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Stability and Flexibility to Innovate
S

A
P

 S
/4H

A
N

A
®

is E
R

P
 reinvented to help organizations m

eet new
 business 

priorities. It is at the core of all key industry processes yetalso allow
s businesses 

to adapt quickly to new
opportunities, regulations, or the challenges of an 

unprecedented global crisis. C
om

panies needed to look for alternative w
ays of doing 

business ±
such as sw

itching to e-com
m

erce entirely in fashion and beauty to help 
com

pensate for store closures. For groceries and drugstores, adding significant 
online transactions has helped to reduce face-to-face interaction in the physical 
stores. Intelligent E

R
P

 connects
digital w

ith brick-and-m
ortar stores and flexibly 

supports any om
nichannel execution, such as online ordering w

ith curbside pickup 
or hom

e delivery. S
A

P
 custom

ers can rely on the steady operation of all essential 
back-end pUoceVVeV Z

hile pUodXcing neZ
 bXVineVV oXWcom

eV Wo m
eeW VhoppeUV¶ 

needs im
m

ediately. A
 single source of truth provides the necessary

real-tim
e data 

insights for them
 to stay on top of their business every second of the day.

Pervasive U
se of Intelligent Technology Is K

ey
W

hat w
ill m

atter in the new
 norm

al of the digital econom
y is speed of change and 

quick adoption of innovation as w
ell as business autom

ation. Innovative retailers are 
already

leveraging new
 technologies to support their digital transform

ation strategies 
and respond effectively to both encroaching com

petitors and new
 dem

ands of the 
digitally em

pow
ered custom

er. 

To run next-generation
business processes, retailers need Intelligent E

R
P

that 
can

continuously be enhanced and extended
w

ith innovative business services and 
applications

applying em
erging

technologies such as m
achine learning, blockchain, 

and the Internet of Things.Intelligent E
R

P
 is

im
m

ediate
and goes beyond autom

ation 
to

m
ake predictive suggestions for the user. Itis

integrated
±

not only
betw

een your 
departm

ents but also to
the outside w

orld of consum
ers and business partners,thus 

helping drive dow
n tim

e to m
arket and taking retail business to a new

 level of 
transform

ation. S
ide-by-side innovation is using S

A
P

's B
usiness Technology P

latform
 

as the architecture to create disruptive
business value on top of the stable core.

G
iving C

ustom
ers a C

hoice
To take advantage of new

 opportunities and better m
eet individual needs w

hile being 
resilient to crises, retailers m

ust address holistic enterprise processes
end to end 

across all lines of business to deliver new
 custom

er experiences, products, and 
services. Q

uick tim
e to value can be achieved by giving custom

ers the choice to 
select their preferred consum

ption m
odel. S

A
P

 S
/4H

A
N

A
 can be consum

ed as a 
product on any prem

ise (S
A

P
, custom

er, or hyperscaler data centers), or it can be 
consum

ed as a service from
 the cloud or w

ithin a hybrid landscape. R
egardless of 

how
 you plan and execute your transform

ation as a retailer, S
A

P
 S

/4H
A

N
A

 w
ill 

substantially influence your ability to adopt next-generation business processes and 
Wake fXll benefiW of SAP¶V enWiUe UeWail poUWfolio.

SAP Value Proposition

Intelligent ER
P

R
adical change in the retail industry is occurring at a rapid pace, and in w

ays nobody can possibly predict. R
etail is one ofthe industries hardest hit by the C

O
V

ID
-19 pandem

ic; 
the entire industry w

as affected overnight. Fashion, luxury,and beauty sales cam
e to a crushing halt as stores w

ere closed, w
hile grocery and other system

-relevant sectors w
ere 

overw
helm

ed w
ith som

etim
es-irrational dem

and and struggled w
ith disruption and shortage of supply as w

ell as the practical challenges of serving their shoppers. In the eye of 
the storm

, how
ever, Intelligent E

R
P

 at the core of the enterprise has stood the testas the center of value creation and business continuity. 



The digital econom
y is disruptive. R

etailers need strategic priorities that drive transform
ation. S

A
P

 supports a reim
agined set of end-to-end business scenarios to support the 

strategic priorities of serving the digital consum
er of today.

B
e custom

er centric across the value chain
N

ew
 technology allow

s retailers to detect, predict, and anticipate unspoken needs. 
U

nderstanding the profitability im
pact from

 start to finish ±
dow

n to the single article 
and through integration of all process areas ±

is key to providing the right experience 
all the w

ay from
 aw

areness to the shopping journey, delivery, and postpurchase 
engagem

ent. 

