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KEY TAKEAWAYSCONTENT

Optimism is high and widespread 
across most economies. Six out of 
ten of the executives surveyed (61%) 
are more optimistic today about their 
local economy compared to the last 
quarter, with another 4% even saying 
they are very optimistic. Respondents 
in China and Singapore (80% each) 
are the most optimistic; the least opti-
mistic are those in Hong Kong (38%).

Companies anticipate increased 
sales and earnings.  The general  
optimism on the economy is reflected 
in the changes in their own businesses 
that respondents expect over the next 
12 months. Six out of ten say their 
company’s sales will increase. The 
majority also anticipate improvement 
in earnings (56%) and rising volumes 
of new orders (54%). However, pricing 
power is expected to remain weak. 
Although 26% of the executives 
surveyed say their company will raise 
prices of goods and services, the ma-
jority will keep prices the same (54%) 
or even cut them (20%).

Spending will remain unchanged 
or even decrease. The majority of 
businesses in Asia will continue to 
trim capital spending (34%) or keep it 
at current levels (33%). The same cau-
tious approach is evident in spending 
on research and development (56% 
no change; 20% decrease) and on 
marketing and advertising (45% no 
change; 23% decrease).  

Hiring will remain stagnant. Even 
as they expect sales and earnings 
to rise, the majority of companies in 
Asia plan to keep employee numbers 
where they are now (34%) or even 
trim them further (33%). A third, how-
ever, may start hiring in the next year. 
Those currently employed can expect 
to come under pressure to produce 
more output per hour worked. Nearly 
five out of ten respondents (47%) say 
they expect productivity in their com-
pany to improve. But employees will 
be rewarded with salary raises (43%) 
or at least see their compensation 
stay at current levels (47%).

Going forward, companies plan 
to expand into new markets and 
refocus on sales and marketing. 
Enterprises in Asia are preparing 
to change gears in anticipation of a 
sustainable economic recovery. The 
majority will expand into new con-
sumer segments and/or geographical 
markets (56%), and renew the focus 
on sales, marketing and distribution 
(50%). That said, many companies 
remain cautious. Cost reduction will 
continue to be a priority among firms 
in Asia, with 48% of respondents 
focusing on reducing overhead costs 
and 39% on trimming direct costs.

CFO Innovation Asia surveyed 160 CFOs, finance directors, 
controllers and other senior executives across Asia from September 
23 to October 9, 2009. The key findings include the following:
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High hopes for the economy

How optimistic are you about the growth prospects of the economy 
where you are based and the financial prospects of your own company?

61%

48%

26%
33%

8%
4% 5% 3%1%

11%

More optimistic than in 
the previous quarter

No change from the
previous quarter

Less optimistic
compared with the 

previous quarter

Very optimistic Not optimistic at all

Prospects for  economy Prospects for company

Base: 160 respondents. Totals may not add up to 100% due to rounding

However, the positive macro- 
economic picture is not always 
seen as translating into financial 
success at the enterprise level, 
at least at this time. When asked 
about the prospects for their com-
pany, less than half of respondents 
(48%) say they are more optimistic 
today than in the previous quarter, 
lower than the 61% who say the 
same of the larger economy. 

Why the seeming disconnect? For 
some executives, the improvement 
in macro-economic prospects may 
be too new to have much of an 
impact on company performance. 
Others may harbour doubts about 
the upturn’s quality and durability. 

There may also be instances where 
the organisation’s internal circum-
stances make it difficult to fully take 
advantage of economic growth. 

Even so, the 48% who are more 
optimistic today than in the previ-
ous quarter, and the additional 5% 
who say they are very optimistic, 
suggest that the majority of the re-
gion’s executives believe that the 
fallout from the global recession 
on Asia is on the wane and that a 
recovery is beginning for both the 
region’s economies and their own 
company.

Exhibit 1: Optimism rules!

A substantial majority of the re-
gion’s CFOs, financial directors, 
controllers and other senior ex-
ecutives are more optimistic to-
day about the prospects for their 
local economy than they were in 
the last quarter. This is what 61% 
of the business executives sur-
veyed indicate (Exhibit 1). Some 

4% even say they are very opti-
mistic. 

