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BSH, a global player in the home appliance market

2004

• Companies 70
• Factories 43
• Brands 13
• Employees 34.400
• Turnover 6.8 bil. €
• Position 

Nr. 3 in the world and
Nr. 1 in western Europe

Robert 
Bosch
GmbH

Siemens 
AG

50 %

BSH Bosch und Siemens 
Hausgeräte GmbH

1967

50 %
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Strong Brands

Main brands Regional brandsSpecial brands

CC, Set of Transparencies 2004/2005, 11
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BSH - Turkey

2004

� Founded 1995

� Employees ~ 3000

� Factories           3

� Turnover            ~ 780 Mio € 

� Position             Nr.2  in Turkey

Factories : Cooling, Washing and Cooking
Yearly production : Over 2 Mio units
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BSG
Grünberg A �

Profilo
Da� �t�m A �

Siemens Ev
Aletleri A �

BSH PEG 

BSH PEG

BOSCH

PROFILO

SIEMENS

Factories

1996 2000 2001 2002

EFQM
Journey

to excellence

Ekonomic
Crisis

Merge of 4 companies
into one company

Initial Phase

First Self
Assessment

PROJECT : 
VISION, MISSION,

VALUES

PROJECT : 
DOLPHIN&

PROJECT :
we.BSH.net

2003
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Target of Dolphin

OUR VISION IS
“FIRST CHOICE”

Establish Process Management in BSHPEG

How are we today ?

functional

- too much coordination

- split of responsibility 

- long decision time

- insufficient delegation

- no process focus,
more department focus

How do we want to be in the future ?

process oriented

� fast and on-time

� treating each other as customers

� clear targets for processes

� Clear definition of Key Performance
Indicators (KPIs) for performance 
Measurement and Process 
Controlling (Cockpit)

� Clear described processes and
set responsibilities and high
delegation rate for short decision
time

Dolphin
Get transperency into the organization

Set clear responsiblities 

Create a sufficient and efficient structure

Establish strong customer orientation 
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Project Approach of Establishing Business Excellence
First of all we defined our vision, mission, values and critical success factors. Afterthat we defined 
our strategic balanced scorecard accordingly.

BSHPEG
Vision and Mission

Values

BSHPEG
Vision and Mission

Values
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Project Approach of Establishing Business Excellence
based on the success factors and corperate targets we  defined the business process map of BSHPEG
and achieved the first step of transperency
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Business Process Map BSHPEG
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Project Approach of Establishing Business Excellence
for each business process we defined a process map

Produce master data

Position product Propose product support

Adjust positioning

2 Define Product Range
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Example

2 Define Product Range
Global Prod. 

Portfolio
Local Market Info

Effective
Brand

portfolio

2.1 Monitor market 
coverage & 
product 
performance

2.1.1. Experience the 
market

2.1.2. Compile prod.range 
owerviev 

2.1.4. Manage product 
ideas

2.1.3. Analyze sales & 
market

2.2 Introduce 
new product

2.2.1. Position product

2.2.2. Determine launch 
data

2.2.4. Source product

2.2.6. Enable TSE

2.2.3. Approve 
production

2.3 Terminate 
product

2.3.1. Evaluate term. 
consequences

2.3.2. Determine 
substitutes

2.3.3. Monitor sell-off

2.4 Market 
products & 
enable product 
sales

2.4.1. Propose product 
support

2.4.2. Propose product 
communication

2.4.3. Train sales on 
prod. features

2.4.3. Adjust positioning

2nd level – Main Processes

3rd level – Sub-Process

1st level – Business Processes

Flow Charts for Sub-Processes with Activities and Organizational Units (P-O-Digramm)

2.2.5. Produce master 
data
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Process Map of a Business Process
the process map gives you a detailed info about the co ntent and ensures transperency
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Project Approach of Establishing Business Excellence
for each sub-process we defined the flow-charts
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Process: DPR – Introduce new product – Approve production
Last modified on March 9, 2004
By Thomas Stecker
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Process: DPR – Introduce new product – Approve production
Last modified on March 9, 2004
By Thomas Stecker
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Flow-Chart of a sub-process
the flow-chart gives you detailed info about the se ries of activities executed in involved departments
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Project Approach of Establishing Business Excellence
due to detailed analysis of the existing flows we u sed the opportunity to redesign processes
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Process Name:Process Name: DPR – Electronics and other non BSH goods (except white goods purchased directly in Turkey)DPR – Electronics and other non BSH goods (except white goods purchased directly in Turkey)

CausesCauses

• Historically the set up did not change from the time before the 
merger of the companies. Central Marketing was always seen as 
the interface to the product divisions in Germany. 
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cancellation of the brand product managers the responsibility 
moved on.
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• The areas accumulate a turnover of more than 30 Mio €.
• So far BSH is not managing the areas with the same tools and 

attention like the „normal“ white goods areas (i.e. planning 
mistakes TV, Personal Care)