E2E scenario: C
ustom

er-centric assortm
ent planning ±

S
ell the products your 

consum
ers w

ant. 

Serve the segm
ent of one

The ability to capture and anticipate custom
er needs in the m

om
ent is key to 

giving custom
ers exactly w

hat they w
ant w

hen they w
ant it. S

ensors m
onitor use, 

consum
ption, w

ear, and freshness, alerting consum
ers to replace, replenish, or 

repair, thus creating dem
and that can be m

et just in tim
e w

ith the right corresponding 
personalized offer. M

achine learning w
ill drive m

ore-im
pactful, personalized, and 

contextual consum
er experiences.

E2E scenario: C
onnecWing Wo \oXU cXVWom

eU¶V lifeVW\le ±
E

nable im
m

ersive 
custom

er experiences.

R
un sm

art stores
The store is the place for retail com

panies to use the latest technologies to create 
new

, differentiating shopping experiences. C
ustom

er identification, virtual reality, 
sm

art fitting, endless aisles, gam
ification ±

the opportunities are endless ±
help drive 

loyalty as w
ell as new

 revenue opportunities. D
ata generated by technology also 

drives efficiency for store em
ployees and provides insights into perform

ance K
P

Is. 

E2E scenario: R
evitalizing the store ±

D
eliver brand-building store experiences. 

Sell outcom
es beyond products

Leverage superior understanding of custom
er needs as w

ell as greater connectivity 
for new

 revenue-generating offers that serve the custom
er holistically and focus on 

outcom
es versus products.

E2E scenario: Ingredient and recipe m
eal-kit service ±

O
ffer personalized m

eals.

Im
plem

ent digital supply chains
C

onnecting the end-to-end VXppl\ chain fUom
 VXpplieUV Wo conVXm

eUV¶ hom
eV alloZ

V 
retailers to drive efficiency in m

aterial flow
s, better dem

and and supply m
atching, 

and faster response, offering new
 opportunities for autom

ated replenishm
ent and 

new
 convenient delivery options.

E2E scenario: C
onnected, end-to-end supply chain ±

R
educe delays and 

provide superior custom
er value.

Strategic Priorities in a D
igital Econom

y

© 2020 SAP SE or an SAP affiliate company. All rights reserved.
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B
e C

ustom
er C

entric A
cross the V

alue C
hain

*Benefits are based on results from
 early adopters of SAP S/4H

AN
A or are conservative outside-in estim

ates of the benefits of m
oving from

 a traditional ER
P system

 to enhanced SAP S/4H
AN

A w
ith line-of-business and cloud capabilities. As each enterprise is at a different level of m

aturity, 
our recom

m
endation is that you w

ork w
ith SAP to determ

ine the value proposition for your enterprise.

C
ustom

er-C
entric A

ssortm
ent Planning

W
hat do your consum

ers really w
ant? W

ith this end-to-end integrated scenario, leverage the pow
er of social insights, sentim

ent analysis, and search data to im
prove your 

assortm
ent planning and have in-store today w

hat your shoppers dem
and tom

orrow
. 

Top value drivers
*

�
M

uch
spreadsheet-based assortm

ent 
planning based on historic data held in a 
M

icrosoft E
xcel form

�
E

rror-prone m
anual w

ork
�

N
o system

atic inclusion of external or 
forw

ard-looking data
or dem

and signals

5%
±20%

R
eduction in bounce rate

20%
±40%

R
eduction in unplanned m

arkdow
ns

© 2020 SAP SE or an SAP affiliate company. All rights reserved.
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�
Item

