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Abstrakt: Prostredie doddvatel'ského retazca kladie nové pozzadavigz na riadiacu prax
avyvoj nového riadiaceho pristupu v tedrii. PretoZfe novd koncepcia logistiky je

“strategické riadenie totdlneho dodavatelského retazca” ! dloha modernej logistiky je
velmi déleZitd. Jednym zo zdkladnych problémoy v riadeni doddvatelského refazca je
zabezpecenie horizontdlnej a vertikdlnej integrdcie tokov materidlov a informdcii. Avsak
v riadiacej praxi pokracuji problémy s koordindciou ciastkovych oblasti podnikového
riadenia a rozvoj marketingu a logzsttckej teorie sa mekedy uberaju svojou vlastnou cestou.
Predmetom tejto Studie je analyza pricin zlej koordindcie medzi logistikou a marketingom
nie iba v podniku, ale v celom doddvatelskom refazci aloha zavedenia .systemu CRM’
a novej koncepcze DCM do prostredia SCM' na zlepsenie tejto situdcie. ‘

KPucove slova. logtstzcky retazec, dodavatelsky retazec, retazec dopytu, marketing,
logistika, rzademe vztahov so zakaznikmi, mtegracza zavadzanie Zogzsttckych technoiogu

Abstract: Supply Cham environment lay new demands on managemem‘ practice and
development of the new managerial approach in the theory. Because the new concept of the
logistics is “strategic management of the total supply chain”! the role of the modern
logistics is in this field very important. One of the basic problems in the supply chain
management is to secure the horizontal and vertical integration of materials and
information flows. But in the managerial practice continue problems with coordination of
enterprise management partial fi elds and development of the marketing and the logistical
theory goes sometimes on their own ways. The object of this stuaj» is analysis of reasons of
the poor coordination between logistics and marketing not only in the enterprise, but in the
whole supply chain and the role of the CRM' and the new concept DCM system
zmplementatzon in the SCM environment in the improvement of this situation..

Key words: logistical chain, supply chain, demand chain, marketing, Zogzstzcs customer
relations management, integration, logistical technologies implementation '
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1 UVOD

Prostredie dodavatel'ského retazca kladie
nové poziadavky na riadiacu prax a VyVoj
novych  riadiacich pristupov v teorii.
Jednou znich je potreba horizontalnej

a vertikalnej integracie tokov materialov

a informacii. Av$ak v riadiacej praxi eSte

stale zotrvavajii problémy s koordinaciou

iastkovych oblasti riadenia podniku

a rozvoj marketingu a logistickej teorie sa

niekedy uberaju svojou vlastnou cestou.

Najpodstatnej§ia  je  nizka uroven

koordinacie marketingu  a logistickych

&innosti v protiklade s principmi teorie

marketingu a logistiky, ktoré vyZzaduju ich

{izku spolupricu. Spomefime si na vel'mi

pragmaticka formulaciu hlavnych funkcii

tychto dvoch zikladnych Casti riadenia

v tabulke 1. Pri¢iny oddelenia marketingu

a logistiky na teoretickej urovni a obzvlast’

vriadiacej praxi ajeho vplyv na

efektivnost podnikania, o ktorych sme
diskutovali napriklad v [Gros, Grosova

2004, 2005] Niektoré priiny zlej

spolupréace [Grosova, Gros 2004]:

e Marketingovi manaZéri velmi neradi
revidujt  vo  svojich projektoch
nenavratné obmedzenia vo vyrobe,
distribucii ...

e Logisticki manazéri vyzaduji vyssiu
stabilitu potrieb zdkaznikov, presnl
predpoved dopytu, odhad vysledkov
akcii na podporu predaja, alebo
vysledkov reklamy...

e Marketing vel'mi Casto argumentuje:”
Znovu ste nesplnili lehoty plnenia
objednavok avydavky na podporu
predaja boli vynalozené bez efektu”

alebo
e Logisticki  manaZzéri argumentuji
“Zvysili sme pruznost vyrobného

procesu a distribucie, odstranili sme
Gizke miesta, avSak vy ste neboli
schopni produkty predat™ atd’.