• BSH reacts to the suggestion of Telra
• Brand portfolio management decide based on the brand territory 

(i.e. Profilo&IBM vs Bosch&Escort  ???)
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• The manager will be supported by a junior product manager for the 
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• Home Comfort Products will be included in current CP PM.
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Results of the Business Process Reengineering (excl. factory processes)

197Number of improvement issues 

93- Implementation of improvements in 2003/2004

104- IT-Support needed for improvements

270Total number of sub-processes

175Redesigned sub-processes

12Total number of business-processes

60Total number of main-processes

95

489

Unchanged sub-processes

Total number of documented flow-charts
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Project Approach of Establishing Business Excellence
we defined for each business process the main proces s network and for each main process the 
sub-process network
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moved on.
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• Brand portfolio management decide based on the brand territory 
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• The manager will be supported by a junior product manager for the 
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Example

Main Process Network
with this work we could identify for each process t he suppliers, their inputs, the customers and outputs
(SIPOC), what is the base for identifiying the righ t Key Performance Indicators (KPIs)
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Project Approach of Establishing Business Excellence
based on the network info (SIPOC) we identified for e ach business process and main process 
customer, process and driver KPIs
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• BSH reacts to the suggestion of Telra
• Brand portfolio management decide based on the brand territory 
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• The manager will be supported by a junior product manager for the 
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Example

2 Define Product Range

2.4 Market products 
& enable 
product sales

Business Process Goals and Targets
• Time to market
• Launch date performance
• Market coverage
• Profitable portfolio
• Increase market share
• Satisfied customers

Driver KPI 
• Response time to product ideas
• Product development time
• Product quality
• Available communication budget

Business Process KPI
• Number of variants
• Variant effectiveness = (# of variants 

creating 80% of revenue) / (all 
variants)

• Time spend in product development 
(PEP)

• Launch performance (lead time, 
stability)

• Termination lead time
• Promo unit sales ratio = (tactical units 

sold) / (all units of category sold)
• Training activity = # trainings / month

Customer KPI
• First to market ratio = (# times first to 

market w/ marketable product 
features) / (# times not ...)

• Launch due date performance
• Launch info accuracy
• Termination due date performance
• Training timeliness relative to launch 

date 
• Knowledge level of channels = (# 

dealers with up-to-date product 
knowledge) / (all dealers)

• Forecast accuracy

Effective 
brand 

portfolio

Global 
portfolio, 

local market 
info

2.1 Monitor market 
coverage & 
product 
performance

2.2 Introduce new 
product

2.3 Terminate 
product

Corporate Targets 
• Increase revenue
• Reduce cost
• Increase market share
• Strengthen market position in Central 

Asia & Iraq
• Introduce new range: Cooling, cooking, 

washing

Vision and Mission

Success Factor
• Offer an innovative portfolio
• Make consumers’ life easier 
• Anticipate market direction
• Make our brands most preferred by 

consumers
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• Satisfied customers

Driver KPI 
• Response time to product ideas
• Product development time
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• Available communication budget
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stability)

• Termination lead time
• Promo unit sales ratio = (tactical units 

sold) / (all units of category sold)
• Training activity = # trainings / month

Customer KPI
• First to market ratio = (# times first to 

market w/ marketable product 
features) / (# times not ...)

• Launch due date performance
• Launch info accuracy
• Termination due date performance
• Training timeliness relative to launch 

date 
• Knowledge level of channels = (# 

dealers with up-to-date product 
knowledge) / (all dealers)

• Forecast accuracy

Effective 
brand 

portfolio

Global 
portfolio, 

local market 
info

2.1 Monitor market 
coverage & 
product 
performance

2.2 Introduce new 
product

2.3 Terminate 
product

Corporate Targets 
• Increase revenue
• Reduce cost
• Increase market share
• Strengthen market position in Central 

Asia & Iraq
• Introduce new range: Cooling, cooking, 

washing

Vision and Mission

Success Factor
• Offer an innovative portfolio
• Make consumers’ life easier 
• Anticipate market direction
• Make our brands most preferred by 

consumers

Business Process KPIs of “Define Product Range”
- appr. 350 KPIs were defined
- due to the process analysis we secure that the def ined KPIs are contributing to the corporate targets 
and not vice verse. 
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Project Approach of Establishing Business Excellence
based on the defined KPIs we created cockpit charts f or each business and main process and 
defined also the process responsibilities for the f unctional organization

���
Market info

Global
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GFO

Effective
Regional
Product
Portfolio

BSHPEG
Product
Portfolio
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SDP