s purchased and pushed to stores 
w

ith no insight into dem
and patterns

�
R

eliance on intuition and guessw
ork 

w
ithout intelligent decision support 

�
N

o integration into execution

�
B

uying too m
uch or not enough

�
D

elayed visibility into sales data
�

D
em

and review
 after the fact

�
Too m

any m
arkdow

ns

�
A

fter-the-fact profitability analysis w
ith 

no opportunity to respond to dem
and 

�
Planned aVVoUWm

enWV WhaW don¶W 
consider space constraints in the store

�
S

ystem
-supported process based on dem

and signals, 
consum

er sentim
ent, social m

edia
input collected in 

S
A

P
®

C
ustom

er E
xperience solutions, and the

S
A

P
 C

ustom
er A

ctivity R
epository application to 

represent real-tim
e m

arket dem
and

�
Integrated end-to-end planning process

�
Inclusion of external data for product search ranking

�
Intelligent store clustering that supports localized 
assortm

ents w
ith an optim

al m
ix of stores and products 

based on m
ultiple attributes

�
O

ptim
ization of assortm

ent m
ix by revenue and m

argin
�

U
ser-friendly business rule fram

ew
ork

�
P

redictive analytics providing decision support

�
P

rediction of sales and buy 
quantities

�
V

isibility into sales, m
argin, and 

inventory in near-real tim
e, 

w
hich provides early w

arning of 
potential issues

�
Integration to shelf-planning optim

ization 
and consideration of space constraints in 
planning

�
A

ssortm
ent perform

ance analytics w
ith 

continuous redefinition of buying-based 
clustering

U
nderstanding m

arket dem
and

S
m

art store clustering
P

lanning launch 
P

rofitability m
onitoring 

R
apid response

8%
±10%

R
eduction in revenue loss due to stock-outs
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A new
 w

orld w
ith SAP

Traditional scenario



�
C

ustom
er visits retail store.

�
S

tore associate has no know
ledge of

purchase history, size, preferences, or
functional needs of custom

er.
�

There is risk of product not being available.

�
C

ustom
er looks up inform

ation about
running shoes online.

�
N

o personalized offers are available.
�

There is no real-tim
e product-availability 

inform
ation or soft reservation.

�
C

ustom
er decides and pays.

�
P

urchase ends as anonym
ous point-of-

sale (P
O

S
) transaction in E

R
P

 system
.

�
There is no connection betw

een online 
experience and physical store visit.

�
C

ustom
er recognizes m

ajor 
defects in running shoe.

�
N

o sensor data is m
ade 

available.

�
The store associate loses
opportunity to truly retain custom

er 
and build custom

er loyalty w
ith 

personalized service, 
recom

m
endations, and prom

otions.
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S
erve the S

egm
ent of O

ne

C
onnecting to Your C

XVWom
eU¶V LifeVW\le

W
ith this integrated, end-to-end scenario, you are able to create an im

m
ersive shopping experience for your consum

ers ±
one thatearns lifetim

e loyalty and also delivers 
significant efficiencies and new

 business opportunities to the retailer.

Top value drivers
*

A new
 w

orld w
ith SAP

© 2020 SAP SE or an SAP affiliate company. All rights reserved.

�
C

ustom
er orders desired shoes in W

eb shop and 
receives real-tim

e availability inform
ation as w

ell as 
relevant value-added up-sell offers based on custom

er 
data and trend signals.

�
C

ustom
er chooses convenient delivery options ±

a 5%
 coupon is offered for store pickup.

�
R

etailer fulfills order and arranges for store pickup.

�
Back-end system

 determ
ines 

personalized product 
recom

m
endations based on 

consum
er history, peer groups, 

trends, and social m
edia input.

�
System

 uses m
achine learning to 

refine offers.

�
C

ustom
er picks up order in store.

�
Associate recognizes consum

er in 
store and can m

ake additional sm
art 

offeUV baVed on Whe cXVWom
eU¶V pUofile 

and docum
ented preferences.

�
Product recom

m
endations im

prove 
w

ith every cycle.

�
Integrated sensors in 
shoes send end-of-life 
signal to back-end system

.
�

C
ustom

er receives 
inform

ation on end of life 
of running shoe.

�
Store staff com

pletes the transaction and 
registers new

 shoes to initiate tracking again.
�

Personalized sales data is updated in SAP 
S/4H

AN
A, and the entire cycle starts over again.

�
C

ustom
er enjoys

superior service and
can rely 

on tim
ely

and relevantpersonal offers to
keep 

them
 running.

10%
±20%

Increase in custom
er satisfaction

10%
±15%

R
eduction in custom

er churn

Flaw
less execution of service prom

ises
N

ew
 levels of custom

er proxim
ity and understanding 

H
yperpersonalization w

ith technology

10%
±20%

Increase in revenue from
 cross-and up-sell

Overview
Strategic 
Priorities

E2E Scenarios
SAP Solution Portfolio

References
SAP Strategy

SAP Value Proposition

*Benefits are based on results from
 early adopters of SAP S/4H

AN
A or are conservative outside-in estim

ates of the benefits of m
oving from

 a traditional ER
P system

 to enhanced SAP S/4H
AN

A w
ith line-of-business and cloud capabilities. As each enterprise is at a different level of m

aturity, 
our recom

m
endation is that you w

ork w
ith SAP to determ

ine the value proposition for your enterprise.

Traditional scenario



M
anual and error-prone 

goods receipt process is 
w

ith paper or scanner-
based lists.

D
elays in traffic are 

not accounted for.
�

N
o visibility on status is 

available on the road.
�

Issues along the supply 
chain go unnoticed.

�
There is no chance to react.

