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About  insiderPROFILES 
Magazine
As the perfect complement to SAP’s voice in SAPinsider, 
insiderPROFILES provides firsthand insight into how SAP®

solution and service providers help customers leverage their 

investment in SAP and leading third-party solutions.

Leveraging the distribution channel of SAPinsider, each issue 

delivers profiles of:

  Customers – Firsthand accounts directly from SAP 

customers about how they are using SAP software to 

advance their business goals and increase ROI. 

  Experts – Interviews, executive addresses, and insights to 

position your experts as a “voice to be heard” in a specific 

industry or solution area. These articles feature business, 

industry, and technology strategies from leaders who 

oversee mission-critical SAP projects and shape industry 

and corporate strategies.

  Solutions and services – An article profiling how your 

company, product, and/or service can help SAP customers 

drive revenue, increase productivity, and lower costs.

insiderPROFILES is brought to you by WIS Publishing, the S
publisher of SAPinsider, SAP PRESS books, SAP Professional 
Journal, and SAP Expert knowledgebases on financials, HR, ll
SCM, BI, GRC, CRM, ERP, and SAP Solution Manager.
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33 A Game-Changing Acquisition for 
Grupo Industrial LALA — and the 
CIO Who Made a Seamless Data
and Process Integration Possible
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WISpubs, publisher

insiderPROFILES.wispubs.com

Who will you reach with insiderPROFILES?

  SAPinsider subscribers – insiderPROFILES is mailed with S
SAPinsider, and content is emailed to SAPinsider subscribers.r

  insiderPROFILES subscribersS  – Readers formerly subscribed 

to SAP NetWeaver magazine will be automatically subscribed tor
insiderPROFILES.

  Attendees (with budgeted projects) at many SAP and
SAPinsider events.

(

insiderPROFILES offers three vehicles for communicating with over 125,000 readers.

Wellesley Information Services | 20 Carematrix Drive | Dedham, MA 02026 | sappartners@WISpubs.com | +1-781-751-8800
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insiderPROFILES Delivers More for your Marketing Dollars
Whether you are considering traditional print advertising, advertorials, electronic marketing, or any of our custom publishing and 

marketing opportunities, insiderPROFILES will instantly put you and your messages in front of thousands of qualified prospects.

* Must participate with a two-page expertPROFILE or solutionPROFILE to receive a print/online ad.

Salim Ali, Vice President of Enterprise Solution Marketing, is part of  

global marketing at SAP. He is primarily responsible for marketing 

the SAP Developer Network community, the Business Process Expert 

community, and SAP EcoHub, as well as the various partner solu-

tions that come from the SAP ecosystem.

Bringing the Power
of the SAP Ecosystem
to Customers
There is no doubt that today’s business requirements 

for the enterprise landscape are broader, deeper, and 

more complicated than ever before. Smaller compa-

nies are doing business on a global scale, and the larg-

est multinationals are honing into local sales, while 

everyone, it seems, is struggling to produce more 

with fewer people, in less time.

Salim Ali, Vice President, Enterprise Solution Market-

ing at SAP, has been a keen observer of the effects 

that this is having on technology and on its business

users. “The time our customers have to react, adapt,

and deliver a product or solution has become shorter,”

says Ali. “And the speed of change has significantly 

accelerated — that’s our customer reality.”

With these challenges, businesses themselves have

evolved into something new. “In the old world, busi-

ness transformation was exceedingly linear — much

more command and control,” Ali explains. “But now 

it’s more collaboration, a loosely connected model

where the customers are at the center and people 

come together and try to build better offerings to

meet their own customer needs. It’s much more

organic and fluid.”

Focusing on a New Generation of Customers
In fact, not only does business seem to be spinning 

faster every day, but individuals’ expectations also

are changing. “What’s happening is, from an enter-

prise perspective, business customers are starting to 

expect very consumer-oriented behavior and models  

in every aspect of their work — especially as a new,

younger generation of employees comes to work,” Ali 

says. “Everything is iPod-like or Facebook-like. These 

new expectations are bringing into the forefront new 

models of thinking, which our customers and partners 

have to understand and adapt to as well.”

