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ORBIS - Business Process Consulting ORDBIY

a
i'—'%i IT strategy consulting Microsoft Partner E\:;Y I

B® Microsoft

Organization and process | | /T

consultin 2017/2018
: ~ INNER CIRCLE SAP° Certified

eeeee d by SAP NetWea
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D?D System implementation v

& -integration ] -
Microsoft
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g IT products & solutions

X XX
=4 Managed Services
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Dynamics 365 — Customer Engagement

Intelligent business applications in the cloud

Microsoft AppSource

E Customer & Partner Portal

@ o ,rm Power Bl

O%) Sales Marketing
Integration M Customer

. | icrosoft . .
ﬂ Ofﬁce 365 Operations Dynamlcs 365 Insights Cortana |nte||lgel’1ce
' Suite
+ H}D Customer Engagement I%]
Yammer (Social Network) PerdigﬁnSaeﬂr(\;\r(]:e €|;| Customer Service A 0T
SharePoint ol o Zure 10

e ervice SUlte

@ ORBIS Best Practice Apps & Processes

Common application platform: PowerApps, Microsoft Flow, Common Data Model



Innovation for Discrete Industry

DIRECT/B2B

¢ §

ORBIY

INDI RECT/PARTNER

ORBIS MANUFACTURINGONE

Dynamics 365 for Customer Engagement

. | w |
»t" ",.‘ Machine
[ . Learning ¢
Opportunity Advanced SAP Integration Digital/loT
Assistant Service ONE
| |
e = B
+HE ~— Integrated L.
EEE - SAPDVS -ﬁ
Integration Data Quality Adv. DMS/ Process Wiki
Config/ Calc ONE SharePoint
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ORBIS MATIIACTURINGONE .+ 'ORBIY

Herrenknecht
550 CRM Users

&1  DMG MORI

[ Tunnelvortrisbstachnik |

DMG MORI
3.500 CRM Users

1 SIcK.. H=ID=LB=RG

Bystronic

600 CRM Users

WHIF R
Energiesparen und Kfmaschutz seeienmfig L
Stahl

300 CRM Users

ifm electronic

mela b°® Wir messen es.

PROFESSIONAL POWER TOOL SOLUTIONS

SICK
2.700 Users

HEIDELBERG

1.500 Users

LiSEC | (@l HoRN D)



http://www.sick.com/de/

Dynamics 365 for Customer Engagement

ORBIS SERVICEONE 'ORDIY

DMG MORI DMG

3500 CRM Users (> 550 Service)

@ CRM Online
ZF

250 CRM Users (>10.000 planned)
CRM On Premise

ferrum

Ferrum
120 CRM Users, CRM Online

Bystronic
410 Users Service, CRM On-
Premise

KAISER+KRAFT Kaiser+Kraft
20 Users Service, CRM Online
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Amplifying Human Ingenuity




Trend topics in digitization

m= Microsoft ORBIY

o JEgF By

Cloud computing

il +]

Industry 4.0 Smart service Future of work and society
e —




Artificial intelligence _

m® Microsoft , L
Driver of the second wave of digitization

First wave Second wave

Digital data Digital data

— Capture — Understand

— Store — Refine

— Transfer — Use actively

— Process — Make money
Machine readable data: Machine understandable data:
Internet and cloud technology Artificial intelligence and machine learning

Digitization should make sense and be intelligent




B® Microsoft

_/ \_ Future

Machine Learning

Intelligence enables decisions

Cognitive

ORDBIY

What will
happen and

auto-adjust

Prescriptive

What will happen
and how to handle it

Stochastic

Predictive

Anticipate what will happen

And assigning probability to
events and probable outcomes

Today

Descriptive

Reacting to what happend based on
historical data
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= Microsoft

Technological
Innovation

Areas of
competitive
advantage

Technological
Breakthrough

Technological
Stabilization
L

a

Adoption of Al

ORDIY

Technological

Advancement Technical
! ~ Develop-
ments
Market
* Valuation

Business
Unawareness

Business
Innovation

T
Market
Exaggeration

Market
Undervaluation

Market
Maturation




B® Microsoft

Human Amplification in the Enterprise

SUMMARY OF KEY FINDINGS

96%

63%

29%
89%
98%

ORDBIY
563 he espondentsgreetht ciigpervesive ot L . .
ey hd b, syt 2y automation is key for digital transformation

should be automated.

ritmmemsasrmesreal  INNOVation thrives automation

Only 29% of the respondents wio score low on their innovation

el |ifelong learning thrives innovation

lifelong learning improves their ability to fit info new roles.

Of the surveyed enterprises that are growing significantly,
excompoingonsionanmontiongonieng - implement the full circle
foundation of reskilling and learning.