�
M

anufacturer produces products 
based on retailer's purchase 
orders and ships them

 off to the 
retailer's w

arehouses.
�

N
o inventory visibility or delivery 

status is available for transit.

�
G

oods can arrive too late or 
dam

aged w
ithout w

arning.
�

Inform
ation on products is 

m
issing or incom

plete.

/
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Im
plem

ent D
igital S

upply C
hains

C
onnected, End-to-End Supply C

hain
W

ith this integrated, end-to-end scenario, you are able to create an autom
ated, connected, hands-free supply chain that delivers

new
 levels of speed and efficiency as w

ell as 
superior value to your shoppers and consum

ers. 

© 2020 SAP SE or an SAP affiliate company. All rights reserved.

10%
±20%

Increase in on-tim
e delivery perform

ance
10%

±12%
R

eduction in days in inventory

R
eal-tim

e supplier collaboration
R

eal-tim
e alerts and autom

ated response
S

upply chain autom
ation 

5%
±20%

Increase in order m
anagem

ent FTE
 productivity

�
C

ustom
er faces em

pty shelves.
�

There is no w
arning if there is a 

cold-chain violation.
�

S
tore associates have no 

inform
ation on upcom

ing arrivals.

G
oods receipt takes 

place in distribution 
center w

ith R
FID

.

S
m

art rerouting is 
possible if there are 
issues along the 
route.

R
eal-tim

e alerts are 
produced on issues such 
as cold chain violation, 
theft, and delays.

�
M

anufacturers stream
line their dem

and and 
supply planning in collaboration w

ith retailers, 
exchanging order forecasts.

�
G

ranular forecast inform
ation from

 m
achine-

learning-supported retail forecasting engine is 
integrated into

upstream
 dem

and and supply 
planning system

s.

�
G

oods receipt takes place 
in-store w

ith R
FID

.
�

S
ecure supply chains are 

supported by blockchain 
transactions.

�
D

ue to alignm
ent in dem

and and supply 
planning betw

een retailer and m
anufacturer, 

out-of-stock situations belong to the past.
�

C
ustom

erand store staff have
full 

transparency on pedigree and ingredients
of 

products based on full visibility into the supply 
chain.C

onsum
er safety 

Overview
Strategic 
Priorities

E2E Scenarios
SAP Solution Portfolio

References
SAP Strategy

SAP Value Proposition

*Benefits are based on results from
 early adopters of SAP S/4H

AN
A or are conservative outside-in estim

ates of the benefits of m
oving from

 a traditional ER
P system

 to enhanced SAP S/4H
AN

A w
ith line-of-business and cloud capabilities. As each enterprise is at a different level of m

aturity, 
our recom

m
endation is that you w

ork w
ith SAP to determ

ine the value proposition for your enterprise.

A new
 w

orld w
ith SAP

Top value drivers
*

Traditional scenario
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R
un S

m
art S

tores

R
evitalizing the Store

C
reate a sm

art store to deliver brand-building store experiences. W
ith this integrated, end-to-end scenario, you can m

anifest your brand, create new
 store experiences, and 

capture changing needs by running your stores like an online business.

�
Shopper enters store anonym

ously.
�

N
o history is available.

�
N

o insight is available into the 
VhoppeU¶V needV, pUefeUenceV, oU 
buying behavior.

�
There is no ability to differentiate custom

er experience 
or offer service that drives loyalty through 
personalized offers or m

ore convenience.
�

S
tores are exposed to price com

petition from
 online 

pure plays.

�
The interaction of custom

ers in the store is captured only 
upon checkout as an anonym

ous P
O

S
 transaction.

�
V

aluable interaction data is not sensed and lost for better 
experience.

�
C

ustom
er preferences

are notdiscovered.

�
S

taff has no access to real-tim
e 

inventory inform
ation or incom

ing 
deliveries.

�
SWaff can¶W gXide cXVWom

eUV.

© 2020 SAP SE or an SAP affiliate company. All rights reserved.

�
Shopper is recognized and 
approached according to 
their privacy settings.

�
Sm

aUW ³clienWeling´ iV 
enabled based on history 
and know

n and predicted 
preferences.

�
Technology can be used to digitalize the 
physical store and

drive shopper and 
consum

er loyalty.
�

E
ndless

aisles, frictionless checkout, and 
scan-and-go shopping concepts

becom
e 

reality.
�

C
onvenient service

options are available.

�
C

ustom
er behavior is captured anonym

ously from
 sm

art shelves, heat m
aps, 

or cam
eras.