2 Define Product Range DPR 

addition

2.1 Monitor Market
coverage and
product
performance

2.4 Terminate
Product

2.5 Market Products
and enable
product sales

reduction

supplier
external internal

customer
internal external

KLM

Px

External
supplier

2.3 Introduce
New Product

External
supplier

KLM

Big Issues

Process Changes
Business Process summary – Define Product Range
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1

2

9

12

5

17

BSH PEG / SC decision & support needed

Already implemented

Interface DPR - CCD – Long term product/brand communication planning

Main Process „Introduce new product“ – Local vs. product division needs

Core Process „Define Product Range“ – Non-BSH product handling

Big issues

IT support needed

BSH PEG Management decision & support needed

Uncritical implementation in 2004

Redesigned sub-processes

Unchanged sub-processes

Total number of sub-processes
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Improvements

Prerequisites

Process Name:Process Name: DPR – Electronics and other non BSH goods (except white goods purchased directly in Turkey)DPR – Electronics and other non BSH goods (except white goods purchased directly in Turkey)

CausesCauses

• Historically the set up did not change from the time before the 
merger of the companies. Central Marketing was always seen as 
the interface to the product divisions in Germany. 

• Electronics was done in Central Marketing too. With the 
cancellation of the brand product managers the responsibility 
moved on.
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merger of the companies. Central Marketing was always seen as 
the interface to the product divisions in Germany. 

• Electronics was done in Central Marketing too. With the 
cancellation of the brand product managers the responsibility 
moved on.

Potentials/Effects (quantitative description)Potentials/Effects (quantitative description)

• The areas accumulate a turnover of more than 30 Mio €.
• So far BSH is not managing the areas with the same tools and 

attention like the „normal“ white goods areas (i.e. planning 
mistakes TV, Personal Care)

• BSH reacts to the suggestion of Telra
• Brand portfolio management decide based on the brand territory 

(i.e. Profilo&IBM vs Bosch&Escort  ???)
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Improvement Ideas / Future ConceptsImprovement Ideas / Future Concepts

• Currently involved people can concentrate on their process – GFO
• More time available to develop the built-in sales. Currently the 

same organizational unit is respons ible for Built-in sales Bosch as 
well as Home Comfort Products (gas geysers) 
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DescriptionDescription

• One process is executed by more than one process owner. 
• All white goods including locally manufactured items by 

Central Marketing
• Heating products (completing the Home Comfort Range) by 

Sales Bosch
• Electronics and all others by various involved parties. 
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PrerequisitesPrerequisites

• Organizational the DPR tasks should be incorporated in Central 
Marketing

• In order to have a strong and powerful negotiation partner towards 
Telra a experienced manager needs to be assigned.

• The manager will be supported by a junior product manager for the 
operational work – also supporting CP operational tasks.

• Home Comfort Products will be included in current CP PM.
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• Implementation can start immediately with a hand over period of 3 
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3 Create Customer Demand 

3.4. Handle End
Customer
Relations

Business Process Goals and Targets
• Satisfied End Customer
• Satisfied Dealer
• Performance of Dealers
• Increase Market Share
• Time to Market Campaign
• Profitability of Campaign
• Efficiency of Communication

Driver KPI 
• T/O per sales men
• (Doubtful) receivables
• Training Due Date rel. to launch date
• Due Date of new Product info
• Correctness of Launch Info

(incl. Product Pictures)
• Availab le Marketing Budget

Business Process KPI
• Advertising efficiency
• Dealer No. (80% of T/O) 
• T/O per dealer
• Return of Investment per dealer
• OPEC T/O and Share of OPEC T/O
• Bounced Col lections
• Allocated Communication Budget

by product group and brand
• Accuracy of Price Comparison Table
• Due Date/Quality of Dealer Master Data
• Lead time of Pricing and Campaign
• h

Customer KPI
• Customer Satisfaction Index CSI
• Dealer Satisfaction Index DSI
• Market Share
• Market Share (SOS,SOV)
• Num.&Weigh. Distribut ion
• Addi tional Volume of a campaign
• Due date of communication

rel. to launch Date / rel. to Campaign
• Sales Forecast Quality
• Due Date of Dealer  Decoration
• Due Date of Dealer  Information
• Due date of End Customer Information

Demand,
Channel
Network

Effective
Brand

Portfolio

3.1. Define
Channel and 
Manage
Network

3.2.Pricing and
Design
Campaign

3.3. Communicate
Brand

Corporate Targets 
• Increase revenue
• Reduce cost
• Increase market share
• Introduce new range
• Continue distribution

network improvements

Vision and Mission

Success Factor
• Trade Customer Satisfaction
• End Customer Satisfaction
• Distribution Network