98% of all the respondents who used Al-supported activities to power

e e tsormaon ettt et oo - Al boosts digital transformation

revenue for their organizations.
Quelle: www.infosys.com/human-amplification
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Flements of a successful Al
Transformation

Use Cases / Sources of Values

*Innovation
management

*Development
of a service
and Industry
4.0 strategy
*Techno-
logical driver
*Economic
driver
*Building new
knowledge
areas

*Cooperations
and networks

&

Data- Ecosystem

*Sensor
technology in
the
production

Social media

*Sensor in
Products and
services

*Data sources
from third-

party

o

Technology & Tools

*SQL / noSQL
databases

*Data
analytics
tools

*Al tools

*Tools by
cooperation

*In-house
development

Cloud
services

@)

Processes & Integration

*Reorganizati
on by
Industry 4.0
principles

*Networking
with partners
and
competitors

*Implementati
on services
strategy

=

ORDBIY

Open Culture & Organization

«Conversion
of the
organization
to an
Industry 4.0
and product
Service
organization

*Proactive
knowledge
management

=

Business Plan

*Create
domain
specific
services

«Add services
into product
& service
portfolio

*Use new
upsell
potential
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[ Hewenber Freudenberg Sealing Technologies _—
at a Glance

for sealing technology

Located in more

INNOVATING TOGETHER

x? B “

> 2,3 billion; >15.000 b ntries | Largest | > 5 billion
Euro Sales | EMPIOYOES oo | Pisiomoncon | mirsden
: A :
i | ? . | Z7NFREUDENBERG |

> 1.800 One of the production of the Successful
specific

with NOK in North America
1.000 raw material (without tire and Asia

manufacturers)

biggest Partnershi
°e 1929 g

I
|
|
|
|
|
|
i
material blends and | buyers of rubber
|
.
|
|
|
|
|




| ;\Fre"de"bergl Worldwide Network with strong local players: ORDIY
Close to customers in 60 countries with more than 75 locations

? FREUDENBERG SEALING
| TECHNOLOGIES

é Located in Weinheim (Germany)

‘ (® Europe-wide more than 50

b, locations . ? NOK-FREUDENBERG
ﬁ—",f | SEALING TECHNOLOGIES
J 4) Joint Venture with NOK Corp. (Japan)
\* ‘\9? ‘ @ Located in Shanghai (China)
AN ‘ 3
Rl ®

o
a2
w

? FREUDENBERG-NOK
| SEALING TECHNOLOGIES

%) Joint Venture with NOK Corp. (Japan)

@ Located in Plymouth, Michigan (USA) AL -
ocations in China

é 20 locations in North and South Americ ”,.



I;Freudenberg

Sales in 2016 — Freudenberg Sealing
Technologies

Automotive Industry NAFTA
Other

Motor Spare Parts

Business China

%
SALES BY gl South America
REGION  //Amalo------——-———-

SALES BY
************* INDUSTRY

General Industry

ORDBIY




I;Freudenberg

Initialization

Introduction
Oracle CRM for
Germany > 160
users

— r—

.\.j - 900 users

CRM History

2000 -=----ceemmma » 2012 ------
Migration
Development
= Microsoft
CRM 4.0
= Big-bang = CRM Implementation
approach for Americas = 1500 Users
Europe = Migration CRM 2013 as
green-field approach

= Extension & Usability
= Focus on interfaces
Rollout further markets

y

. Evaluation of Al,

ORDBIY

Efficiency

= Offer approval

= Product search and
configuration

= Resco Mobile scenarios
= Dispatching module

£ = Cloud migration

strategy 2018

PowerBl|

_—




I;Freudenberg Where do we stand?

ORBIY
=  Working with Microsoft CRM over the last 8 years
=  Globally used system with 1500 users Input
= Diverse application scenarios
= Many new features = core feature is still the request-quotation process Output
* |n the meanwhile there are over 400 new request items coming daily from sales and
out of the eCommerce Platform Learn?

=» How do we get added value from this data?




Digitalization at FST

ORDBIY

I;Freudenberg

Preparation

Initial Definition

discussions & L Sefrien

presentations 16 S

- " = Start of first
.ﬂ Showcase

Exploration

Panel and SteerCo

Showcase execution &
-learnings

Readiness-assessm. of ¢ | |

infrastruct. & skills

Definition of first
standards

Training
Network, internal &
external

" = Build community / best

Readiness & Roll-out

= Build infrastructure and
resources/ skills

= Further exploration
and development

4= Roll-out of successful

showcases

practice exchange

\ ~all




[ feudenberg FST's Digitalization Hierarchy <ionoi

Task Structure Systems

Data Analysis & Analytics

Visualization Analytics
Recognition of Patterns ILLL ‘ @ Applications
\ y Gl .