�
Sensor technology helps optim

ize store layouts, assortm
ents, and price points 

and enables better understanding and prediction of shopper preferences.
�

R
eal-tim

e response to
relevant custom

er dem
and

signals is possible.
�

R
eplenishm

ent is accelerated.
�

Product transferis triggered w
ith R

FID
 enablem

ent to
balance stock 

betw
een

stores flexibly.

�
R

eal-tim
e inventory and product inform

ation 
enable sm

art replenishm
ent.

�
B

etter custom
er service

is possible through use 
of location services

to locate products and find 
nearby store locations.

�
S

tore tasks can be supported efficiently
using 

virtual reality, R
FID

, and scanner technology.

5%
±15%

Increase in inventory turnover
5%

±20%
Im

provem
ent in m

erchandising FTE
 productivity

R
elevant offers and prom

otions
Im

proved products and offerings 
E

m
pow

ered staff

5%
±20%

R
eduction in store operating cost

C
om

pelling shopping experience
N

ew
 custom

er loyalty

?
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*Benefits are based on results from
 early adopters of SAP S/4H

AN
A or are conservative outside-in estim

ates of the benefits of m
oving from

 a traditional ER
P system

 to enhanced SAP S/4H
AN

A w
ith line-of-business and cloud capabilities. As each enterprise is at a different level of m

aturity, 
our recom

m
endation is that you w

ork w
ith SAP to determ

ine the value proposition for your enterprise.

A new
 w

orld w
ith SAP

Top value drivers
*

Traditional scenario
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S
ell O

utcom
es B

eyond P
roducts 

Ingredient and R
ecipe M

eal-K
it Service

W
ith this integrated, end-to-end VcenaUio, XVe VXpeUioU XndeUVWanding of \oXU cXVWom

eUV¶ needV Wo cUeaWe neZ
 UeYenXe-generating offers and services, such as personalized m

eals.

Top value drivers
*

A new
 w

orld w
ith SAP

�
C

ustom
er shops for groceries w

ith a few
 

m
eals in m

ind, at best equipped w
ith a 

shopping list. 

�
There is no added custom

er value.
�

There is no w
ay to differentiate retail services.

�
S

tore staff lacks inform
ation to m

ake recom
m

endations.
�

N
o custom

er history or insight on preferences is available.
�

There are no recipes, no inform
ation on nutritional values, and 

no w
ay to m

atch w
ith consum

er lifestyle.

�
Item

s for a m
eal can be incom

plete.
�

K
ey item

s can be forgotten or out of stock.
�

Leftovers and excess packaging can result.

© 2020 SAP SE or an SAP affiliate company. All rights reserved.

U
p to 3x 

Larger size of shopping baskets
25%
R

educed m
arkdow

ns

N
ew

 levels of custom
er proxim

ity and understanding 

30%
R

educed logistics cost per item

Flaw
less execution of service prom

ises
H

yperpersonalization by m
achine 

learning and predictive analytics

?
?  

?  
?

?
?

C
onsum

er

C
ustom

er subscribes to m
eal-kit service and provides 

cooking and taste preferences and physical and exercise 
inform

ation per their individual preferences and goals.

N
utrition expert

Food and nutrition experts help consum
ers discover m

atching 
item

s based on their personal preferences and buying history.

Through m
achine learning, back-end system

 determ
ines recipe recom

m
endations 

based on custom
er data, preferences, and history, including data from

 social m
edia.

Trend analysis from
 W

eb searches helps m
ake recom

m
endations that drive dem

and.

M
eal kits are assem

bled and shipped directly to custom
ers based on shipping preferences.

H
om

e delivery or pickup of selected m
eal kits are according to specs, w

ith the right 
size, am

ount, and nutritional values and w
ith reduced sustainable packaging. 

C
ustom

er prepares m
eals and provides feedback. 

C
ustom

er profile and preferences are enhanced 
based on structured and nonstructured feedback.

Feedback and m
achine learning are used to 

im
prove recipes, recom

m
endations, and the overall 

offering, and they kick off the next delivery cycle.

C
ustom

er prepares m
eals and provides feedback. 

H
om

e

Im
proved

C
ustom

er loyalty
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SAP Value Proposition

*Benefits are based on results from
 early adopters of SAP S/4H

AN
A or are conservative outside-in estim

ates of the benefits of m
oving from

 a traditional ER
P system

 to enhanced SAP S/4H
AN

A w
ith line-of-business and cloud capabilities. As each enterprise is at a different level of m

aturity, 
our recom

m
endation is that you w

ork w
ith SAP to determ

ine the value proposition for your enterprise.

