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Computation Independent Model
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Platform Independent Model
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Model Driven Architecture

Introduction and Overview

This document describes a sample use case in the context of business applications used as continuous example and for evaluation within the VIDE project. The example focuses on Opportunity processing as part of a Customer Relationship Management system. The example was chosen since it is an “early” step of a sales processing – which allows us to investigate the “surrounding“ process - and rather easy to understand without too much dependencies to other CRM components.
Business Applications - Customer Relationship Management
This section presents an object-oriented business application from SAP in the context of Customer Relationship Management.  Business applications span various areas and processes in corporations such as Product Life Cycle Management (PLM), Supply Chain Management (SCM) and Customer Relationship Management (CRM). In the following, we will focus on SAP business applications for Customer Relationship Management (CRM) such as SAP CRM. 
CRM is a management concept, which intends to systematize and improve the relationships between corporations and their customers. It is a customer-oriented corporate strategy that utilises modern information and communication technologies to establish long-term, profitable customer relationships through holistic and individual marketing, sales and service instruments [3].

1.1.1 Customer Relationship Management
CRM software provides a central point to manage all contacts and interactions of a company with its customers. CRM software covers two functional areas:
· Operational CRM: supports the three CRM processes: marketing, sales, and service. These processes reflect the different phases in the “customer buying cycle” [4]. Operational CRM software provides applications and tools for supporting and controlling the different customer interaction points and communication channels. Common core functionalities of such software include contact management, report generation, workflow, and activity management. 

· Analytical CRM: stores all relevant data about customer contacts and reactions (e.g. purchase data, billing and payment, returns) in a data warehouse. This data may be combined with other external data before it is analysed using data mining methods or used for answering on-line analytical processing (OLAP) queries. 
SAP offers several CRM products such as mySAP CRM, which was recently renamed to SAP CRM [5] [12]. This application supports the entire operational CRM field and provides components and functionalities supporting the three fundamental CRM processes marketing, sales, and service.  This application is implemented using object-oriented programming and some important business objects of each process are grouped together below:
· Marketing: Lead

· Sales: Opportunity, Customer Quote, Sales Contract, Service Contract, Sales Order, and Service Order

· Service: Customer Return, Service Request, and Service Confirmation

1.1.2 Opportunity Management in context 

As outlined above Opportunity Management can not be seen in isolation but as one step in sales processing. While Opportunities may result from coincidences, they are often “developed” by a Sales/Marketing team as part of a defined process outlined below
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Figure 1 CRM Process

This process usually starts with Lead processing. A Lead is a business partner
 that may become a potential customer. The lead may be a result a marketing activity such as advertising. Lead management can be considered as the connectivity between marketing and CRM. Leads are afterwards developed into Opportunities. The first step is the creation of a new Opportunity out of a lead, which will automatically add the lead to the Opportunity. Details about Opportunity processing are described in the next section. Activities in that stage are usually meeting, telephone calls, mails … between the customer and a Field representative to understand the needs of the customer and the potential business. Figure 3 shows a Sales Scenario example that focuses on sales processes of enterprises selling one or more products. This involves different things, ranging from Opportunity Management to quotations to customers, sales orders and invoice processing. This figure shows also the different user roles that are involved in each step in the sales process.
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Figure 2 Sales Scenario
In the following, we will focus on pre-sales processes such as lead management and opportunity management. These processes support sales personnel in actively tracking potential selling possibilities. 

Lead and Opportunity management provides a structured approach to turning an initial recognition of a selling opportunity (i.e., a potential possibility for selling products to a customer) into a sales contract. In that process, the SAP CRM software guides the sales representative through a multilevel process and generates next steps and activity suggestions on the basis of best-practice sales strategies. 

The opportunity management process may start with an anonymous address and, by degrees, track additional prospect attributes such as product interests, discretionary budget amounts, likely competitors, and the success probability. Completeness and consistency checks ensure the correctness of the collected data after each step. The accurately documented process improves reporting capabilities: Sales managers can measure their salesperson productivity, campaign effectiveness and can, for example, determine in which sales phases the most prospects were lost [6,7].
Figure 3 shows also the different steps of the opportunity process.  This process starts by the identification and the creation of an opportunity, e.g., after a sales contact at a fair. Then, the opportunity is evaluated and qualified, i.e., feasibility is clarified, information is gathered about the customer, and a selling team is defined. If a go decision is made, a quotation is made and sent to the customer, which either accepts the sales offer or rejects it. After that the opportunity should be closed and the reasons for success or failure should be documented. In the success case, the opportunity becomes a sales order.
1.1.3 Opportunity implementation
In the following, we present in more details some business objects in opportunity management. These objects are shown in Figure 4 and they are discussed briefly below: 
· The Opportunity class uniquely identifies the opportunity and specifies the various involved parties. It holds references to other classes with additional business information and to the documents and activities created during opportunity processing. Some direct attributes of the opportunity class are:

· priority: specifies the priority of the opportunity.