e V poslednom obdobi vyhodnocovania
su predajcovia spokojni, pretoze
predaje sa uskuto¢nili. Avsak logisticki
manaZéri a vyrobcovia argumentuju, Ze
museli vyrabat’ iné produkty, pre inych
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1 INTRODUCTION

Supply Chain environment lays new
demands on the management practice and
development of the new managerial
approaches in the theory. One of them is
horizontal and vertical integration of
materials and information flows need. But
in the managerial practice problems with
coordination of enterprise management
partial fields still remain and the
development of the marketing and
logistical theory goes sometimes on its
own ways. Most substantial is the low
level of marketing and logistical activities
coordination in contradiction to the
marketing and logistic theory principles,
which close cooperation require. Let’s
remind very pragmatic formulation of main
functions of these two basic parts of
management on the tab.l.Causes of the
marketing and logistics separation on the
theoretical level and especially in
managerial practice and its influence on
the business efficiency we discussed for
instance in [Gros, Grosova 2004, 2005]

Several cases of the bad collaborations

[Grosova, Gros 2004]:

e Marketing managers very unwillingly
revise in their projects for now non-
recoverable restrictions in
manufacturing, distribution ...

e Logistics managers require higher
stability of customer’s needs, exact
demand forecast and estimation of the
sales promotion actions or advertising
results in sale...

e Marketing very often argue:” Again
you did not fulfil orders lead times and
expenses for sale support were spend
with no effect” or

e Logistics managers argue “We
increased  manufacturing  process
flexibility and distribution, we

removed bottlenecks, but you were not
able to sale the products® etc.,

e In the last period evaluation are
marketers satisfied, because sales were
completed. But logistical managers and
manufacturers argue that they had to
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zakaznikov, pre iné  destinacie

a s vy$§imi nakladmi.

Cielom tohto ¢lanku je ukazat’ na priklade
modemne;j marketingove;j koncepcie
madenia vztahov so zakaznikmi CRM
poirebu integracie marketingu a logistiky
ma dosiahnutie uspechu v dodavatel'skych
metazcoch aanalyza novej koncepcie
DICM. Neexistencia efektivnych riadiacich
logistickych metdd je z pohl'adu viacerych
smadii  jednou z pri¢in neuspesnych
aplikacii CRM. Na podporu CRM st
ponikané mnohé drahé softvérové
produkty. Reklama na produkty CRM
nrdi, Ze zavedenie tohto procesu “vyluci
zakaznikov s nizkymi marZami a prildka
mch s vysokymi, lukrativnymi marzami”.
Avsak v mnohych pripadoch méze byt
pouzitie CRM riskantné a neuspesné.
Spolo¢nost  Gartner  Group  USA
publikovala, ze 55% CRM projektov
meposkytuje Ziadne vysledky, Ze spomedzi
25 nastrojov  riadenia bolo CRM
wyhodnotené v dolnej Casti poradia a “z
<51 manaZérov jeden z piatich povedal, ze
miclenze neposkytlo ziskovy rast, ale
wzktiez poskodilo dlhodobé vztahy so
zakaznikmi.” [Selen, Soliman 2002]

Tab. 1 Ciele logistiky a marketingu
Tab. 1. Logistics and marketing goals

produce other products, for other
customers, to other destinations and
with higher costs.

The goal of this paper is to show on the
case of the modern marketing concept of
customer relationship management CRM
necessity of the marketing and logistics
integration for its success in the supply
chains and the new DCM concept analysis.
Absence of efficient managerial logistical
methods is from the viewpoint of several
studies one of reasons of CRM
unsuccessful applications. For the CRM
support are offered many expensive
software products. The CRM products
advertising claim, that this process
implementation  “divest  low-marginal
customers and lure high, lucrative margin
ones”. But in many cases CRM usage can
be perilous and unsuccessful. Gartner
Group USA published, that 55% CRM
projects do not produce results, that
between 25 managerial tools was CRM
evaluated on the bottom tree and “from
451 managers one in every five said, that
not only had failed to deliver profitable
growth, but also had damaged long-
standing customer relationships.” [Selen,
Soliman 2002]

Logistics/Logistika

Marketing/Marketing

Logistics is concerned with effective ensure of the
all customers” needs and demands on the
competitive level, it means the materials
procurement, the manufacturing process of
semifinished products, the parts and finished
products management and their distribution to
customers with usage of the efficient materials flow
management in the total supply chain and with the
modern logistical technologies implementation.