Process Optimization

Visualization

. Cloud/ Data ' Cloud/ Server Platform
Data Integration & other addtl. sources
Data Architecture .
internal & external

Improve process

Data through analytics

rPhysicat

CRM, ERP, WHM, PIM, ...
| MES
\ —1 =)\. ' Yoo Sensors/ Gateways

Data Generation
Throughout the value chain %
.Digital Shadow”




[ Hewenber Showcase: Big Data on Sales Data 1/2

Definition

Showcase
Results

Participants

Data
harmonization

Learning about
unstructured
Data

(e

Data Analysis
with market
leading tools

SAS

SAP

Microsoft

Statistical
Model Design

Describe data
with a high
quality model

Feedback into
process via
web-service /
program code

Develop a model to predict the Win Probability of CRM Opportunities

Showcase successfully implemented
* Data aggregation and harmonization implemented

*  Creation of a statistical model based on Azure Machine Learning
*  Technical integration into Microsoft CRM

* Ongoing live-evaluation of CRM Opportunities implemented within productive CRM

Internal IT + Business + Partner

ORDIY




[ treudenber Showcase: Big Data on Sales Data 2/2 onos

Digital Data Hierarchy
Task

Data Analysis Analytics
Recognition of Patterns
Feedback &
Process Optimization

Layer

Data Integration Cyber

Data Lake
internal & external data

Data Generation Physical

Internal data

Order Management
Planning, Sourcing
Manufact. Execution

| SAP | MES|

Delivery

- N
\"\ V

T
an

Azure Machine Learning

ﬁ 150ms

Microsalt®
SQL Server

A

Microsoft
Dynamics CRM

SEALING TECHNOLOGIES

EASY E-SERVICES




I;Freudenberg Future Process ——

0 create new opportunity

cive fior 12 days <
l Wory likely will order 18 Product SKU L0,  Timeline

interpreted as

e calculates approximation CLsaaay =
to a typical winner i

mmmmmm

simulation to receive
9 possible actions to

increase likelihood ..ship available parts earlier
...replace by alternative product
...place quote within 2 days

Relationship Assistant

mmmmmm




ORDIY

I;Freudenberg How does Machine Leamiﬂg look like?

The model creation ... and its result

ROC

."- Opportunity_v3
.

‘ Blue line = model result Il scored dnaset

2, Seect Columrs in Datasst
L ]
\ Wb senvice input 2
Bin it Dats -~ ;
- . £ Bisecting line = random result
|
[F] Two-Ciass Boosted Decision /
L\\, _.‘"/
‘\‘ !\
[F] Trsin Moce! ‘
[E] score Mods
.
/ Reality
i Prediction Lost Won
[F] Evaluste Moded Lost 2185 712
Won 334 1276
Total 2519 1988
Wb service outps 4507 Opportunities evaluated in 6 weeks
Accuracy 76,8% (=2185 + 1276 / 4507)




Freudenberg It I\/Iay Look Like This: S
Determination of Influencing Factors

Microsoft Azure Machine Learning Studio

¢ Opportunity Scoring - Extract Distribution

Saved Datasets

." Trained Models

= Data Format Conversions
ia Data Input and Qutput
i‘_ﬁ Data Transformation
E Feature Selection
@ Machine Learning
E"‘ OpenCV Library Modules
¢ Python Language Modules
R R Language Modules
Statistical Functions

= Text Analytics

Time Series
() Web Service

&) Deprecated

Web service output




I;Freudenberg

Definition of
Scenarios

Data Collection/
Generation of
Parameters/
Indicators

Approach

Connection of
Source Data

. Creation of Data
(in terms of Model

time and
granularity)

Integration of
WebServices

Validation of
Results

ORDBIY




I;Freudenberg Next Ste PS —

What do we do with these results?

Understand the influence factors on the probability of winning

Evaluate the model accuracy within the single steps of the request process
Rollout per sales area and production unit

Apply the technology to other cases/applications
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loT Pump 4.0

Automation made easy

m= Microsoft ORBIY




. Fun Stuff: WahlOmat _—

m= Microsoft

for
Deutschland
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Be smart!

m® Microsoft

Use Cases / Sources of
Values

Data-Ecosystem

Technology & Tools

Processes & Integration

Open Culture & Organization

EONE@

Business Plan

.-r-smgm

w unu DS —-—unCw

How ORBIS supports

rGetting the use case (1d)

¢1 Day Workshop
e Get your Use Cases and make it ready for Al
.

~

(Deep Dive into your data (2d)

2 Days Workshop

e Deep Dive into your Data- Ecosystem and
\__prepare for your use case )

(HelloWorld@MachineLearning (1d) )

¢1 Day Training
e be able to solve a complex problem in a simple

\_Wway J

~

( Prepare the project (1d)

¢ 1 Day Workshop

*Now we are ready to define the project (backlog;
_ split of work) )

(Do the project (2d)

eIndividual project

eDefined by Statement of Work

eContracted individually

ORDBIY




a" Microsoft ORDBIY

Democratizing Al

For every person and every organization

Agent Applications Services Infrastructure




=& Microsoft

Thank youl!
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