Traditional scenario
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SA
P Strategy ±

D
eliver the Intelligent Enterprise

B
U

SIN
ESS TEC

H
N

O
LO

G
Y PLATFO

R
M IN
D

U
STR

Y C
LO

U
D

B
U

SIN
ESS N

ETW
O

R
K

IN
TELLIG

EN
T SU

ITE
A

P
P

LIC
A

TIO
N

S

TE
C

H
N

O
LO

G
Y

B
U

S
IN

E
S

S
 

P
R

O
C

E
S

S

EXPER
IEN

C
E M

AN
AG

EM
EN

T

SU
STAIN

AB
ILITY M

AN
AG

EM
EN

T

A
cross all functions

Intelligent enterprises run agile, integrated business processes and use advanced technologies such as artificial intelligence, m
achine 

learning, and the Internet of Things. 

They apply leading-edge industry best practices and w
ork together to build flexible value chains. They evaluate and act on custom

er, 
partner, and em

ployee sentim
ent, and they understand and m

anage their environm
ental im

pact. This m
akes them

 resilient, successful, 
and sustainable. 
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SA
P S/4H

A
N

A
 

Innovations

Be Custom
er 

Centric Across 
the Value Chain

Serve the 
Segm

ent of O
ne

R
un Sm

art 
Stores

Im
plem

ent 
D

igital Supply 
C

hains

�
R

etail integration into SAP 
C

om
m

erce C
loud solutions

�
O

m
nichannel pricing and prom

otions
�

Assortm
ent m

anagem
ent

�
M

arkdow
n m

anagem
ent

�
G

lobal data synchronization
�

O
bject pagers for prom

otion, product, 
site, and allocation

�
P

roduct data governance
�

S
tore layout m

anagem
ent

�
P

rom
otion collaboration

�
P

rom
otional procurem

ent

�
C

onsistent m
anagem

ent of season, 
collection, and them

es
�

V
alue-added services

�
D

istribution curves

�
A

dvanced available-to-prom
ise

�
D

istribution curve analytics
�

M
aster data enrichm

ent w
ith 

m
achine learning

�
P

redictive stock in transit

Econom
ic Value Added 

C
ustom

er experience
(revenue and retention)

Process excellence
(cost and m

argin)

© 2020 SAP SE or an SAP affiliate company. All rights reserved.
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SA
P S/4H

A
N

A Provides N
ew

 C
apabilities

to Enable the Strategic 
Priorities of R

etail C
om

panies 

Sell O
utcom

es 
B

eyond 
Products
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�
Stock protection

�
C

onversion of suppliercharacteristic values
�

D
em

and supply segm
entation

�
D

istribution curves

�
M

aster data harm
onization

�
P

roduction planning and dem
and 

scheduling inform
ation in retail 

article

�
Intuitive in-store S

A
P

 Fiori ®

apps for better custom
er 

service ±
look up product, click 

and collect,* m
ove products

�
C

ollective purchase order processing
�

P
urchase order optim

ization
�

S
upplier agreem

ent planning and 
negotiation

�
P

urchase order scheduling
�

S
upply assignm

ent
�

P
rocessing of structured articles 

w
ith full products

�
M

aterial requirem
ents planning

�
A

dvanced available to prom
ise

�
R

eplenishm
ent planning

�
C

onYeUVion of ³VWandaUd m
aWeUial´ 

to
´UeWail aUWicle´

�
S

ubscription contracts and billing 
and revenue m

anagem
ent

�
R

FID
-enabled S

A
P

 Fiori apps for 
inventory m

anagem
ent ±

transfer, 
receive, and count products

�
Launchpad for personalization

�
V

ertical retailing on harm
onized 

process and data m
odel

�
R

etail as a function

�
M

erchandise allocation
�

A
dvanced returns m

anagem
ent

�
S

upplier m
anaged inventory

�
R

eal-tim
e inventory

�
P

redictive stock in transit

�
R

epository of all store interaction data*
�

D
ashboards for the store m

anager 
w

ith an overview
 on K

P
Is

�
C

onnectivity to any P
O

S
 system

�
E

xtended w
arehouse 

m
anagem

entand extended 
transportation m

anagem
ent on 

one platform

*Planned



S
A

P
 S

/4H
A

N
A

 provides retailers w
ith a proven fram

ew
ork to adopt industry best practices w

hile attaining operational excellence across the full value chain.