· processStatusValidSinceDate: the date when the opportunity entered the current life cycle phase.

· The Party class represents individuals or organizations involved with the opportunity. Specialized classes may represent customers, suppliers, or employees. Parties are used within the opportunity to specify the prospect, potential competitors, the responsible sales team, and other internal or external stakeholders. Some attributes of a party are:

· partyType: specifies whether a party is an organization, a business partner, or any specialization of these party types.

· partyRole/PartyRoleCategory: describe the role of a party in an opportunity.

· The SalesForecast class contains estimations for the anticipated sale that an opportunity represents. it contains various fields such as 

· expectedRevenueAmount: the expected amount of the opportunity
· probability: the success probability of  the opportunity, expressed in percentage.

· The class Item represents a product or service which will possibly be sold to the prospect of the opportunity. It contains product information, quantities, and values. An item may be associated with master data product information.

· An opportunity passes through several phases during its lifetime. The class SalesCycle specifies the sales cycle and the current phase of an opportunity. Other attributes of this class are:

· salesCycleCode: the sales cycle in which the opportunity exists.

· phaseProcessingPeriod: the time period for which an opportunity exists in the current phase.
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Figure 3 Main Classes in Opportunity Management
1.1.4 Opportunity implementation –Sample behavioural model 

The scenario described below is a detailed description of the “Evaluate Opportunity” in the process outlined in Figure 2
Use case description – Opportunity selection 

When multiple Opportunities exist a decision is needed which Opportunities process and evolve in order to prepare a Quotation to a customer. Which Opportunities to evolve and the order in which they are processes depends on the expected value of the Opportunity (or the Forecast Value) and the available (sales) staff. 

A Forecast Value is calculated from the expected success Probability of the Opportunity to be transformed into a customer order and the expected Value of Opportunity. 

The Value of Opportunity maybe the value that is part of the Opportunity object or it may be calculated from the Items assigned to the Opportunity object. The used method depends on the system configuration. 
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Business Rules description

Opportunity.forecastValue:

if (CalculateByItems)


while (Opportunity.Items)



value =  value + Opportunity.Items.value


Opportunity.forecastValue = value * Opportunity.propability

else


Opportunity.forecastValue = Opportunity.value * Opportunity.propability

sort (Opportunities by Opportunity.getForecastValue()) 

while (SalesTeam.availablity > 0 ) 


Opportunity.Party.SalesTeam := SalesTeam.bestParty
REVIEW MEETING – BUSINESS RULES EXAMPLE

if (Opportunity.hasSalesTeam && Opportunity.forecastValue > Company.threshold )


createQuotation() 
Action Semantic description

This section contains a detailed implementation of the forecast value calculation outlined in the section above  based on the VIDE textual language. 
REVIEW MEETING – VIDE PIM 

if (SystemConfig.getCalculateByItems){


Real:value;


Opportunity.Items foreach {interateItem | 



value +=  interateItem.value;


}


Opportunity.forecastValue = value * Opportunity.propability

}

else{


Opportunity.forecastValue = Opportunity.value * Opportunity.propability

}P


Documentation new sample

1. lifecycle steps in terms of the "state" values for opportunities, quotations and orders.
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Figure 4 Lifecylce (NEEDS ADOPTION!)

The following steps are ordered
1. Quotation.proposeQuotation();

· Propose quotation to a customer. The quotation may be send by mail, fax …

· This step may be repeated. 

2. Quotation.confirmQuotation();

· When a customer accepts the quotation is usually confirmed again before a contract is created. This may be an optional step, but useful if there have been multiple changes for the quotation. The quotation may be send by mail, fax …

· From the state diagram above; this steps and the next step are in sequence.

3. Quotation.completeQuotation();

· Finishing and closing the quotation. Two options for next steps: a) rejected b) accepted (and moved to Sales)
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Further processing, i.e. Supply Chain Mana��gement
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� The term Business Partners is used for person or institutions involved in a business process, i.e. a customer, the key account of a customer, a sales party or a single sales person. Business Partner is sort of the parent class for everyone involved in that process. Business Partners are modeled as Party in � REF _Ref184531842 \h ��Figure 3�





Project supported by the European Commission within Sixth Framework Programme

© Copyright by VIDE Consortium
PAGE  
- 16 -
© Copyright by VIDE Consortium