Twenty six percent of the execu-
tives polled say there has been no 
change from the previous quarter. 
But only 8% are less optimistic on 
the economy, and a negligible 1% 
are not optimistic at all.
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Exhibit 2: China and Singapore most optimistic on 
economy; Hong Kong not so much

38%

50%

63%

74% 6% 18% 3%

25% 13%

25% 25%

41% 21%

10%70% 10% 10% More optimistic than in the
previous quarter

China

0% 20% 40% 60% 80% 100%

Hong Kong

India

Malaysia

Singapore

Very optimistic

No change from the previous
quarter

Less optimistic compared with the
previous quarter

Not optimistic at all

Base: 105 respondents. Totals may not add up to 100% due to rounding 

Optimism widespread in most markets
Broken down according to geogra-
phy, optimism about the economy 
is widespread across Asia – except 
in Hong Kong (Exhibit 2). Only 
38% of executives who are based 
in Hong Kong say they are more 
optimistic about the local econo-
my than they were in the previous 
quarter. A fifth even say they are 
less optimistic.

But the majority of executives 
polled in China, India, Malaysia 
and Singapore are more optimis-
tic than they were in the July-to-
September quarter. China and 
Singapore are the most positive, 
with 80% of respondents based 
in those countries saying they are 
more optimistic or very optimistic, 
followed by India (75%) and Ma-
laysia (63%).    



6

CFO INNOVATION ASIA BUSINESS OUTLOOK SURVEY FOURTH QUARTER 2009 © 2009 QUESTEX ASIA LTD

Sales and earnings expected to rise

Exhibit 3: Sales, earnings and new orders up

The general optimism about 
the economy is reflected in the 
changes in their businesses that 
respondents expect over the next 
12 months. Six out of ten say their 
company’s sales will increase 
(Exhibit 3). The majority also an-
ticipate improvement in earnings 
(56%) and rising volumes of new 

orders (54%). 

However, pricing power is expected 
to remain weak. Although 26% of 
the executives surveyed say their 
company will raise prices of goods 
and services, the majority will keep 
prices the same (54%) or even cut 
them (20%).

What changes does your company anticipate in the next
12 months?

60% 23% 16%

56% 26% 15%

54% 21% 25%

26% 20% 54%

Sales/turnover

Earnings

New orders for the business

Prices of your goods/services

DecreaseIncrease No change

Base: 129 respondents. Totals may not add up to 100% due to rounding
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Spending to decrease or remain unchanged

What changes does your company anticipate in the next
12 months?

33% 34% 33%

32% 23% 45%

24% 20% 56%

24% 22% 53%

Capital spending

Marketing/advertising spending

R&D spending

M&A activity

DecreaseIncrease No change

Base: 129 respondents. Totals may not add up to 100% due to rounding

Exhibit 4: Spending and M&A activity unchanged 
or will even fall

For all their optimism, the execu-
tives surveyed remain cautious. 
As Exhibit 4 shows, the major-
ity will continue to trim capital 
spending (34%) or at least keep it 

at current levels (33%). The same 
cautious approach is evident in 
spending on marketing and ad-
vertising and on R&D. 
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M&A: Large companies buy, small firms sell

Exhibit 5: Large companies buy, small firms sell

Interestingly, only a fourth of re-
spondents (24%) expect their com-
pany to intensify M&A activity. 
Most see no change (53%) or even 
a decline (22%). Asian companies 
are still opting to keep their pow-
der dry when it comes to mergers 
and acquisitions, perhaps in antici-
pation of lower values if the recov-
ery sputters after 2010.

More large companies expect to 
make M&A a strategic focus over 
the next 12 months. Some 19% of 
respondents in enterprises with 

turnovers exceeding US$1 billion 
say acquiring assets will be among 
the top three priorities of their com-
pany over the next year (Exhibit 5). 

Only a tenth of companies with a 
turnover of over US$100 million to 
US$1 billion and 12% of those with 
sales of US$20 million to US$100 
million say the same.  

Smaller companies with turnovers 
of US$20 million or less are more 
likely to sell assets (13%) rather 
than acquire them. 

20%

15%

10%

5%

0%

M&A as strategic focus in next 12 months,
by company turnover

13%

US$20m or less Over US$20m to
US$100m

Over US$100m to
US$1 billion

Over 1 billion

Sell assets Acquire assets

0% 0%

12%

3%

10%

5%

19%

Base: 124 respondents. Totals may not add up to 100% due to rounding
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Hiring will remain stagnant

Exhibit 6: Hiring on hold, productivity 
demands intensify

What changes does your company anticipate in the next
12 months?