Logistika sa zaobera efektivnym zabezpecenim
vsetkych potrieb a poZiadaviek zdkaznikov na
kompetitivnej urovni, ¢o znamend obstardavanim
materidlov, vyrobnym procesom polovyrobkov,
riadenim  dielov  a hotovych  vyrobkov aich
distribuciou zakaznikom s pouZitim efektivneho
riadenia toku materialov v celom dodavatelskom
retazci a s implementdciou modernych logistickych
technologii.

Creation of the unique value for customer,
demand identification and obtaining in the
same supply chain with usage of the market
analysis, the effective communication with
customers, the sales promotion, the effective
price policy and financing incentives etc.

Tvorba jedinecnej hodnoty pre zdkaznika,
identifikacia a ziskavanie dopytu v tom isto
dodavatelskom retazci s pouzitim analyzy trhu,
efektivna komunikacia so zdkaznikmi, podpora
predaja, efektivna cenova politika a financné
stimuly, atd.
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Pri¢iny tejto situacie st dobre zname
a mdZeme v kratkosti formulovat’ zékladné
z nich:

e Zavedenie CRM bez vypracovania
zékaznickej stratégie — rovnaky
nezmysel ako vystavba domu bez planu

e Zavedenie CRM bez prepracovania
vietkych procesov v dodavatel'skom
retazci, skisenosti s neuspeSnymi
projektmi ukazuju, ze 87 % zmnich
zlyha v dosledku nedostatku
prisludnych zmien v riadeni a iba 4 %
znich zlyha v désledku softvérovych
problémov a 1 % pre zI¢é poradenstvo —
rovnaky nezmysel ako natieranie steny
este pred jej postavenim

e Predpoklad, z2 CRM SW je jedinou
cestou riadenia vztahov — rovnaky
nezmysel ako verit, Ze zPrahy do
Tatier sa da cestovat’ iba autom

e Pouzivanie CRM iba na monitorovanie
zakaznikov a nie na ich ziskavanie. —
rovnaky nezmysel, ako ked si
zamilovany muz mysli, Ze iba zal'ibené
pohlady budu stafit na ziskanie
objektu jeho tuzby.

2 POROVNANIE KONCEPCIi CRM,
SCM A DCM

Na zaklade bibliografického vyhl'adavania
si v 3 tabulkdch uvedené kritke
charakteristiky tychto troch koncepcii, pre
ich porovnanie.

Tab. 2. Koncepcia CRM
Tab 2. CRM concept

The causes of this situation are well-known
and we may briefly formulate basic of
them:

e CRM implementation without the
customer strategy creation — the same
nonsense as house building without
plan

e CRM implementation without
reengineering all processes in Supply
Chain, experiences with unsuccessful
projects show, that 87 % ones failure
on the lack of appropriate changes in
management and only 4 % failure on
the software problems and 1 % bad
advice — the same nonsense as wall
painting before construction one

e Assume CRM SW to be only one way
for relationship management — the
same nonsense as believe that we may
travel from Prague to Tatra mountains
only by car

e Usage of CRM only for customers
monitoring and not for wooing ones. —
the same nonsense as man fallen in
love believes, that only longing looks
win him the object of his love

2 CRM, SCM AND DCM
CONCEPTS COMPARISON

On the basis of the wide bibliographic
search are on the 3 tables brief
characteristics of these three concepts for
their comparison.