As a result, Ali is seeing a greater focus on the user 

experience. Users expect to gather information with

a level of interconnectivity and multiple methods for 

consumption and collaboration. Individuals seamlessly 

weave their work from the office to their home, on a 

mobile device, in a car, on a plane, or a train. Many are 

working with teams that cross oceans and time zones,

and they come to expect information and answers to 

be available anywhere and at any time.

With such dispersed teams, how does anything get 

done? The answer, according to Ali, is that people

across extended teams, from different departments, 

organizations, and geographies are coming together 

to quickly collaborate and create something of value.  

Collaborating Across Corporate Boundaries
These days, as Ali explains, many enterprises are

increasingly acting in ways similar to how Hollywood

players — producers, directors, agents, writers,

actors, cinematographers, and various crew members

— collaborate to make a major motion picture. 

Enterprises now assemble collaborative workgroups 

that span employee barriers and utilize trading part-

ners, solution providers, systems integrators, resell-

ers, analysts, and even other business peers to ham-

mer out solutions. When the job is complete, they go 

their separate ways, disbanding, only to unite again on

another project.

Salim Ali, Vice President, Enterprise Solution Marketing, SAP
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SAP customers are now at the center of the 
ecosystem, connected by innovative user 
communities and trusted partner solutions 
and services

Reflecting the new ways these highly adaptable team 

members are asking questions, sharing answers, and 

generating solutions for their own organizations, SAP

Community Network ties together key resources 

across the broader SAP ecosystem, including devel-

opers, business process experts, and consultants from

customers, SAP, and partners. This broad and diverse 

SAP Community Network brings together more than 

200 countries, through more than 2 million members,

via 200,000 contributors. The site enjoys over 1 mil-

lion unique visitors per month, with 27 million total 

visits in 2009 and 20 million pages viewed per month.

That represents a lot of knowledge, Ali notes, and

explains how SAP Community Network is a vehicle 

for SAP customers to gain easy access to some of 

the smartest minds in the world. “There is a growing 

acceptance for companies to reach outside their own

corporate boundaries to acquire the knowledge, capa-

bilities, and solutions to develop and deliver change

and innovation,” Ali says. Business processes become

increasingly inter-connected, which creates a greater 

need to share information and coordinate business 

processes beyond traditional corporate borders.

Helping Customers Engage with Partners
The lens through which Ali sees the world locks its

focus on SAP customers. “In my world, I’m looking 

at how the ecosystem is adding value to SAP custom-

ers. It’s my job to think about what we can do to make 

SAP Community Network more relevant, more ger-

mane, and more important to our customers. How do 

we frame all of that and bring the ecosystem to our 

customers using SAP EcoHub? That’s what I look at,” 

he explains.

Consider, for example, how even 

the adoption of new software 

and technology is evolving. “I 

spoke with many SAP customers

in Phoenix during SAP TechEd 

2009. One customer in the bever-

age industry was telling me that 

his group would continually go

through the software discovery 

process in a very traditional way — ad hoc informa-

tion gathering. A team member would say, ‘Let me ask 

A, let me ask B, let me talk to a consultant’ — a pro-

cess then repeated by every member of the team. So

it’s just doing the same thing over and over again,” Ali

says. Leveraging today’s technology, SAP has built a 

network of collaboration and networking for SAP cus-

tomers to learn from experiences of industry peers,

current users, or feedback from external sources.

What’s more, while SAP customers may be well aware 

of SAP offerings, this process may not help them fully 

grasp the latest partner offerings or how to find the 

solutions that are right for them. “To ensure our cus-

tomers have the most complete, compelling solution,

we work with an ecosystem of partners that provide 

additional software, technology, and services to meet 

our customers’ unique business requirements,” Ali

says. “But how do we ensure they can quickly identify 

from the list of thousands what really matters to them

and their business goals?”

