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amples of routes we will invest in. In summary, we are
changing the game in volume sales of business manage-
ment applications. 

�  You have identified a vision of a “total customer
experience” over the lifetime of the relationship
with SAP. Can SAP deliver this same commit-
ment to quality as it sells indirectly through
partners and adds greater numbers of smaller
customers?

Apotheker: Our commitment to our customers is, simply,
the key to our success: delivering unmatched value, provid-
ing robust and innovative solutions, and enhancing our cus-
tomers’ ability to adapt, innovate, and grow. This customer
experience cuts across customers of all sizes. It is at the heart
of our midmarket solution and partner strategies. 

SAP’s product portfolio recognizes the varying needs of
customers in this space. SAP provides an easy-to-use tech-
nology entry point, a globally consistent product format, in-
dustry best practices, and the solution path to accommodate
growth over the lifetime of their business.

The PartnerEdge program is designed specifically with
long-term customer satisfaction in mind. Unlike other prac-
tices in the industry, which focus on transaction volume, our
channel program rewards partners for behaviors that enhance
the experience over the course of their customer relationship.

�  How can best practices help in this process?
Apotheker: From more than 30 years of serving the world’s
leading companies, SAP provides our customers with the
advantage of industry best practices built into the solutions
they adopt. This saves them time, allows them to benefit from
proven process knowledge, and is a unique advantage of 
selecting SAP.

At the same time, we are adopting a best practices ap-
proach to the way we deliver our solutions and go to market.
We have learned from our experiences serving small and
medium-sized companies in countries around the globe and
we are adopting the most successful approaches. By standard-
izing the way we operate to make it easier to do business
with SAP and our partners, we will enable every customer
to become a best-run business. 

�  As more vendors focus on small and medium-
sized businesses, how can SAP succeed?

Apotheker: SAP offers a combination of proven technology,
superior business knowledge, and an emerging partner net-
work that is unequaled in the market. SAP’s core competen-
cy is building business applications. We have leveraged 30-
plus years of experience and best practice knowledge into
our offerings for small and medium-sized businesses. This is
a level of assurance that is unique to the industry, and cus-
tomers benefit.
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Léo Apotheker on SAP’s midmarket strategy

Cornerstone for 
Future Growth
With spending among midmarket companies forecasted to outpace that of the
larger companies, SAP has set itself the goal of becoming the leader for business
applications for the midmarket. According to Léo Apotheker, member of the SAP 
executive board, the strategic elements that will take SAP to the top include its
proven technology for midmarket solutions, business knowledge, and expanding
partner network. 

�  How important are midmarket and small busi-
ness customers to SAP’s strategy? Why is SAP
reaching out beyond its base of larger cus-
tomers to reach companies smaller in size?

Léo Apotheker: This is a strategic issue for SAP. First, it’s
important to note that SAP already enjoys a strong market
share among small and medium-sized enterprises (SME).
SMEs currently account for approximately one-third of our
new business in terms of order entry. 

Second, we are witnessing a turning point in the IT indus-
try. For the first time, IT spending among SMEs is projected
to outpace that of larger enterprises. As these businesses look
to gain the most value and competitive advantage from their
investment, SAP is uniquely positioned with the global solu-
tion portfolio, emerging partner channel, and application
expertise to help them succeed. With the increasing demand
among SMEs and the absence of a clear market leader to
serve them, this significant market opportunity represents a
cornerstone for our future growth strategy. 

�  In 2004 SAP exceeded 10,000 total customers
for mySAP All-in-One and SAP Business One.
What are your goals for near-term and long-term
growth in the small and medium-sized market? 

Apotheker: In the near term, our goal is to increase mid-
market business faster than the industry growth average.
Over the longer term, we look to become the market share
leader in business management solutions. The outlook is
very bright. Our product portfolio recognizes the varying
needs of midmarket and small businesses. We have tremen-
dous breadth and depth of applications with over 550 solu-
tions in over 50 countries. Working together with our channel
partners, we can extend our reach to ever more customers
and achieve significant growth in our customer base. 