47% 9% 44%

43% 10% 47%

33% 33% 34%

26% 31% 43%

Productivity (output per hour worked)

Wages and salaries

Number of employees

Bonuses

DecreaseIncrease No change

Base: 129 respondents. Totals may not add up to 100% due to rounding

Even as they expect sales and 
earnings to rise, the majority of 
companies in Asia plan to keep 
employee numbers where they are 
now (34%) or even lay off workers 
(33%). A third, however, may start 
hiring in the next year (Exhibit 6).

Those currently employed can ex-
pect to come under pressure to 
produce more per hour worked. 
Nearly five out of ten respondents 
(47%) say they expect productiv-
ity in their company to improve. 

But a plurality will be rewarded with 
higher salaries and wages (43%) or 
at least will see their compensation 
stay at current levels (47%). Only 
10% of the executives surveyed say 
their company will cut wages. 

Bonuses, however, are another 
matter. Nearly a third of compa-
nies (31%) will trim bonuses in the 
next 12 months, with 43% keeping 
them at the current level. The re-
maining fourth plan on increasing 
bonus payments. 
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Cash is still king

What changes does your company anticipate in the next
12 months?

42% 23% 35%

32% 17% 52%

24% 19% 55%

17% 22% 60%

Cash on the balance sheet

Receivables at risk

Days Sales Outstanding (DSO)

Inventory levels

DecreaseIncrease No change

Base: 129 respondents. Totals may not add up to 100% due to rounding

Exhibit 7: Finance management to 
remain cautious

In the next 12 months, 42% of 
companies in Asia will increase 
the amount of cash on the balance 
sheet, while 35% will keep it at cur-
rent levels (Exhibit 7). 

While 31% expect receivables at 
risk to rise, the majority expect 
volumes to remain unchanged 
(52%) or even decrease (17%). This 
happy state of affairs may be due 
to the companies’ efforts to weed 
out or mitigate exposure to risky 
counter-parties. It may also reflect 
their belief that economies are on 
the mend, which could ease the fi-
nancial stress on at-risk business-
es and consumers.

Asia’s companies also expect days 
sales outstanding (DSO) to re-
main stable (55%), although 19% 
of respondents say their firm will 
be shortening DSO in the next 12 

months. A fifth of the executives sur-
veyed admit, however, that DSO at 
their company is likely to lengthen.

Surprisingly, given the expeca-
tions of higher sales, only 17% of 
the executives surveyed say that 
their company will increase inven-
tory. Six out of ten indicate that 
stocks on hand will remain at cur-
rent levels in the next 12 months, 
with just 22% saying inventory lev-
els will decrease.

It may be that companies still have 
high volumes of unsold stocks in 
their warehouses, which is what they 
expect to sell in the coming months 
as the economic recovery deepens 
and stimulates consumer buying. 
They will likely wait for clearer signs 
that the upturn is sustainable before 
they start to restock.
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Exhibit 8: Worries centre on consumer demand, 
regulations and foreign rivals 

What are the most serious external issues that face your company?

43%

12%

7%

6%

6%

3%

4% 7% 7%

6% 6%3%

3% 7%3%

4%

4% 6%

6%1%

1%

3% 3%

4% 2%

2% 3%

2% 1%

1%

3% 5%1%

2% 5%2%

2% 3%2%

1% 3%2%

9%

6% 8%

12% 4%

14% 9%

13% 7%

10% 6%Consumer Demand

Government Regulations

Foreign Competition

Currency Risk

Credit Markets

Inflation

Counter-Party Default/Other Credit Risk

Cost, Fuel

Cost, Non-fuel Commodities

Interest Rates

Tax Policies

Trade Protectionism

Graft and Corruption

Political Risk/Terrorism

Trade Policies

Deflation

IFRS Implementation

Environmental Regulations

Trade Agreements

Rank 1

Rank 2

Rank 3

Base: 129 respondents. Totals may not add up to 100% due to rounding

Consumer demand the top external concern
Respondents were asked to iden-
tify and rank the top three exter-
nal issues their company faces, 
with Rank 1 denoting the most 
important. Exhibit 8 shows that 
consumer demand is far and away 
regarded as the most serious chal-
lenge. Forty three percent of the 
executives surveyed rank it as the 
number one external issue, with 
another 10% ranking it second, 
and 6% ranking it third.