That’s what SAP EcoHub offers customers. It helps 

companies discover just the types of solutions they need 

and provides information — including demos, customer 

proof points, information and input from the SAP com-

munities, and even a “contact me” option — to assist in

their evaluation to quickly make the right decision. As 

Salim explains, SAP EcoHub is designed to put every-

thing an SAP customer needs to identify and investigate

just t

The Innovation Discovery Model
How

need
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expertPROFILES

Position your executives
as thought leaders.

Faster, Fact-Based Decisions

by Evan J. Albright
Consider all the complexities that supply chain executives face. Now consider how 

much more challenging the supply chain becomes when the items being produced 

and distributed are seasonal, and meeting revenue targets hinges on the sales that 

take place in just a few months of the year. 

Todd Campbell, Vice President, Logistics and Procurement, Molson Coors Canada

Improving decision making with intuitive, immediate reporting

Beer is a seasonal item. Consumption 

peaks in the hot days of summer and dur-

ing the short December holiday period.

And so, supply chain planners at large 

brewing companies like Molson Coors are

confronted with questions like these:

 What demand (sales forecast) must we

plan for?

 What inventory (raw, packaged, and 

finished goods) will be required to sup-

port sales at our targeted customer 

service levels while avoiding product 

obsolescence — that is, how do we get 

the right product and the right quantity 

to the right place at the right time?

 Where are our production bottlenecks

and constraints, and how do we com-

pensate for them while optimizing all

the resources within our supply chain to

meet our customer service goals?

Supply Chain Successes
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 What are the week-over-week inventory 

levels for each warehouse and the amount 

of volume moving by shipping lane?

How much product will be purchased

or imported — and how do we factor in 

product lead times? 

These are just a few of the questions 

that Todd Campbell, Vice President of 

Logistics and Procurement for Molson 

Coors Canada, guides his team to answer. 

Under his leadership, and partnering 

with Katrina Coyle, Global Informa-

tion Manager for Molson Coors, supply 

chain planners harness business intelli-

gence (BI) tools to help shape, execute, 

and continually redefine the company’s 

strategic direction in all of these areas.

“Advanced planning is used across all

aspects of production, from grain to 

bottle,” says Campbell. “This includes 

demand brewing packaging and

Seasonal Sales

Molson Coors
&

at

customerPROFILES
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meet our customer-service goals? 

pu

demand, brewing, packaging, and

Nominate a customer for an 
in-depth success story.

Given the complexity of this system landscape and

the need to cost-justify the upgrade budget, Bouygues 

Telecom put a great deal of emphasis on the initial plan-

ning and evaluation in its study phase. In this phase, 

which lasted from September to November 2008, 

Batty’s project team recruited managers from both 

HR and finance to explain the goals of the upgrade to

users and collect feedback. 

The overall message was that it would be easier 

and more efficient to upgrade the SAP platform

than to build specific independent systems to sup-

port targeted business goals, such as improving

the management of antenna leasing. Furthermore,

users were informed that creating isolated solutions

in-house wouldn’t provide the benefits of a Web 

services-based architecture. The message caught on

with users, and their acceptance paid dividends later 

during development and testing.

“The study phase was a very important part of the

project for us,” says Batty. “During that phase, you

don’t have the same pressure, and you can get the

pieces of the project sorted out. The planning we set 

up enabled us to communicate and bring people up to

speed on what we were doing.” 

David Wache, SAP and Applications Development 

Team Manager at Bouygues Telecom, says, “At 

the beginning of the project, the construction was 

done around motivated individuals having a nimble 

and communicative spirit and, especially, having 

a common goal,” noting that the team follows the 

motto, “Know yourself and you will win all battles.”

According to Wache, “Bouygues Telecom’s IT 

department encourages that mantra.”