�  Will this require changes in the way SAP 
delivers solutions to market?

Apotheker: Yes, it will. We are delivering simpler product
offerings, with simpler installation and service. SAP is in-
vesting heavily in its relationships, and has built a network
of independent, high-quality channel partners. The new SAP
PartnerEdge Channel Partner program is a business frame-
work that addresses our routes to market especially in the
SME arena over the next five years and beyond. This program
gives our channel partners benefits such as tools, education,
and support to deliver the services and support to address
our customers’ needs. We’re also establishing new routes 
to market, which will ensure we are well positioned where
customers want to buy. Influencers and agents are two ex-

SAP offers a combination of

proven technology, superior

business knowledge, and an 

emerging partner network that

is unequaled in the market.

 4184_SAPINFO_129_E_PDF.qxd  29.06.2005  10:51 Uhr  Seite 20



23

The industry appears to be on a strong course. This
year, customers are noticeably less reluctant to mod-

ernize their IT investments than in previous years. When
SAP’s midmarket partners meet to exchange opinions, as
they did at SAPPHIRE in Copenhagen, positive develop-
ments dominate the discussion. “With mySAP All-in-One,
we are now benefiting from SAP’s experience,” remarked
Herbert Vogel, CEO and chairman of the board of the Ger-
man firm itelligence AG, adding that SAP’s small and mid-
size solution is favorably impacting their revenue. “As a
global company, we see the differences between the differ-
ent markets,” he emphasized. “In the current year, we in-
creased license sales for mySAP All-in-One 15 percent in 
Europe and 7 percent in the United States.” Donna Troy re-
ported that the packaging of the preconfigured solutions
with uncomplicated solution models is now paying off.

Positive signals are also emerging from SAP’s strategic
cooperation with leading IT vendors such as Microsoft.
“Mendocino is a competitive advantage and a good reason
for achieving greater market share,” said Lars Landwehrkamp,
CEO of the German company All for One Systemhaus AG.
The joint product development between SAP and Microsoft
announced at SAPPHIRE Copenhagen will make SAP solu-
tions accessible from the familiar Microsoft Office environ-
ment and provide a level of integration between the two
companies’ products that had not previously existed.

Pressures from globalization
SAP’s partners agreed that internationalization is one of the
IT market’s driving forces. The effects can be seen, for exam-
ple, when original equipment manufacturers (OEMs) in the
automotive industry demand that their suppliers update their

IT landscape to make them capable of handling multiple lan-
guages and interenterprise processes. “Companies are under
a great deal of pressure to change,” said Alejandro Daniel,
deputy CEO of Spain’s Grupo Seidor. “The legacy systems
create a lot of work. It’s worth advertising SAP’s core appli-
cations – finance, manufacturing, sales, and distribution.”

Kristján Johannsson, director of SAP solutions at Ice-
landic service provider Nyherji, pointed out: “European leg-
islation is another reason why demand is rising.” The Euro-
pean Union and Basel II, which requires companies to make
their business processes more transparent, are increasing
the demand for finance and bank management solutions.

All members of the panel discussion agreed on the im-
portance of their many successful reference customers when
selling to the midmarket. Early adopters, the first customers
to invest in and experience new solutions, make the ideal
reference customers since they tend to have made the in-
vestment with a proactive and pioneering spirit, typically
voiced with enthusiasm. Landwehrkamp remarked, “Cus-
tomer seminars and events are useful to expose prospects 
to the benefits they can achieve.”

Marketing should specifically address the “owners” of a
solution, because they are the people in the customer orga-
nization responsible for the IT investment. Decisions are
generally based on positive feelings, the panel agreed. Niklas
Lindefeldt, CEO of Implema of Sweden, noted that the mid-
market segment has an advantage: “Small and midsize busi-
nesses make decisions faster than large ones.”