Produce master data

Position product Propose product support

Adjust positioning

2 Define Product Range
Effe ctive

Regiona l Brand
por tfolio

Globa l Prod. Portfolio
Loc al Market Info

Compile product 
range owerviev 

Analyze sales & market

Determine substitutes

Eval. termination consequences

Propose product communicat ion

Train sales on prod. featuresManage product ideas

Determine launch data

Approve production

Source product

2.1 Monitor market 
coverage & 
product 
performance

2.2 Introduce new 
product

2.3 Terminate 
product

2.4 Market products 
& enable product 
sales

Enable TSE

Experience the market

Execute termination

Business Process
Main Process Map
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Flow Chart

The inv es tigator is 
s ear ching in the 
office over B ank , 

Mark et an d T apu 
the c redit abi li ty of 

the c andidate

Pr epar e Inv estigation-Report 
a) Fotogr aph b) Kr ok i c )P ers on al  and c om pany  data ( Pr oject S ales  is  

pr epar ing jus t th is  doc um ent f or  applying t o c redit inv)

d)  Pr of ilo, G aggenau and Siem ens is  taking al l nec ess ar y docum ents  in 
adv ance (a and b they don’t do)

- Regional M ng is  signing the report and sending for approv al  to S D ( only 
Bos ch)

Profi lo and S iem ens RM  is  sending di rectly to cr edit m ng
- S D is appr ov ing and sendin g to c redit m ng (only  for  B os ch)

Pr e- Inves tigate 

cr edi tabi l ity of  
c an didate and 
prepare r eport

1

4.9.1. Define Credit Limit 

Investigator 
region resp. 
(for each 
region 2 resp)

SRM / SD  

2

S ending
Dealership 

Request 

E v aluate 

pr e-
investigat
ion r epor t

1

2

Infor m  
S RM  and 
A rc hive 

doc um ents  

A cc ept ed?

NO

YES

For P rofilo an d S iem ens a 
certa in am ount is  cr eat ed 

as open cr edi t without 

further inv ens tigation. T he 
c andidat e is c reated in the 

s yst em  and c an order

Investigator 
Mng

E xc lus iv e?

Inv. 
Support

Ev aluate inv . 
Report and 
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Pr epar e 
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ion report
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Calculat e 

open cr edit 
l im i t and s end 

to Inv M ng

Enter  open 
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the SA P  
sy stem

4

YES

NO

4

M ak e Contract 

wi th Dealer
and send 
doc um ents

Check  and 
finaliza 

SA P -F or m

Cr eate 
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Data in SA P
Risc 
Control

O

&

He us es  a open 
c redit c alc ulation 

table, what is 
r eview ed ev er y 6 
m onth from  the 

G F- S

3

3

Define Credi t 
L im it P ac kage

(negotiate 
wi th SRM )

Nec ess ar y c redit l im i t 
pac kage is  deter m ined 

together wi th th e B RM  : 
- W hat k ind of secur ities 

the dealer h as

- W hat is the expected 
m onthly  turnover 

5

5

Infor m  Sales
Region

v ia M ail

Bosch için 

Market info

Global
Product
Portfolio

CCD

GFO

Effective
Regional
Product
Portfolio

BSHPEG
Product
Portfolio

GFO

EOP

CCD

SDP

2 Define Product Range DPR 

addition

2.1 Monitor Market
coverage and
product
performance

2.4 Terminate
Product

2.5 Market Products
and enable
product sales

reduction

supplier
external internal

customer
internal external

KLM

Px

External
supplier

2.3 Introduce
New Product

External
supplier

KLM

Sub Process Network

Main Process Network
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Regional Sales Manager

Process View

BPO – Generate & Fulfill Order

MPOMPO

Credit & Investigation

MPOMPO

Sales Sales Planning

MPOMPO

6.2. Enable Installation and Maintenance 6.3. Provide Spare Part at Service Station6.5. Evaluate Used Products 6.4. FullfillService Order6.1. Define Services and Manage Network6.2. Enable Installation and Maintenance6.2. Enable Installation and Maintenance 6.3. Provide Spare Part at Service Station6.5. Evaluate Used Products 6.3. Provide Spare Part at Service Station6.3. Provide Spare Part at Service Station6.5. Evaluate Used Products6.5. Evaluate Used Products 6.4. FullfillService Order6.1. Define Services and Manage Network 6.4. FullfillService Order6.4. FullfillService Order6.1. Define Services and Manage Network6.1. Define Services and Manage Network4 Generate & Fulfill Order
4.3 Process Order4.3 Process Order 4.2 Generate Order4.2 Generate Order4.4 Process Collections4.4 Process Collections 4.5 Process Credit Limit4.5 Process Credit Limit4.1 Make Products Availability4.1 Make Products Available