Basic goals/ Basic activities/

Zdkladné ciele Zdkladné aktivity

The right customer Most valuable customers identification/
acquiring/ Identifikdcia najhodnotnejsich zakaznikov
Ziskavanie spravaych | Your company share on customers expenses/
zdkaznikov Podiel vasej spolocnosti na vydavkoch zdakaznikov

Your expenses for customers services identification
Vase vvdavky na identifikaciu sluZieb zakaznikom

Best value proposition | Your customers today and future needs identification/

creation/
Tvorba ponuky
s najlepSou hodnotou

Identifikdcia potrieb vasich zdkaznikov dnes a v budiicnosti

The analysis competitors today and future offer/

Analyza dnesnej a budiicej ponuky konkurentov

Identification which products and services are you able to offer/
Identifikdcia, ktoré produkty a sluzby ste schopni poniiknut
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| Best processes design/ | Design of the best distribution channel for products and services/

} Najlepsie stvarnenie Stvarnenie najlepsieho distribucného kanalu pre produkty a sluzby
procesov Creation win-win alliances in the Supply Chain/

i Vytvorenie aliancii vyhra - vphra v dodavatelskom retazci

Development of services capabilities/

Rozvoj servisnych schopnosti

. Motivation of Design of tools for employees customer relationship creation/

' employees/ Stvarnenie ndstrojov na vytvorenie vztahu medzi zamestnancami a
| Motivdcia zdkaznikmi

| zamestnancov Employee loyalty institution/

Institut lojalnosti zamestnancov

Continuous customers | Analysis of reasons / Analyza pricin

monitoring/ o why customers defect / Preco zakaznici odchadzaju
Kontinudlne e what your competitors do to win your customers/ Co robi vasa
sledovanie zdkaznikov konkurencia, aby ziskala vasich zdkaznikov

e how you win customers back/ 4ko ziskate zdkaznikov spdt
Creation of metric for customers defects monitoring /
Vytvorenie spésobu monitorovania odchodu zakaznikov

Tab. 3. Koncepcia SCM cast’ 1
Tab 3. SCM concept part 1

Supply chain definitions/ Definicie dodavatelského retazca

Author/ Autor Definition/ Definicia

Christopher 1998 SCM is “management of the forward and backward relations between suppliers
and customers to create higher value for customer on the finite market on low
costs of the whole supply chain®

SCM je “riadenie vztahov smerom dopredu a dozadu medzi dodavatelmi a
zdkaznikmi na vytvorenie vyssSej hodnoty pre zdkaznika na obmedzenom trhu
s nizkymi ndkladmi celého dodavatelského retazca*

Pernica 2004 SCM is “management of the compact processes in the integrated logistical
chains in the interest of the cost efficient value for the finite customers
creation“/SCM je  “riadenie kompaktnych procesov v integrovanych
logistickych retazcoch v zaujme ndkladovo efektivnej hodnoty na vytvorenie
limitovanych zdkaznikov “

Supply chain management principles/ Principy riadenia dodavatelského retazca

e Narrow collaboration between partners in the supply chain/ Uzka spoluprdca medzi
partnermi v dodavatelskom retazci

o Integration of the all managerial functions/ Integrdcia vsetkych riadiacich funkcii

e Mutual, outgoing information exchange/ Vzdjomnd vymena informdcii smerom navonok

e Win-win strategy implementation/ Implementdcia stratégie vwhra — vwhra

e Backward flows implementation/ Implementdcia spdtnych tokov

e Horizontal and vertical chains expansion - nets creation/ Horizontdlna a vertikdlna expanzia
retazcov — vytvorenie sieti

Supply chain management methods, “technologies”/ Metody riadenia dodavatelského
retazca, “‘technoldgie”

JT ? | Delivery in right time, on right place, on desired quality and amount/
Goals/ Dodavka v spravnom case, na spravnom mieste, v pozadovanej kvalite a mnoZstve
Ciele JiT Customer services growth/ Rast sluZieb zdkaznikom

High flexibility of customer services providing/Vysokd pruznost poskytovania
sluzieb zakaznikom
Activities, The customer dominate in supplier-customer relations/ V doddvatelsko-
principles/ odberatelskych vztahoch dominuje zakaznik
Activity, Synchronization or emancipation strategy implementation in supplier-customer
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principy

relations/ Zavedenie stratégie synchronizacie alebo emancipdcie v dodavatelsko-
odberatelskych vztahoch