Government regulations come a 
far second, ranked number one 
by 12%, number two by 13% and 
number three by 7%. The third 
most serious external issue is for-
eign competition, which is ranked 
first by 7%, second by 14% and 
third by 9%.

Currency risk, credit markets, 
counter-party defaults and other 
credit risk appear to be middling 
external concerns these days, an 
indication of how far Asia has trav-

elled from the near panic brought 
on by the credit crunch that started 
in 2007 and made worse by the 
bankruptcy of Lehman Brothers in 
2008.  

Inflation is also a secondary con-
cern at this point, along with cost of 
fuel, cost of non-fuel commodities, 
interest rates and, farther down the 
list, the spectre of deflation. Asia’s 
business executives seem to be 
buying the line that ultra-low inter-
est rates will not spark inflation in 
the near term because significant 
overcapacity in many industries 
will discourage price increases, 
even when demand picks up.  

It will be interesting to see wheth-
er these secondary concerns will 
climb up the list in the succeeding 
quarterly surveys, given the sur-
prise October 6 interest rate hike in 
Australia and the currently surging 
prices of oil, gold and other com-
modities. 
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Cost reduction and working capital the 
top internal issues

What are the most serious internal issues that face your company?

22% 11% 11%

20% 7% 11%

10% 12% 8%

5% 11% 13%

6% 10% 8%

8% 4% 12%

6% 9% 6%

4% 15% 2%

3% 5% 7%

5% 5% 2%

2% 8% 4%

2% 1% 7%

2% 2% 3%

3%1% 1%

2%

1%

2% 2%

2%

2%1%

Ability to Cut Costs and Reduce
Supplier Spend

Working Capital Management

Attracting and Retaining Qualified
Employees

Ability to Conduct Internal Control
Management, Other Risk Issues

Maintaining Morale and Productivity in
the Downturn

Ability to Forecast Results

Ability to Conduct Budgeting and
Planning

Capability for Business Intelligence

Inventory Management

Supply Chain Risk

Balance Sheet Weakness

Capability to Do Scenario Planning and
Analysis

Protection of Intellectual Property

Managing IT Systems

Country-Party Risk

Data Security

Cost of Health Care/Pension Plans

Rank 1

Rank 2

Rank 3

Base: 131 respondents. Totals may not add up to 100% due to rounding

Exhibit 9: Cost-cutting, working capital 
management are key internal challenges

Respondents were also asked to 
identify and rank the top three in-
ternal issues their company faces.  
As Exhibit 9 shows, two internal 
challenges top the list: ability to cut 
costs and reduce supplier spend 
(ranked first, second or third by 
44% of respondents) and working 
capital management (38%). 

Attracting and retaining qualified 
employees (30%) and ability to 
deal with internal control man-
agement and other risk issues 
(29%) are also regarded as key 
challenges. 

Cost-cutting is ranked the num-
ber one internal issue by the most 
number of respondents (22%), fol-
lowed closely by working capital 
management (20%). This may re-
flect not only what the executives 
surveyed regard as their priority 
in the current environment, but 
may also indicate how complicat-

ed these tasks are turning out to 
be for many companies.     

The fact is that cost reduction can 
have a negative impact on attract-
ing and retaining qualified staff, 
which also figures highly in the list 
of serious internal issues. This can 
pose new challenges to companies 
if the economic recovery becomes 
sustainable, perhaps explaining in 
part why some respondents say 
their firms will be increasing wag-
es and bonuses (Exhibit 6).  

It is interesting to note that balance 
sheet weakness is way down in the 
list of internal issues (only 5% ranked 
this as number one), implying that 
most companies have succeeded in 
strengthening their finances. Coun-
ter-party risk is also a minor concern 
(just 2% ranked this number one), 
which again underscores how far 
Asia has gone from the fearful days 
of the global credit crunch. 
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Exhibit 10: Future plans include market expansion, 
sales and marketing, cost reduction

What is  your company’s strategic focus in the next 12 months?