Demand, 
Efficient 
Channel 
Network

Confirmed 
Order

Functional View

���� �
	
��
�������

Order
clearance

rate

�������


��
����

Cancel
collection

rate

On-time
delivery

Dealer
circulation

rate

Account
clarifying

time

Credit
blockage

rate

Return
order rate

Dealer ROI
fullfillment

rate

Product
non-

availability

T/O per
dealer

Sales
Share

Among
Regions

���� �
	
��
�������

Order
clearance

rate

�������


��
����

Cancel
collection

rate

On-time
delivery

Dealer
circulation

rate

Account
clarifying

time

Credit
blockage

rate

Return
order rate

Dealer ROI
fullfillment

rate

Product
non-

availability

T/O per
dealer

Sales
Share

Among
Regions

������������
��
�
��

Bounced
collection

rate

��������
�������
���

�
��

Confirmation
speed of
customer

letters

dealer 
network

creditability
power

open credit
usage

rate

security
credit rate

Credit 
exceeded

dealer 
rate

BAKS
Dealer
Rate

Security
Quality

Delayed
payment 

rate

Risc rate

������������
��
�
��

Bounced
collection

rate

��������
�������
���

�
��

Confirmation
speed of
customer

letters

dealer 
network

creditability
power

open credit
usage

rate

security
credit rate

Credit 
exceeded

dealer 
rate

BAKS
Dealer
Rate

Security
Quality

Delayed
payment 

rate

Risc rate

������������
��
�
��

Bounced
collection

rate

��������
�������
���

�
��

Confirmation
speed of
customer

letters

dealer 
network

creditability
power

open credit
usage
rate

security
credit rate

Credit 
exceeded

dealer 
rate

BAKS
Dealer
Rate

Security
Quality

Delayed
payment 

rate

Risc rate

������������
��
�
��

Bounced
collection

rate

��������
�������
���

�
��

Confirmation
speed of
customer

letters

dealer 
network

creditability
power

open credit
usage
rate

security
credit rate

Credit 
exceeded

dealer 
rate

BAKS
Dealer
Rate

Security
Quality

Delayed
payment 

rate

Risc rate

������������
��
�
��

Bounced
collection

rate

��������
�������
���

�
��

Confirmation
speed of
customer

letters

dealer 
network

creditability
power

open credit
usage

rate

security
credit rate

Credit 
exceeded

dealer 
rate

BAKS
Dealer
Rate

Security
Quality

Delayed
payment 

rate

Risc rate

������������
��
�
��

Bounced
collection

rate

��������
�������
���

�
��

Confirmation
speed of
customer

letters

dealer 
network

creditability
power

open credit
usage

rate

security
credit rate

Credit 
exceeded

dealer 
rate

BAKS
Dealer
Rate

Security
Quality

Delayed
payment 

rate

Risc rate

Order 
Cancellation

Rate

�
�������
����������

�
��

Order 
Change

Rate

�����  ������
��
����!��� ����

Collection
Failure
Rate

Order 
Cancellation

Rate

�
�������
����������

�
��

Order 
Change

Rate

�����  ������
��
����!��� ����

Collection
Failure
Rate

Credit
Blockage

Rate

��������
�
���
�
��

Transport
Damage

Rate

��������������
��
Order 

Change
Rate

On time
availability

rate

Order 
Cancellation

Rate

Order 
clearance

speed

Delivery 
failure 

rate

Credit
Blockage

Rate

��������
�
���
�
��

Transport
Damage

Rate

��������������
��
Order 

Change
Rate

On time
availability

rate

Order 
Cancellation

Rate

Order 
clearance

speed

Delivery 
failure 

rate

���� �
	
��
�������

Stock level
of terminated
product after
termination

date

��
��������� �
�	�

Incentive
Usage
Rate

Dealer
Circulation

Rate

T/O per 
sales rep

Termination 
due date 

performance

Product
Non-

Availability

Dealer
Return
Order
Rate

Sales
Cost

Price
Positioning
Deviation

Rate

Order
Clearance

Rate

Time until
“A”-dealer
has 2 new
products

���� �
	
��
�������

Stock level
of terminated
product after
termination

date

��
��������� �
�	�

Incentive
Usage
Rate

Dealer
Circulation

Rate

T/O per 
sales rep

Termination 
due date 

performance

Product
Non-

Availability

Dealer
Return
Order
Rate

Sales
Cost

Price
Positioning
Deviation

Rate

Order
Clearance

Rate

Time until
“A”-dealer
has 2 new
products

Sales
Forecast
Quality

	�����"����

Product Non 
Availability

Delivery 
Fullfi llment
of Factories

�������
 �
��
�����!

�
��

Back orders
of suppliers

Import Lead
Time

VIB 
based 

forecast 
quality 

Disposition
Quality

Fixed
Horizon

Logistics 
lead 
time

Termination 
due date 

performance

share of 
obselete/
expiring

stock

Sales
Forecast
Quality

	�����"����

Product Non 
Availability

Delivery 
Fullfi llment
of Factories

�������
 �
��
�����!