The new product design based on customers viewpoint/ Navrhovanie novych
vyrobkov zaloZené na pohladoch zakaznika

New products with the new characteristic design/ Nové produkty s novym,
charakteristickym dizajnom

Customers viewpoint on the product quality is crucial/ Rozhodujuci je pohlad
zdkaznika na kvalitu produktu

Tab. 3. Koncepcia SCM cast’ 2
Tab 3. SCM concept part 2

Supply chain management
retazca, “technoldgie

methods, “technologies”/ Metédy riadenia dodavatelského

»

KANBAN’
Goals
Principles/
Ciele, principy

Supplier-customer demand synchronization/ Synchronizdcia dopytu dodavatela
- zdkaznika

The customer order is itemized against material flow direction on all steps of
the supply chain/ Objedndvka zdkaznika sa porovnd so smerom toku materialu
vo vietkych krokoch dodavatel’ského retazca

The system theoretically respond on all demand changes/ Systém teoreticky
reaguje na vSetky zmeny dopytu

Purchasing, manufacturing and distribution is directly managed by customers
demand — customer “manage* the supply chain/ Nakup, vyroba a distribiicia su
priamo riadené dopytom zdkaznikov — zdkaznik “riadi* dodavatel’sky retazec

QR*

Goals,
Principles
Ciele, principy

Flexible response on customers demand changes/ Pruzna odozva na zmeny
v dopyte zdkaznikov

Quick response on customers demand changes in the whole logistical chain/
Rychla odozva na zmeny v dopyte zdkaznitkov v celom logistickom retazci

On line customers demand monitoring/ On - line monitorovanie dopytu
zakaznikov

ECR”
Goals
Principles

Ciele, principy

Efficient delivery of the customer demand in the logistical chain/ Efektivna
dodadvka dopytu zdkaznika v dodavatelskom retazci

The close collaboration of the logistical chain partners in efficient customer
services providing / Uzka spoluprdca logistickych  partnerov retazca
v poskytovani efektivnych sluZieb zdkaznikom

CRP (Continuous Replenishment Program) based on the efficient automated
stocks replenishment/ CRP (Program kontinudlneho dopiﬁania zdsob) zaloZeny
na efektivnom automatizovanom dopiﬁam’ stavu zasob

Efficient Assortment — the products segmentation on the basis of customers
service needs and special logistical chains and managerial methods design for
created segments/ Efektivny sortiment — segmentdcia produktov na zdklade
servisnych potrieb zdkaznikov a vytvorenie Specidlnych logistickych retazcov
a metéd riadenia pre vytvorené segmenty

Efficient Product Introduction — the coordinated planning of introducing new
products on market / Efektivne uvddzanie produktov — koordinované
pldnovanie zavddzania novych produktov na trh

Efficient Promotion — the promotion action timing, its length and location to
yield the maximal effect/ Efektivna podpora — podpora casovania akcii, ich
dizka a polohovanie na ziskanie maximalneho efektu

CPFR°
Principles

Ciele, principy

goals

Strengthening of collaborative planning and forecasting in customers services
fulfilment/ Upevnenie kolaborativneho pldnovania a prognézovania pri vykone
sluzieb zakaznikom

Collaborative planning in materials flow management/ Kolaborativne
planovanie v riadeni materidlového toku

Automatic scheduling customers requirements on all partners in the suppl
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chain/ Automatické terminové pldnovanie poZiadaviek zdkaznikov na vsetkych
partnerov v dodavatel'skom retazci

Forecasting methods implementation/ Zavedenie metod prognozovania
Integrated stock management in the logistical chain/ Integrované riadenie
zasob v logistickom retazci

Supply chain expanding against the material flow direction/ Expanzia
dodavatelského retazca proti smeru toku materidlu

TOC' Throughput maximization in the customers services fulfilment/ Maximalizdcia
goals kapacitnej priechodnosti pri plneni sluZieb zakaznikom
Principles Bottleneck is the resource of customers services level Combination of the pull