36% 12% 8%

20% 16% 14%

8% 20% 20%

9% 16% 19%

13% 14% 12%

2% 7% 12%

6% 6% 6%

2%

1%

2% 4%

4% 3%

1% 3% 2%

Expand to new consumer segments
and/or geographical markets

Renew focus on sales, marketing and
distribution

Reduce overhead costs

Strengthen managerial and operational
capabilities for the post-crisis world

Reduce direct costs

Strengthen IT capabilities

Renew of focus on R&D to improve
current products and bring new ones

Re-orient the business from exports to
domestic consumption

Acquire assets (M&A)

Sell off assets (M&A)

Rank 1

Rank 2

Rank 3

Base: 127 respondents. Totals may not add up to 100% due to rounding

Strategic focus: New markets, sales 
and marketing, cost-cutting
Going forward, cost reduction will 
continue to be a priority among 
companies in Asia. Forty eight  
percent of respondents rank reduc-
ing overhead costs as a top-three 
strategic focus, while 39% say the 
same of reducing direct costs.

But the highest ranked business ar-
eas are those having to do with the 
post-crisis environment: expand-
ing to new consumer segments 
and/or geographical markets 
(56%), and renewing the compa-
ny’s focus on sales, marketing and 

distribution (50%). These are also 
the two areas that are ranked the 
number one strategic focus by the 
most number of respondents (36% 
and 20%, respectively). 

Companies are also looking to 
strengthen managerial and op-
erational capabilities in anticipa-
tion of the post-crisis world (44% 
top three; 9% rank one). But M&A 
will remain a minor activity, either 
buying (8% top three; 1% rank 
one) or selling (6% top three; 1% 
rank one).
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Singapore 27%

Hong Kong 23%

Malaysia 19%

China 8%

India 7%

Japan 3%

Korea 2%

Australia 2%

Indonesia 2%

Thailand 2%

Other 5%

Fewer than 50 14%

51 to 200 25%

201 to 500 22%

501 to 2,000 15%

2,001 to 5,000 7%

More than 5,000 17%

CFO/Finance Director 42%

Financial Controller 15%

Vice President Finance 3%

Finance Manager 7%

Other senior finance executive 1%

CEO, Chairman, President 14%

Managing Partner or Owner 11%

Other C-level executive or Partner 6%

Other 2%

Total may not add up to 100% due to rounding

Total may not add up to 100% due to rounding

Total may not add up to 100% due to rounding

Respondents are personally 
based in the following markets...

...hold positions with the 
following titles...

...work in companies with these 
employee numbers...

About this report
Fieldwork for this online survey was conducted from September 23 to October 9, 2009. Cesar Ba-
cani, CFO Innovation’s senior consulting editor, devised the questionnaire, analysed the results, 
and wrote the report.

A total of 160 respondents from China, Hong Kong, India, Malaysia, Singapore and other coun-
tries in Asia participated in this survey. They are CFOs, finance directors, controllers and other 
senior executives who work in a range of companies in terms of turnover, employee numbers 
and industry.
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Total may not add up to 100% due to rounding

Total may not add up to 100% due to rounding

...have the following in annual 
turnover...

...and engaged in the following 
industries:

Less than US$1m 5%

US$1m to US$5m 13%

More than US$1m to US$10m 10%

More than US$10m to US$20m 11%

More than US$20m to US$50m 11%

More than US$50m to US$100m 10%

More than US$100m to US$200m 7%

More than US$200m to US$500m 9%

More than US$500m to US$1bn 9%

Over US$1bn 17%

Electronics/software/high-tech 18%

Banking/finance/insurance 14%

Consulting/Other professional 
services

9%

Telecommunications 8%

Transportation/travel/hotel 7%

Pharmaceuticals/medical products/
bio tech

6%

Media & entertainment 5%

Industrial equipment 5%

Consumer durables, including white 
goods

4%

Energy/oil/gas 2%

Property and construction 2%

Automotive 2%

Food and restaurants 2%

Healthcare provider 2%

Metals & mining 2%

Retail 2%

Chemicals 1%

Other 10%
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Sponsor’s commentary from SAP

concern followed by government 
regulations. 

This research also reveals that in an-
ticipation of a sustainable economic 
recovery, Asian enterprises are prepar-
ing to expand into new customer seg-
ments or geographical markets and 
renew the focus on sales, marketing 
and distribution. Companies are also 
looking to strengthen managerial and 
operational capabilities in anticipation 
of the post-crisis world. 