�
��

Back orders
of suppliers

Import Lead
Time

VIB 
based 

forecast 
quality 

Disposition
Quality

Fixed
Horizon

Logistics 
lead 
time

Termination 
due date 

performance

share of 
obselete/
expiring

stock

Sales
Forecast
Quality

	�����"����

Product Non 
Availability

Delivery 
Fullfi llment
of Factories

�������
 �
��
�����!

�
��

Back orders
of suppliers

Import Lead
Time

VIB 
based 

forecast 
quality 

Disposition
Quality

Fixed
Horizon

Logistics 
lead 
time

Termination 
due date 

performance

share of 
obselete/
expiring

stock

Sales
Forecast
Quality

	�����"����

Product Non 
Availability

Delivery 
Fullfi llment
of Factories

�������
 �
��
�����!

�
��

Back orders
of suppliers

Import Lead
Time

VIB 
based 

forecast 
quality 

Disposition
Quality

Fixed
Horizon

Logistics 
lead 
time

Termination 
due date 

performance

share of 
obselete/
expiring

stock

Sales
Forecast
Quality

	�����"����

Product Non 
Availability

Delivery 
Fullfi llment
of Factories

�������
 �
��
�����!

�
��

Back orders
of suppliers

Import Lead
Time

VIB 
based 

forecast 
quality 

Disposition
Quality

Fixed
Horizon

Logistics 
lead 
time

Termination 
due date 

performance

share of 
obselete/
expiring
stock

Sales
Forecast
Quality

	�����"����

Product Non 
Availability

Delivery 
Fullfi llment
of Factories

�������
 �
��
�����!

�
��

Back orders
of suppliers

Import Lead
Time

VIB 
based 

forecast 
quality 

Disposition
Quality

Fixed
Horizon

Logistics 
lead 
time

Termination 
due date 

performance

share of 
obselete/
expiring
stock

#��

�������
Order

Clearance
Rate

Target GPR
Achievement

Rate

$
�����	%
��

Roadoption

Dealer
Circulation

Rate

DSO

Doubtfull
Receiveable

Rate

On time 
delivery

rate

Sales
Costs

Price
Positioning
Deviation

Rate

Market
Coverage

Turnover
per

sales rep

T/O - Sales
Volume

#��

�������
Order

Clearance
Rate

Target GPR
Achievement

Rate

$
�����	%
��

Roadoption

Dealer
Circulation

Rate

DSO

Doubtfull
Receiveable

Rate

On time 
delivery

rate

Sales
Costs

Price
Positioning
Deviation

Rate

Market
Coverage

Turnover
per

sales rep

T/O - Sales
Volume

���� �
	
��
�������

Order
clearance

rate

�������


��
����

Cancel
collection

rate

On -time
delivery

Dealer
circulation

rate

Account
clarifying

time

Credit
blockage

rate

Return
order rate

Dealer ROI
fullfillment

rate

Product
non-

availability

T/O per
dealer

Sales
Share
Among

Regions

���� �
	
��
�������

Order
clearance

rate

�������


��
����

Cancel
collection

rate

On -time
delivery

Dealer
circulation

rate

Account
clarifying

time

Credit
blockage

rate

Return
order rate

Dealer ROI
fullfillment

rate

Product
non-

availability

T/O per
dealer

Sales
Share
Among

Regions

ProFu : Process-Function Diagram
with this diagram we can monitor the process performance  and also the contribution of the departments 

Example
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3 Create Customer Demand 

3.4. Handle End
Customer
Relations

Business Process Goals and Targets
• Satisfied End Customer
• Satisfied Dealer
• Performance of Dealers
• Increase Market Share
• Time to Market Campaign
• Profitability of Campaign
• Efficiency of Communication

Driver KPI 
• T/O per sales men
• (Doubtful) receivables
• Training Due Date rel. to launch date
• Due Date of new Product info
• Correctness of Launch Info

(incl. Product Pictures)
• Availab le Marketing Budget

Business Process KPI
• Advertising efficiency
• Dealer No. (80% of T/O) 
• T/O per dealer
• Return of Investment per dealer
• OPEC T/O and Share of OPEC T/O
• Bounced Col lections
• Allocated Communication Budget

by product group and brand
• Accuracy of Price Comparison Table
• Due Date/Quality of Dealer Master Data
• Lead time of Pricing and Campaign
• h

Customer KPI
• Customer  Satisfaction Index CSI
• Dealer Satisfaction Index DSI
• Market Share
• Market Share (SOS,SOV)
• Num.&Weigh. Distribut ion
• Addi tiona l Volume of a campaign
• Due date of communication

rel. to launch Date / rel. to Campaign
• Sales Forecast Quality
• Due Date of Dealer  Decoration
• Due Date of Dealer  Information
• Due date of End Customer Information