Eckhard Rahlenbeck, journalist in Mannheim, Germany �

Confidence among European midmarket partners

Driving Forces
in the Midmarket

Five of SAP’s leading midmarket partners met for a roundtable discussion to talk about trends in
European IT sales at SAPPHIRE in Copenhagen, Denmark. Hosted by Donna Troy, senior vice
president of global small and medium enterprise at SAP, the discussion focused on issues such
as the IT solutions that small companies want and the influences on their buying behavior.
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We have unmatched depth and breadth: more than 550 so-
lutions in 50 countries, growth options for our customers,
and complete integration from large business to small. This
isn’t a vision – we offer this today. 

In a period where turmoil from consolidation and unclear
product strategies are causing uncertainty for customers and
partners alike, SAP is a stable, dependable, and long-term
technology partner. Our performance has clearly established
SAP as the leader in business software applications. Cus-
tomers want to partner with a winner, and SAP offers them
the best choice.

�  In the last two years, SAP has introduced its
SME program in new markets such as China,
India, and Australia, with 25 new markets open-
ing up for SAP Business One alone. How will
SAP seek to increase its penetration of these
markets?

Apotheker: As you know, making inroads into these mar-
kets is a challenge but offers tremendous opportunity. To
successfully penetrate these markets we need partners – all
sorts of solution provider partners that drive various forms
of industry and customer expertise from VARs to ISVs and
other partner types. 

We are aggressively driving the recruitment of the appro-
priate partners in these areas by ensuring we provide the best
channel infrastructure and programs to ensure our mutual
success. Additionally, we are investing to ensure our solutions
meet the needs of these local markets and ensure we are well
prepared to market and support our products locally.

�  In addressing the market, are you more interest-
ed in a small number of high-value partners or a
large volume channel?

Apotheker: Channel partners play a critical role in our strate-
gy to expand into the SME market. We are not interested in
quantity, which is something that our competitors are ob-
sessed with and which dilutes the effectiveness of a smart
partner program. For us, it is all about ensuring we effec-
tively cover the market potential and therefore we try to
choose the right number of partners in terms of quality and
quantity for a given market.

Our strategy is based on a targeted number of select part-
ners that deliver high-value in the markets that we need to
address. That means delivering high value in their SAP solu-
tions and delivering high value in customer satisfaction, es-
pecially to medium-size companies that have unique demands
for customization and for SAP solutions.

�  Why does SAP rely on an indirect channel 
to reach small and medium-sized companies 
instead of building its own sales force?

Apotheker: Our midmarket strategy utilizes a combination
of direct and indirect, or partner, sales teams for full market
reach. This recognizes both the varying degrees of IT sophis-
tication and the very broad expanse of this customer segment.

Most smaller companies do not have in-house IT exper-
tise. They tend to rely on third-party companies as a “trust-
ed advisor” to help them specify and deploy IT solutions for
their business. These solution providers play a critical role
in delivering tremendous value to their SME customers. 

Our partners deliver the industry expertise, product knowl-
edge, consulting, and implementation skills to meet the IT
and business needs of SMEs. SAP recognizes how these
customers buy and the type of assistance they need locally.
That is why we are building a strong infrastructure to sup-
port the indirect business.

�  SAP is thought by some to be too static, too 
expensive, and too complex for smaller compa-
nies. Has this perception changed?

Apotheker: Our reputation as a provider to the world’s lead-
ing companies has led some to assume that we do not address
the needs of smaller organizations. As we build our midmar-
ket business, this perception is changing dramatically. 

We have developed products designed specifically to fit
the needs of midmarket and small companies. SAP Business
One and mySAP All-in-One are examples of how our tech-
nology has been adapted to be more customer and channel-
friendly. These solutions can easily be installed in weeks
and are priced for value for businesses in this segment. 

Our many successful customers are our best asset in
changing these perceptions. When a customer speaks of the
affordability, short implementation time, and many advan-
tages from our solutions, other perceptions fall away very
quickly. We still have work to do in increasing awareness in
this space, but we are changing perceptions one successful
customer at a time.

�

Needs of the midmarket:
www.smbnews.sap.info/en/go/23278/
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