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McKinsey Global Survey Results
Economic Conditions Snapshot, August 2009
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1. Market drivers and pain points
CRM-Relevant Customer Pain Points

Data consistency
No single view of customer (past history, behavior, purchases)
Sales reps are managing customer info on notepads in cars

Integration
Front-end & back-end systems not integrated at all
Calls not routed to the right people, taking too long, costing too much

Information accessibility
No idea how long sales opportunities take, or what they cost
No visibility into sales pipeline (this quarter, last quarter, last year)

Investment safeguarding
Per partes model application
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1. Market drivers and pain points
Traditional „CRM“ Solution
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2. SAP Customer Relationship Management
What is SAP CRM?

The CustomerThe Customer
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SERVICEMARKETING
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2. SAP Customer Relationship Management
One rock solid solution
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2. SAP Customer Relationship Management
CRM without compromise

Simple

Intuitive – easy to use

Built for business users –
drives productivity

Consistent look & feel
across SAP Suite

Comprehensive

Marketing, sales,
service and all customer

interaction channels

Smart Tools

Comprehensive End-to-
end processes

Industry solutions

Flexible

Easy to personalize –
gives choice and

flexibility

Application extensibility –
open architecture

Adaptable processes –
Web Service enablement,

Enterprise SOA
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Demo
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Telecommunications
Order Management

Financial Services
Full Service Leasing, Account Origination

Public Sector
Grantor Management
Social Services –
Social Case Management

Life Sciences
Contract Lifecycle Management

Utilities
Residential Customer Care
Commercial & Industrial Customers

Travel & Transport
Electronic Toll Collection

2. SAP Customer Relationship Management
Comprehensive Industry Scenarios

Consumer Products
Trade Promotions Management

High Tech
Channel Funds / Channel Sales

Media
Intellectual Property Management
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2. SAP Customer Relationship Management
SAP BCM capabilities in SAP CRM

SAP BCM seamlessly integrates communication technology
with customer-facing business processes and systems to
improve customer service and business process
performance – all at lower Total Cost of Ownership

Inbound
contact center

Outbound
contact center

Enterprise-wide
communications

management

It does this by providing a flexible multi-channel, all-IP business
communications platform out-of-the-box integrated with SAP CRM
Interaction Center
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Key Advantages of the CRM Functionality in SAP Business All-in-One:
Built-in integration with the ERP functionality in SAP Business All-in-One

Best-in-class functionality for Marketing, Sales, Service, and Analytics

Intuitive, user-friendly design for quick adoption with minimal training

Attractively priced for mid-size companies

Fix time

Fix scope

Fix price

2. SAP Customer Relationship Management
SAP CRM Business All-in-One
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3. Why CRM today?
Marketing spend results during economic slow down of 1989-1991

•†Source: “Justifying Marketing Expenditures in a Down Economy”, Marketing Leadership Council, September 2002
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3. Why CRM today?
Recognizing Significant Business Benefits

OKI - Reliable Sales / Inventory Forecast
7%  increase in sales, Y/Y in a flat market
3 day per month reduction in the amount of time required to
generate key sales reports
Improved sales and inventory forecasts

Yaskawa - Sales Effectiveness
500% Growth in Customer Database
65% increase in Sales with a 30% decrease in headcount
Increased Customer Satisfaction ratings every year since
implementation

CSC - Pipeline Visibility
100% consistency of pipeline measures across business
units
94% decrease in time required to generate monthly
pipeline report (3 days to 2 hrs)
67% decrease in time to integrate pipeline of acquired
companies (12 weeks to 4 weeks)

SECURIT- Sales Efficiency
User Productivity +300%
Data Entry – 60%
Replaced 78 legacy system databases with a centralized
database

Molex - Sales Collaboration
$7.4M additional revenue contribution from Europe with
better pipeline visibility, collaboration, and issue
management
$1.9M in headcount saved due to more efficient sales
planning

General Sales / SFA Improvements
40% increase in sales productivity - Eclipse Aviation
95% user adoption - Kohler
20% increase in sales Productivity - Medline
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4. What Analysts Said about Us
Forrester Wave: SAP is a Leader in CRM

“…SAP has steadily built out comprehensive
functionality focused on improving usability
and deepening support for strategic business
processes as part of the SAP Business Suite.
With the release of SAP CRM 2007, the vendor
offers a product that is strong across the
board for sales, marketing, partner channel
management, customer service, and
analytics… “

“SAP CRM offers one of the most complete
solutions.  During the past three years, SAP
has worked steadily to fill out its CRM offering,
resulting in end-to-end process integration
support that no longer comes at the expense
of missing CRM functionality.”

The Forrester Wave is copyrighted by Forrester Research, Inc. Forrester and Forrester Wave are trademarks of Forrester Research, Inc. The Forrester Wave is a graphical
representation of Forrester's call on a market and is plotted using a detailed spreadsheet with exposed scores, weightings, and comments. Forrester does not endorse any vendor,
product, or service depicted in the Forrester Wave. Information is based on best available resources. Opinions reflect judgment at the time and are subject to change.
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Central and Eastern Europe CRM Customer cases
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1

2

3

Technology has evolved and can now support
your unique processes, business models,
customer experience, and user preferences.

Your customers are the ultimate source of your
revenue in those uncertain days.

5. Wrap up

SAP CRM is delivering CRM Without
Compromise to help you delight your
customers, empower your team and grow your
business.
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Thank you!

Jan Ferjo

CEE Business Development
Phone: +420 257 114 190

jan.ferjo@sap.com
www.sap.com/cz

mailto:jan.ferjo@sap.com
http://www.sap.com/cz