Ciele, principy

and push principle/ Uzkym miestom je diroveri zdrojov sluzieb zdkaznikom
Kombinacia principu ,,tah a tlak*

Throughput maximization/ Maximalizdcia kapacitnej priechodnosti

Drum Buffer Rope principle implementation/ Implementdcia principu Drum
Buffer Rope (Bubon Zdsobnik Lano)

Tab. 4. Koncepcia DCM°
Tab 4. DCM’ concept

Author/Autor | Characteristics/Charakteristika
Vollman, “DCM begins at customer, goes backward cross all chain to suppliers of
Cordon 1998 suppliers™ “DCM sa zacina u zdkaznika, a prechddza spdt po celom retazci

k dodavatelom dodavatelov”

Selen, Soliman
2002

“DCM is the complex of practices oriented on management and coordination of
the whole demand chain, which begin at final customer and continue to raw
materials supplier”/ “DCM je komplex praktik orientovanych na riadenie
a koordindciu celého retazca dopytu, ktory sa zacina u konecného zdkaznika
a pokracuje k dodavatelom surovin”

Bainbird 2004 | “DCM is understanding of future and contemporary customers expectations,
characteristic market features and appropriate response with usage of the efficient
resources and processes allocation ”/ “DCM je pochopenie budiicich a sucasnych
ocakdvani zdkaznikov, charakteristickych znakov trhu a prislusnd odozva
s pouzitim alokdcie efektivnych zdrojov a procesov ”

Juttner, “DCM is macroprocess which cover all activities which company do for customer

Christopher, value creation based on his desires”/ “DCM je makro proces, ktory zahrria vsetky

Baker 2006 aktivity, ktoré firma vykondva na vytvorenie hodnoty pre zdakaznika, zaloZenej na

Jjeho poziadavkach”

“DCM is the concept, which struggle to integration of the all processes oriented
on the demand and supply side of the customers services providing”/ “DCM je
koncepcia, ktord sa snaZi o integrdciu vsetkych procesov orientovanych na
stranku dopytu a doddvok poskytovania sluZieb zakaznikom ™

Metody a koncepcie popisané v tabulkach
2 3 a 4 pokryvaju obdobie od 50 - tych
rokov minulého storodia az po dneSok — od
prvveh aplikacii QR, JiT, KANBAN v 50-
swch rokoch cez koncepciu TOC v 70- tych
mkoch az po SCM, CRM aposlednu
koncepciu DCM na zaciatku tohto storocia.

Z tohto kratkeho prehl'adu vyplyva:
= Mnohé zpopisanych principov maju

rovnaké ciele:
o Zakaznicku orientaciu na plné

19

Methods, concepts described on tables 2, 3
and 4 cover the period form 50-th years of
the last century to nowadays — form the
first applications of QR, JiT, KANBAN in
50-th years cross TOC concept in 70-th
years to SCM, CRM and last concept
DCM at the beginning of this century.

From this brief overview follow:
e Many described principles have similar

goals:
o Customer orientation to full
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akceptovanie potrieb zdkaznika,
o Zmeny v riadeni toku materialu

orientované na  schopnost’
rychlej odozvy na zmeny
potrieb zékaznikov

o Implementécia principu

riadenia pull (tah) v riadeni
toku materialu
o Orientédcia na limitovany rozsah

zakaznikov

o Hodnota na vytvorenie
limitovaného rozsahu
zakaznikov

e Posledné kroky rozvoja logistiky a
marketingu, SCM and CRM vyzaduju
uzku spolupracu

e Koncepcia DCM je reakciou na
neuspokojivu uroven spoluprace medzi
logistikou a marketingom

Viaceri autori pri porovnavani koncepcii
DCM a SCM pod¢iarkuji, ze
e DCM je SCM obratené na hlavu, ze
zakaznik je vychodiskovy bod a nie
konec¢na inStancia [Baker 2003]
e SCM sa osobitne orientuje na
stranku dodavok a nedostato¢ne na
stranku dopytu v ret’azci, atd’.