Scoping and Budgeting
Accurately scoping and budgeting a major upgrade 

project felt at first like aiming at a moving target 

because a project like this involves more than just soft-

ware changes. “We constantly deploy new functionality 

in SAP software, but people change too, with develop-

ers leaving and new ones coming in,” says Batty. “You 

can’t just sit down with the documentation and say, ‘All

right, here’s the situation.’” Because the upfront study 

phase was built into the project, the  team could search

the software market for tools and partners that could 

help them fine-tune and partially automate project 

blueprinting, identify risks, and establish costs.  

The team chose software utilities from Panaya and IBIS 

Prof. Thome AG to analyze the company’s current SAP

An example screen where 
employees can plan and record 

their presence and absence 
in full or half days

An example front-end application that 
exchanges HR data with SAP ERP; 
all Bouygues Telecom employees use 
this application to manage their work 
presence and absence
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systems. Panaya’s Upgrade Automation tool went 

as far as to drill down into the code for specific data 

objects. The IBIS tool provided the capability to load

the results directly into the blueprint repository in

SAP Solution Manager. The team thus avoided weeks 

of intensive manual analysis and data entry that 

would have strained company resources even before

the project was approved. “Panaya utilizes a super-

computer to simulate the entire SAP upgrade and 

finds all the errors while eliminating complete test-

ing cycles,” explains Amit Bendov, Panaya’s Chief 

Marketing Officer.

As a result of this upfront effort, the team successfully 

presented senior management with a concrete plan and 

cost estimate, and explained how the upgrade would 

support leasing and other projects in the company’s

development pipeline. The study phase also included a 

request-for-quotation process that resulted in a partner-

ship with systems integrator CapGemini. By the end

of November, Bouygues Telecom had scoped the

project, completed the RFQ, locked in its budget, and,

in early January 2009, was ready to start the actual 

development and implementation. 

Building the Team
Along with the study phase, another key ingredient 

in Bouygues Telecom’s success was effective team 

building. “Setting up a good team that is willing to 

work together, that’s primary,” says Batty. “You can

throw a lot of money at things, but if you don’t have

the right skills and excellent people who can do the

job, then you won’t get the project in place correctly.”  

In this case, the overall project team comprised the 

following groups:

Twenty internal consultants directly involved with

the implementation and testing, plus 10 more

involved in coordinating testing with the end users

CapGemini consultants who focused primarily 

on the technical upgrade procedure and all SAP-

specific issues resulting from the upgrade

Nine “super users,” backed by teams of regular 

users

“The study phase was a very important part 

of the project for us. The planning we set up 

enabled us to communicate and bring people 

up to speed on what we were doing.” 

Tim Batty, IT Project Manager, Bouygues Telecom

The Upgrade Automation tool from Panaya

At the same time, the team was able to identify spe-

cific non-SAP systems that might not function once 

the migration occurred, and to help the developers 

of these systems create workarounds to prevent such

problems. Batty says that the Panaya utility alerted

the team to programs and products that were at risk

for the upgrade. “The tool highlighted two products 

installed in our SAP platform that wouldn’t go through 

the migration,” he says. “That enabled us to con-

tact these companies very early on in the project to 

understand how we could deal with it.”
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Set your offerings apart from 
the competition.

customerPROFILES

expertPROFILES

solutionPROFILES
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customerPROFILES — Partner Referral Program

Customer success story in print
Spotlight on your company

company’s write-up at the conclusion of the print 

ess story to discuss how you played a role in the 

AP project.

Customer success stories online
Include your company write-up with live links to 

additional online resources

Post hyperlinks from the article to your site

Feature your banner ad prominently next to

the article online

YOUR LOGO
AND COMPANY
WRITE-UP HERE

Wellesley Information Services | 20 Carematrix Drive | Dedham, MA 02026 | sappartners@WISpubs.com | +1-781-751-8800
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customerPROFILES are customer success stories that provide insights, advice, 

and best practices — directly from your customer. Let prospects see how your 

products/services have enabled innovation in your customer’s SAP solutions, 

and demonstrate how their SAP initiatives brought high value to their business.