Responses to this survey clearly 
indicate that Asian executives 
surveyed are more optimistic 
today about their local economies 
compared to the last quarter. For all 
their optimism, many companies 
remain cautious. The ability to cut 
costs and reduce supplier spend 
and working-capital management 
still remain the top priorities for 
finance executives.  Looking to 
issues external to the organization, 
consumer demand is the top 

Sponsor’s commentary from SAP 

Preparing for the upturn
While contending with survival through 
a period of unprecedented economic 
volatility, and preparing for the upturn, 
businesses now also need to manage 
two contradictory pressures. These in-
clude increased complexity that stems 
from doing business within global 
networks, and increased accountabil-
ity as stakeholders everywhere ratchet 
up demands for sustainable business 
practices.

To survive and thrive in today’s busi-
ness environment, companies must 
see clearly, think clearly, and act 
clearly. Only those with the visibility 
to act effectively and decisively will 
survive current conditions to emerge 
in a stronger competitive position. 

In short, a best-run business today 
needs to be a clear enterprise. To be-
come a clear enterprise, you must 
also improve every aspect of manag-
ing a global enterprise – not only to 
survive and thrive in the near term, 
but also to be sustainable over the 
long term. This is why leading orga-
nizations are focusing their energies 
on developing the following two busi-
ness attributes:

Clarity to refocus business strate-•	
gies and streamline operational 
execution
Transparency that demonstrates •	
accountability to key stakeholders 
to protect the company’s brand 
and reputation
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SAP® software solutions help you 
align strategy with execution so that 
you can address short-term economic 
challenges while building a foundation 
for continued profitability and growth. 
This will help you follow through on 
the initiatives that are critical for suc-
cess in today’s economy.

Enhance financial 
visibility to preserve 
cash and profitability

Struggling against volatile markets for 
commodities, interest rates, and curren-
cies, many organizations find it difficult to 
ensure appropriate liquidity and compli-
ance with financial reporting standards 
while also protecting the profit margin.

A clear enterprise has the insight to 
accurately assess liquidity and cash 
requirements, maximize savings op-
portunities, and operate with full con-
fidence in the health of its balance 
sheet. By supporting better decision 
making and helping ensure timely, 
accurate data, SAP solutions help 
you manage cash flow more effec-
tively and preserve profitability during 
challenging economic times. Greater 
transparency enables you to accu-
rately assess global liquidity and cash 
requirements. Real-time metrics and 
powerful analytics help you analyze 
spend data so that you can identify 
and maximize savings opportunities. 
You can also reduce costs significant-
ly by streamlining cash-intensive pro-
cesses (such as source to pay) and by 
accelerating global financial close and 
consolidation procedures. SAP solu-
tions also make it possible to incorpo-
rate safeguards supporting regulatory 
compliance into critical business pro-
cesses. This enables you to focus your 
energies instead on core capabilities 
while reducing the cost of audits.

Achieve leaner 
operations to reduce 
operating costs and 
increase agility 

Intense competition, higher customer 
and shareholder expectations, and 
geographically dispersed business 
units amplify the pressure to achieve 
operational excellence. Executives 
must be alert to emerging threats or 
opportunities and swiftly adapt strat-
egy to new conditions. In such an en-
vironment, lean, more-agile compa-
nies can have a distinct advantage. In 
response, companies are looking for 
ways to reduce the cost of operations, 
respond more quickly to customer 
needs, and leverage existing invest-
ments in IT resources. 

A clear enterprise has complete vis-
ibility across its operations and busi-
ness network. This visibility enables it 
to streamline operations and respond 
more quickly to customer needs. By 
helping you achieve greater visibility, 
SAP solutions play a critical role in re-
ducing operational costs and increas-
ing business agility. You can analyze 
your portfolio of projects and deter-
mine optimal resource allocations to 
increase profitability. 

Protect market share 
by increasing customer 
loyalty

In this period of economic volatility, as 
businesses and consumers are reduc-
ing spending, this survey also reveals 
that Asian executives do not expect 
consumer spending to increase. In 
addition, the Internet has driven a tec-
tonic shift in power toward consum-
ers, who now directly influence busi-
ness models as well as the design and 
delivery of products and services. As 
a result, companies must find ways to 
protect market share in order to sur-

The benefits of becoming a clear enterprise
How to align strategy with execution
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vive through the downturn. This in-
cludes revisiting their business mod-
els and making it easier to collaborate 
with their business networks to deliver 
superior customer value.