Strategy enablem
ent

�
A

ccelerating new
 business-m

odel innovation and new
 

revenue-generating opportunities
�

R
unning efficiently at scale, leveraging intelligent 

autom
ation w

ith the best total cost of ow
nership (TC

O
)

�
U

nderstanding every aspect of your business and 
steering your com

pany in real tim
e to adjust rapidly to 

changing business
�

E
nabling faster dom

estic and international expansion 
and accelerating M

&
A

 synergy
�

M
anaging business and resources in com

pliant and 
sustainable w

ays
�

M
astering the transition from

 a physical to a digital 
w

orld

IT benefits and TC
O

�
Fast perform

ance by up to a factor of 10 
�

M
em

ory footprint reduction by up to a factor of 5
�

M
erger of O

LA
P

 and O
LTP

 
�

E
lim

ination of m
any desktop clients

�
S

im
plified softw

are landscapes
�

N
ative integration

�
R

educed TC
O

 through landscape sim
plification

IT benefits
and TC

O

B
usiness 

benefits

Strategy
enablem

ent

Em
pow

ered 
em

ployees

© 2020 SAP SE or an SAP affiliate company. All rights reserved.
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The Value of SA
P S/4H

A
N

A for R
etail C

om
panies

B
usiness benefits*

�
20%

40%
reduction in unplanned m

arkdow
ns

�
8%

±10%
 reduction in revenue loss due to stock-outs

�
10%

20%
 incUeaVe in cXVWom

eU VaWiVfacWion
�

10%
15%

 UedXcWion in cXVWom
eU chXUn

�
10%

20%
 incUeaVe in UeYenXe fUom

 cUoVV-sell and up-sell
�

10%
±20%

 increase in on-tim
e delivery perform

ance
�

5%
±20%

increase
in order m

anagem
ent FTE

 productivity
�

5%
15%

increase in inventory turnover
�

5%
20%

im
provem

ent in m
erchandising FTE

 productivity
�

5%
20%

 UedXcWion in VWoUe opeUaWing coVW
�

10%
20%

 incUeaVe in UeYenXe fUom
 neZ

 pUodXcWV and VeUYiceV
�

5%
10%

 incUeaVe in UeYenXe VhaUe of neZ
 cXVWom

eUV
Em

pow
ered em

ployees
�

H
igher productivity w

ith a new
, role-based w

ay of w
orking 

w
ith a responsive, intuitive user experience on all devices

�
Im

proved user experience w
ith access to data from

 
anyw

here on any device, w
ith interactive graphics and 

analytics on a single copy of data
�

G
reater ability of store associates and store m

anagers to 
serve their custom

ers effectively w
hen equipped w

ith the 
right inform

ation 
�

A
ctionable insights on unified, real-tim

e data and processes, 
w

ith built-in system
 suggestions for decision support 
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*Benefits are based on results from
 early adopters of SAP S/4H

AN
A or are conservative outside-in estim

ates of the benefits of m
oving from

 a traditional ER
P system

 to enhanced SAP S/4H
AN

A w
ith line-of-business and cloud capabilities. As each enterprise is at a different level of m

aturity, 
our recom

m
endation is that you w

ork w
ith SAP to determ

ine the value proposition for your enterprise.



JacqXeV¶ W
ein-D

epot

Industry 
R

etail
O

ur ultim
ate goal is to be able to integrate data from

 all touch points to get 
a 360-degree view

 of the custom
er, w

hich w
ill enable us to deliver the very best 

service.

³

D
irk Bungarz, G

eneral M
anager Accounting/H

R
/IT M

anagem
ent, 

JacTXeV¶ W
ein-D

epot W
ein-Einzelhandel G

m
bH

 

´
SAP

solutions 
S

A
P

 for R
etail solutions, 

S
A

P
 S

/4H
A

N
A

 Finance solution, 
S

A
P

 O
m

nichannel P
oint-of-S

ale 
application by G

K
, S

A
P

 C
ustom

er 
E

xperience solutions, and 
S

A
P

 H
A

N
A

®
E

nterprise C
loud 

C
ustom

er W
eb site 

w
w

w
.jacques.de

(G
erm

an)

C
lick here

to read the business 
transform

ation study.

JacTXeV¶ W
ein-D

epot w
ants to capture and retain dem

and from
 in-store w

ine 
tastings by m

aking buying w
ine a sim

ple, connected, and enjoyable shopping 
experience across all its stores, channels, and devices. 
It is transform

ing its IT landscape to support truly om
nichannel retail operations, 

including click-and-collect, frictionless returns of online purchases betw
een stores, 

and m
ore ±

helping the com
pany deliver sparkling custom

er service.

© 2020 SAP SE or an SAP affiliate company. All rights reserved.
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C
ustom

ers A
re A

chieving Value w
ith SA

P Solutions
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SAP Enterprise Support services em
pow

ered us to best prepare for a 
conversion to SAP S/4H

AN
A by providing proactive support and expert 

guidance. W
e are now

 one step closer to becom
ing an intelligent enterprise 

and ensuring faster service to our ecosystem
.