Na druhej strane st publikované nazory, ze
koncepcia SCM bola vypracovana ako
reakcia na situdciu, v ktorej marketing
nebol schopny koordinovat  aktivity
spolo¢nosti pri plneni potrieb zakaznikov.
Zikladnym problémom riadenia toku
materialov v riadeni retazca je vyvaZenie
strany “dodavka” a “dopyt” v retazcoch.

V tab.5 sme sa snazili ukazat' zakladné
aktivity tychto Casti retazca:

acceptance of customers needs,
o Changes in the materials flow
management orientated on
ability to quick respond on
customers needs changes

o Pull management principles
implementation in materials
flow management

o On - the - finite customer
orientation

o Value for finite customer
creation

e Last steps of the logistics and
marketing development, SCM and

CRM, require narrow collaboration

e DCM concept is reaction on the non
satisfactory level of the collaboration
between logistics and marketing

When several authors compare DCM and

SCM concept, they stress, that

e DCM i1s SCM turned to head, that
customer is the starting point and no
the end locality [Baker 2003]

e SCM is oriented in particular on the
supply side and insufficiently on the
demand side of the chain etc.

On the other hand are published opinions,
that SCM concept was created as the
reaction on the situation in which
marketing was not able to coordinate
company activities in the customer needs
fulfilling.

The basic problem of the materials flow
management in chains management is
balanced “supply” and “demand” side of
chains.

On the tab.5 we tried to show the basic
activities of these parts of the chain:

Tab 5. Zdkladné aktivity strany “dodavky” a “dopytu” v retazci
Tab 5. The basic activities on the “supply” and “demand” side of the chain

Demand side/ Strana dopytu

| Supply side/ Strana doddvok

First step: customers needs identification / Prvy krok. identifikdcia potrieb zdkaznika

Market analysis/ Analyza trhu

Extant supply chains B2B analysis/ Presnd analyza
dodavatelskych retazcov B2B

Market macro segmentation/ Makro
segmentdcia trhu

Suppliers
Porovnanie schopnosti dodavatelov s potrebami

abilities comparison with  needs/

20



L Gros, S.Grosova — Demand Chain Management — New Approach ...

T&L — 12/07

' Definition of  target markets/

. Definovanie cielovych trhov

Suppliers on the market position segmentation /
Segmentdcia postavenia dodavatelov na trhu

' Second step — identification, forecasting and planning of the demand/ Druhy krok —
identifikdcia, progndzovanie a pldnovanie dopytu

5 Customers services needs market
- segmentation / Segmentdcia trhu potrieb
| zdkaznickych sluzieb

Customers segmentation according to logistical
performance needs (lead time etc.) Segmentdcia
zakaznikov podla potrieb vykonov logistiky (terminy
dodavok, atd’)

Supply chain structure design/ Navrh Struktiry
dodavatel'ského retazca

Customers efficiency analysis / Analyza
efektivnosti zakaznikov

Distribution costs estimation for segments / Odhad
ndakladov distribicie pre segmenty

Appropriate methods of the materials flow
management implementation (MRP, CRP, PPS
etc.)/ Implementdcia vhodnych metéd riadenia toku
materialu (MRP, CRP, PPS atd...)

Customer value model formulation on

the basis of the revenue and costs
| comparison/ Formulacia modelu
| zdkaznickej ~ hodnoty  na  zdklade

porovnania trZieb a vynosov

Variants of the supply chain design/ Stvdrnenie
variantov dodavatelského retazca

Third step — SCM performance to customers segments needs assigning/ Treti krok —
Uplatnenie SCM na priradenie potrieb doddvatelskym segmentom

| Fourth step — after delivery services/ Stvrty — sluzby po realizdcii predaja

Vo vsetkych krokoch je potrebna tzka
spolupraca a integracia medzi CRM (strana
dopytu) a SCM (strana dodavok). V
krokoch 3 a 4 sa obe strany retazca
prekryvaju. Iba uzka integracia zabezpeci,
aby boli rozne vykony dodavok priradené
potrebam zakaznikov vo vSetkych Castiach
dodévatel'ského

efektivnostou

a vietkym  partnerom
refazca s maximalnou
celého procesu.