SAP solutions help you protect mar-
ket share by facilitating the free flow 
of ideas so that you can better com-
municate with and understand your 
customers. This helps you drive fast, 
relevant innovation to continuously 
improve the customer experience 
and promote long-term loyalty. For 
example, you’ll be able to provide a 
superior customer experience by de-
livering real-time customer informa-
tion to frontline employees. You can 
also analyze customer interactions or 
trade promotion results to reveal con-
tinuous insights into customer trends 
– and then use this information to bet-
ter meet evolving customer demand. 

Optimize organizational 
performance and reduce 
HR costs

Globalization and demographic chang-
es exert pressure on companies to find 
ways to identify and reward top talent 
while also reducing HR costs. Today 
more than ever, organizations seek to 
leverage the talents of their most inno-
vative people. At the same time they 
must keep their eye on the long-term 
success of the organization by finding 
ways to retain and reward these em-
ployees despite pressures to contain 
costs. These same cost concerns also 
drive organizations to streamline HR 
services while maintaining service-
level agreements.

A clear enterprise has complete visi-
bility into available human capital and 
has the ability to put the right person 
on the right job at the right time. SAP 
software solutions and services help 
you do just this – while reducing HR 
costs at the same time. You can also 
accelerate skills development to im-
prove productivity and increase the 
value of your employees’ contribu-

tions. You can even leverage powerful 
analytics to identify where top talent 
resides and use training tools that 
help foster employee development to 
meet organizational objectives. 

Anticipate risks and 
reduce the cost of 
compliance

Globally integrated capital markets 
and rising fiduciary expectations con-
tinue to drive organizations to improve 
executive governance so that they can 
comply more effectively with prolifer-
ating regulations. The globalization of 
stakeholders also means that execu-
tives must ensure integrity at all lev-
els, for all operations, in all locations. 
Best-run companies must embrace 
corporate accountability to protect 
their reputation in an era of instant 
transparency. To ensure long-term 
business viability, organizations seek 
better, more-efficient ways to predict 
risks while minimizing the rising cost 
of complying with a wide array of reg-
ulations around the world.

A clear enterprise is willing and able 
to demonstrate full accountability to 
all its stakeholders – but at the same 
time must find ways to reduce the 
cost of compliance. SAP software 
and services help you strike the right 
balance so that you can minimize op-
erational risks while maximizing busi-
ness performance. By embedding 
risk-monitoring controls directly into 
business processes for financial and 
line-of-business operations, you can 
automate compliance tasks and refo-
cus your energies on your core busi-
ness mission. With greater business 
insight and flexibility, you’ll also find it 
easier to adjust business strategies to 
evolving risk assessments. 
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Find Out More

To learn more about how SAP 
can help your organization be-
come a clear enterprise, contact 
your SAP representative today 
or visit us online at www.sap.
com/clear. 

As always, SAP is dedicated to helping 
its customers become best-run busi-
nesses capable of thriving regardless 
of the economic climate at any par-
ticular point in time. This is why we’ve 
developed the following steps to help 
you become a clear enterprise:

Choose the company that can truly 1. 
support your business strategies. 
As you develop plans to enable 
your success in the new reality, 
SAP can provide clear answers to 
your strategic questions.
Develop a plan to build strategic 2. 
value. Work with SAP to identify 
strategic opportunities for creat-
ing value and develop initiatives 
to get you where you want to go 
as quickly as possible.
Start small but think big. Invest in 3. 
Best-Run Now packages from SAP 
that enable you to close the gap 
between strategy and execution 
in the short term as well as start 
you on the path toward becoming 
a clear enterprise.
Engage key partners in your busi-4. 
ness network. Work with SAP to 
assess your business network and 
determine how you can launch 
initiatives to build those networks 
stronger.
Close the strategy-to-execution 5. 
gap and measure the benefits. No 
matter what initiatives you under-
take, be sure to develop KPIs and 
track progress so that you can 
measure success and report back 
to key stakeholders.



20 Sponsor’s commentary from SAP

CFO INNOVATION ASIA BUSINESS OUTLOOK SURVEY FOURTH QUARTER 2009 © 2009 QUESTEX ASIA LTD