³

O
scar López M

endoza, IT M
anager, Abarrotera del D

uero S.A. de C
.V. (G

rupo M
erza)
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C
ustom

ers A
re A

chieving Value w
ith SA

P Solutions

Abarrotera del D
uero S.A.de C

.V. (G
rupo M

erza)

Industry 
R

etail

SAP
solutions

S
A

P
 S

/4H
A

N
A

 
R

etail solution for 
m

erchandise 
m

anagem
ent and 

S
A

P
 C

ustom
er 

A
ctivity R

epository 
application

C
ustom

er W
eb site 

w
w

w
.m

erza.com
.m

x
(S

panish)

C
lick here

to read the business 
transform

ation study.

G
rupo M

erza m
ust ensure fast and

reliable service for suppliers, business 
partners,and consum

ers. W
hether running to the local m

inim
art, shopping for the 

w
eek, or saving tim

e w
ith hom

e delivery, the people of M
exico know

 they can get 
exactly w

hat they need and m
ore from

 G
rupo M

erza. It has provided custom
ers 

w
ith affordable, high-quality products and great service for m

ore than 72 years. 
To continue grow

ing and
m

aintaining its com
petitive edge, G

rupo M
erza needed 

to
better unify its enterprise m

anagem
ent system

s.The answ
er w

as a single, 
central digital core pow

ered by S
A

P
 S

/4H
A

N
A

. 

´
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C
ustom

ers A
re A

chieving Value w
ith SA

P Solutions

Sharjah C
ooperative Society (SC

S)

Industry 
R

etail

SAP
solutions 

S
A

P
 S

/4H
A

N
A

 R
etail 

solution for m
erchandise 

m
anagem

ent, S
A

P
 

M
odel C

om
pany service 

for C
ore R

etail, and
S

A
P

 H
A

N
A

 E
nterprise 

C
loud

C
ustom

er W
eb site 

w
w

w
.shjcoop.ae

C
lick here

to read the 
business transform

ation 
study.

A
s the first cooperative society in the U

nited A
rab E

m
irates, S

C
S

 has thrived in 
a rapidly grow

ing econom
y despite fierce com

petition. To perfect its business, 
it im

plem
ented scenarios supporting autom

atic order support, m
eat processing, 

and in-store production operations. 
W

ith help from
 S

A
P

, S
C

S
 w

ent from
 m

anual tasks to autom
ation in nine m

onths, 
reduced annual stocktaking tim

e from
 three w

eeks to five days, and autom
ated 

its inventory replenishm
ent processes. W

ith the S
A

P
 M

odel C
om

pany service for 
C

ore R
etail, preconfiguration services allow

ed S
C

S
 to com

plete im
plem

entation 
in the record tim

e of nine m
onths.

Project delivery is very efficient, organized, and transparent. There is a 
w

illingness to be flexible w
hen needed. The project team

 has proven they are 
up to the task.

³

Jasim
 Al Abdooli, IT D

epartm
ent H

ead, Sharjah C
ooperative Society

´
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C
ustom

ers A
re A

chieving Value w
ith SA

P Solutions

O
neStopIndustry 

R
etail

SAP
solutions 

S
A

P
 S

/4H
A

N
A

, S
A

P
 for 

R
etail solutions, and 

S
A

P
 Fiori apps 

C
ustom

er W
eb site 

https://onestopretail.in

C
lick here

to read 
the business transform

ation 
study.

O
neS

top needed to stay ahead of com
petition in a rapidly changing m

arket and 
em

barked on a digital transform
ation to im

prove business processes, increase 
efficiency, and enhance custom

er service. 
W

ith S
A

P
 S

/4H
A

N
A

 O
neS

top now
 has com

plete support for all core retail 
processes from

 m
aster data dow

n to point of sale. R
etailers are able to deliver a 

better consum
er experience; leverage greater insights into operational retail data, 

such as precise stock assessm
ents, to em

pow
er sales staff; and gain real-tim

e 
analytics for faster and better decision-m

aking. A
ll these are delivered through a 

sim
ple and intuitive user interface that enables O

neS
top staff to im

prove efficiency 
and custom

er service.

W
e chose to im

plem
ent SAP S/4H

AN
A to stream

line our business 
processes. Its real-tim

e analytics capabilities are already helping us strengthen 
our position as a leader in a fast-m

oving m
arketplace.

³

Jayesh D
edhia, M

anaging D
irector, O

neStop R
etail Pvt. Ltd.

´
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