Nova koncepcia DCM sa snazi vytvorit

Narrow collaboration and integration
between CRM (demand side) and SCM
(supply side) is necessary in all steps. In
steps 3 and 4 both sides of the chain
overlaps. Only narrow integration secure,
that different supply performances will be
assigned to customers needs in the all parts
and all partners of the supply chain with
maximal efficiency of the whole process.

New DCM concept strive to create the
environment for required integration of the

prostredie pre  potrebni  integraciu marketing and SCM. Knowledge of this
marketingu a SCM. Znalost' tejto concept is not between czech managers
koncepcie nie je medzi Ceskymi well known.

manazérmi vel'mi roz$irena.

3 ZAVER

Zakladné principy spoluprace marketingu

a SCM, ktor¢ sa daji formulovat’ ako

3 CONCLUSION

The basic principles of the marketing and
SCM collaboration, which may be
formulated as

e Spolo¢éné projekty na vytvorenie e Common projects of the customer
hodnoty pre zékaznika value creation

e Kontinudlne monitorovanie zmien e Continuous customers needs variation
potrieb zdkaznikov monitoring

* Vzijomna on-line vymena informacii o e Mutual on-line information exchange

zakaznikoch

about customers
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e Podrobna segmenticia trhu

o Externa, podla
charakteristickych znakov trhu
o Internd, podla poziadaviek

vykonov v logistike, nakupe,
vyrobe, distribicii
e Spolo¢né planovanie, prognézovanie
dopytu
e Spolo¢né ziskavanie dat o nakladoch,
kapacitach,  terminoch  dodavok,
urovniach zasob ...,

st znasho pohladu pouziteIné nielen v
koncepcii DCM. Disponibilné softvérova
podpora marketingu, CRM a SCM vytvara
dobré predpoklady pre implementaciu
spoluprace. V pripade SAP CR, ktoré
ponuka

mySAP Business Suite

ktoré  poniika

podsystémy

e mySAP CRM (Effective Customer
Relationship — efektivny vztah so
zakaznikmi)

vzajomne  prepojené

e mySAP ERP (Effective Resource
Planning - efektivne plénovanie
zdrojov)

e mySAP SCM(Supply Chain
Management - riadenie
dodavatel'ského retazca)

e mySAP PLM (Product Lifecycle

Management — riadenie Zivotného
cyklu vyrobkov)

e mySAP SRM (Supplier Relationship
Management - riadenie vztahov

s dodavateI'mi

vytvara to spolo¢nil informacni zakladiiu
s efektivnou podporou rozhodovania pre
efektivne podnikanie v prostredi
dodavatel'ského ret'azca.

Existuje iba jeden problém: Tudské
a profesionalne bariéry medzi predajcami,
manazérmi dodavatel'ského retazca alebo
manazérmi logistiky, manazérmi
vyrobnych procesov a  distribitormi,
chybajuca vola ku spolupraci zla alebo
chybajuca timovéa praca team, ¢o doteraz
brani potrebnej spolupréci.
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e Detail market segmentation
o External, according to market
characteristics
o Internal, according to
performance requirements in
logistics, purchasing,
manufacturing, distribution
e Mutual planning, demand forecasting
Mutual data mining about costs,
capacities, lead times, stock levels ...

are applicable from our point of view not
only in the DCM concept. Available SW
support of the marketing, CRM and SCM
create very good environment for
principles of the collaboration
implementation. On the case of SAP CR,
which offer
mySAP Business Suite

which include mutual interconnected
subsystems
e mySAP CRM (Effective Customer

Relationship)

e mySAP ERP (Effective Resource
Planning)

e mySAP SCM(Supply Chain
Management)

e mySAP PLM (Product Lifecycle
Management)

e mySAP SRM (Supplier Relationship
Management)

creates common information base with
efficient decision support for efficient
business in the supply chain environment.
Only one problem exists: human and
professional barriers between marketers,
supply chain managers or logistic
managers, manufacturing process
managers and distributors, missing will to
collaborate, bad or missing team work,
which prevent so far the necessary
collaboration.
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