Demand,
Channel
Network

Effective
Brand

Portfolio

3.1. Define
Channel and 
Manage
Network

3.2.Pricing and
Design
Campaign

3.3. Communicate
Brand

Corporate Targets 
• Increase revenue
• Reduce cost
• Increase market share
• Introduce new range
• Continue distribution

network improvements

Vision and Mission

Success Factor
• Trade Customer Satisfaction
• End Customer  Satisfaction
• Distribution Network

Produce master data

Position product Propose product support

Adjust positioning

2 Define Product Range
Effe ctive

Regiona l Brand
por tfolio

Globa l Prod. Portfolio
Loc al Market Info

Compile product 
range owerviev 

Analyze sales & market

Determine substitutes

Eval. termination consequences

Propose product communicat ion

Train sales on prod. featuresManage product ideas

Determine launch data

Approve production

Source product

2.1 Monitor market 
coverage & 
product 
performance

2.2 Introduce new 
product

2.3 Terminate 
product

2.4 Market products 
& enable product 
sales

Enable TSE

Experience the market

Execute termination
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Big Issues

Process Changes
Business Process summary – Define Product Range
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BSH PEG / SC decision & support needed

Already implemented

Interface DPR - CCD – Long term product/brand communication planning

Main Process „Introduce new product“ – Local vs. product division needs

Core Process „Define Product Range“ – Non-BSH product handling

Big issues

IT support needed

BSH PEG Management decision & support needed

Uncritical implementation in 2004

Redesigned sub-processes

Unchanged sub-processes

Total number of sub-processes
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Prerequisites

Process Name:Process Name: DPR – Electronics and other non BSH goods (except white goods purchased directly in Turkey)DPR – Electronics and other non BSH goods (except white goods purchased directly in Turkey)

CausesCauses

• Historically the set up did not change from the time before the 
merger of the companies. Central Marketing was always seen as 
the interface to the product divisions in Germany. 

• Electronics was done in Central Marketing too. With the 
cancellation of the brand product managers the responsibility 
moved on.
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Potentials/Effects (quantitative description)Potentials/Effects (quantitative description)

• The areas accumulate a turnover of more than 30 Mio €.
• So far BSH is not managing the areas with the same tools and 

attention like the „normal“ white goods areas (i.e. planning 
mistakes TV, Personal Care)

• BSH reacts to the suggestion of Telra
• Brand portfolio management decide based on the brand territory 

(i.e. Profilo&IBM vs Bosch&Escort  ???)

• The areas accumulate a turnover of more than 30 Mio €.
• So far BSH is not managing the areas with the same tools and 

attention like the „normal“ white goods areas (i.e. planning 
mistakes TV, Personal Care)

• BSH reacts to the suggestion of Telra
• Brand portfolio management decide based on the brand territory 

(i.e. Profilo&IBM vs Bosch&Escort  ???)

Improvement Ideas / Future ConceptsImprovement Ideas / Future Concepts

• Currently involved people can concentrate on their process – GFO
• More time available to develop the built-in sales. Currently the 
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• All white goods including locally manufactured items by 
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• Organizational the DPR tasks should be incorporated in Central 
Marketing

• In order to have a strong and powerful negotiation partner towards 
Telra a experienced manager needs to be assigned.

• The manager will be supported by a junior product manager for the 
operational work – also supporting CP operational tasks.

• Home Comfort Products will be included in current CP PM.
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3 Create Customer Demand 

3.4. Handle End
Customer
Relations

Busine ss Process Goals and Targets
• Satisfied End Custo mer
• Satisfied Dealer
• Performance of Dealers
• Increase Market Share
• Time to Mar ket Campaign
• Profitability  of Campaign
• Effic iency of Communication

Driver KPI 
• T/O per sales men
• (Doubtful) receivables
• Training Due Date r el. to launch date
• Due Date of new Product info
• Corr ectness of Launch Info

(incl. Product Pictur es)
• Availab le Marketi ng Budget

Business Process KPI
• Advertis ing effic iency
• Dealer No. (80% of T/O) 
• T/O per dealer
• Return of Investment per dealer
• OPEC T/O and Shar e of OPEC T/O
• Bounced Col lections
• Allocated Communicati on Budget

by product group and brand
• Accur acy of Price Comparison Table
• Due Date/Quality of Dealer Master Data
• Lead time of Pricing and Campaign
• h

Customer KPI
• Customer  Sati sfaction Index CSI
• Dealer Satisfaction Index DSI
• Market Shar e
• Market Shar e (SOS ,SOV)

