leaders in eCommerce to established
Enterprise Resource Planning (ERP) companies, MuleSoft
has invested in building strategic relationships to help
retailers better serve their customer needs. MuleSoft
offers out-of-the-box connectivity and a joint vision for
connecting market leading platforms such as SAP Hybris,
Salesforce Commerce Cloud, Oracle, JDA, and much more.
With these capabilities in hand, retailers can feel well-equipped
to capitalize on today’s market opportunity, leveraging the
power of an API platform to power a faster and more scalable
model for delivering a personalized consumer journey
cross-channels.
Want to learn more about best practices for developing
your API strategy? To learn more, view MuleSoft’s API
strategy essentials: A practical guide for winning in the
API economy
24
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About MuleSoft

MuleSoft, a Salesforce company
MuleSoft’s mission is to help organizations change and
innovate faster by making it easy to connect the world’s
applications, data, and devices. With its API-led approach to
connectivity, MuleSoft’s market-leading Anypoint Platform™
empowers over 1,600 organizations in approximately 60
countries to build application networks. By unlocking data
across the enterprise with application networks, organizations
can easily deliver new revenue channels, increase operational
efficiency and create differentiated customer experiences.
For more information, visit mulesoft.com
MuleSoft is a registered trademark of MuleSoft LLC., a Salesforce company.
All other marks are those of respective owners.