• Num.&Weigh. Distr ibut ion
• Addi tiona l Volume of a campaign
• Due date of communication

rel. to launch Date / rel. to Campaign
• Sales Forecast Quality
• Due Date of Dealer  Decoration
• Due Date of Dealer  Information
• Due date of End Customer Infor matio n

Demand,
Channel
Network

Effective
Brand

Portfolio

3.1. Define
Channe l and 
Manage
Network

3.2.Pricing and
Design
Campaign

3.3. Communicate
Brand

Corporate Target s 
• Increase revenue
• Reduce cost
• Increase mar ket share
• Introduce new r ange
• Continue distribution

network impr ove men ts

Vision and Mission

Success Factor
• Trade Cu stomer Satisfaction
• End Custo mer  Satisfaction
• Di stribution Ne twork

Produce master data

Position product Propose product support

Adjust positioning

2 Define Product Range
Effe ctive

Regiona l Brand
por tfolio

Globa l Prod. Portfolio
Loc al Market Info

Compile product 
range owerviev 

Analyze sales & market

Determine substitutes

Eval. termination consequences

Propose product communicat ion

Train sales on prod. featuresManage product ideas

Determine launch data

Approve production

Source product

2.1 Monitor market 
coverage & 
product 
performance

2.2 Introduce new 
product

2.3 Terminate 
product

2.4 Market products 
& enable product 
sales

Enable TSE

Experience the market

Execute termination
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Flow Chart

The inv es tigator is 
s ear ching in the 
office over B ank , 

Mark et an d T apu 
the c redit abi li ty of 

the c andidate

Pr epar e Inv estigation-Report 
a) Fotogr aph b) Kr ok i c )P ers on al  and c om pany  data ( Pr oject S ales  is  

pr epar ing jus t th is  doc um ent f or  applying t o c redit inv)

d)  Pr of ilo, G aggenau and Siem ens is  taking al l nec ess ar y docum ents  in 
adv ance (a and b they don’t do)

- Regional M ng is  signing the report and sending for approv al  to S D ( only 
Bos ch)

Profi lo and S iem ens RM  is  sending di rectly to cr edit m ng
- S D is appr ov ing and sendin g to c redit m ng (only  for  B os ch)

Pr e- Inves tigate 

cr edi tabi l ity of  
c an didate and 
prepare r eport

1

4.9.1. Define Credit Limit 

Investigator 
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Request 

E v aluate 
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investigat
ion r epor t
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2
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NO

YES
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s yst em  and c an order

Investigator 
Mng

E xc lus iv e?

Inv. 
Support

Ev aluate inv . 
Report and 
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Calculat e 

open cr edit 
l im i t and s end 

to Inv M ng

Enter  open 
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the SA P  
sy stem

4

YES

NO

4

M ak e Contract 

wi th Dealer
and send 
doc um ents

Check  and 
finaliza 

SA P -F or m

Cr eate 
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Data in SA P
Risc 
Control

O

&

He us es  a open 
c redit c alc ulation 

table, what is 
r eview ed ev er y 6 
m onth from  the 

G F- S

3

3

Define Credi t 
L im it P ac kage

(negotiate 
wi th SRM )

Nec ess ar y c redit l im i t 
pac kage is  deter m ined 

together wi th th e B RM  : 
- W hat k ind of secur ities 

the dealer h as

- W hat is the expected 
m onthly  turnover 

5

5

Infor m  Sales
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1- Introduction of BSH-Global and BSH-Turkey                                                          

3- Implementation of the project results : QPR Appli cation        

2- “Dolphin” Project : How to establish process mng and performance monitoring 

AGENDA



20.05.2005, Slide 29BSH Profilo Elektrikli Gereçler Tic. ve Sanayi A�

QPR – TOOL 
APPLICATION I

Process Documentation



20.05.2005, Slide 30BSH Profilo Elektrikli Gereçler Tic. ve Sanayi A�

Click



20.05.2005, Slide 31BSH Profilo Elektrikli Gereçler Tic. ve Sanayi A�

Click



20.05.2005, Slide 32BSH Profilo Elektrikli Gereçler Tic. ve Sanayi A�

Click



20.05.2005, Slide 33BSH Profilo Elektrikli Gereçler Tic. ve Sanayi A�

Click



20.05.2005, Slide 34BSH Profilo Elektrikli Gereçler Tic. ve Sanayi A�



20.05.2005, Slide 35BSH Profilo Elektrikli Gereçler Tic. ve Sanayi A�

Click



20.05.2005, Slide 36BSH Profilo Elektrikli Gereçler Tic. ve Sanayi A�

Clic
k 



20.05.2005, Slide 37BSH Profilo Elektrikli Gereçler Tic. ve Sanayi A�

Clic
k 



20.05.2005, Slide 38BSH Profilo Elektrikli Gereçler Tic. ve Sanayi A�

QPR – TOOL 
APPLICATION II

Performance Monitoring
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