Promote Your Customer’s Success Story

Here’s how to participate in the Partner Referral Program:

  First, nominate your customer for a customerPROFILE  

  The insiderPROFILES editorial team will work with you and 

your client to conduct an interview, and then write and design 

a customerPROFILE  

  Promote your role in the customer’s success with:

    Your company’s logo and 250-word profile, 

published within the magazine’s customerPROFILE 

(pending all approvals) in print and online – plus a

resource link to your electronic asset of choice   

    Online banner ad, adjacent to the article

    Dedicated email push to a 5,000 contact segment of

insiderPROFILES subscribers that includes an asset

of your choice, such as a white paper, podcast, demo, etc.

  Also includes:

   Full-page 4-color print ad of customerPROFILE

   PDF of customerPROFILE

customerPROFILES —
Partner Referral Program

1/2 Page 
Promotional 
Sidebar (Within Your 
Customer’s Article)

Full Editorial and
Design Service
(we write the article for you!)

Full-Page Print Ad

Online Banner Ad

Lead-Gen
Email Push

Electronic Reprint

customerPROFILE
Features

Wellesley Information Services | 20 Carematrix Drive | Dedham, MA 02026 | sappartners@WISpubs.com | +1-781-751-8800
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Joshua Greenbaum

Delivering the Gift of Fire

Joshua Greenbaum has over 25 years of experience 

as a computer programmer, systems and indus-

try analyst, author, and consultant. He spent three 

years in Europe as an industry analyst and a cor-

respondent for Information Week and other industry 

publications. Joshua regularly consults with leading 

public and private enterprise software, database, 

and infrastructure companies, and advises end users 

on infrastructure and application selection, develop-

ment, and implementation issues. You can reach 

him at editor@insiderPROFILES.wispubs.com.

SAP Focuses on the Business User, 
to the Benefit of All  

When SAP software first arrived in the US market in the early 

1990s, the office of the CIO was under siege. Distributed 

computing — borne from the inability of enterprise systems to 

deal with enterprise-wide data and processes — was decimating 

the CIO’s authority and budget. In this light, the arrival of SAP’s 

“single version of the truth,” SAP R/3, was more than a welcome 

breath of fresh air: It signaled a return to the primacy of the CIO 

as Prometheus, delivering much-needed innovation to the masses 

of users laboring in the stone age of technology. 

Twenty-some years later, the technology and business landscape

has moved well beyond this vision of users and their relationship to 

IT. More and more, line-of-business users now see themselves as the

bringers of fire to the day-to-day functioning of the business. While the

CIO’s authority isn’t necessarily diminished, the rising importance of 

meeting line-of-business end-user needs — as opposed to focusing

solely on cross-enterprise problems and solutions — is changing,

once again, IT’s role in the enterprise. 

SAP Responds to Meet Line-of-Business Demands
These changes haven’t gone unnoticed at SAP. A raft of new capabili-

ties and products has been filtering into the market in recent months,

and more products are on the way. There’s still a long way to go to

fully meet the needs of the line of business, but there’s solid evi-

dence that SAP is making steady progress. And users across the SAP 

customer base will be better off for it.

The shift in mentality began with SAP’s embrace of the business user 

concept, which coincided with the 2007 move to acquire Business 

Objects. SAP was the first major vendor to recognize that the majority 

of employees in any organization were decidedly not involved in using 

or managing the day-to-day back-office transactions that represent the

core functionality of SAP Business Suite. This recognition came with 

a clear mandate: Expand the SAP product offerings to better serve the 

needs of these users. 

Delivering Targeted and Unique Innovation
The challenge, from SAP’s standpoint, is that serving the busi-

ness user really means approaching everything SAP does from an
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Your expertPROFILE online will include hyperlinks to 

your company web site along with a banner ad.

expertPROFILES

expertPROFILES may appear 

as a Q&A interview, or as an 

“Expert in the Field” article.

Put Your Executives in the Limelight

With an expertPROFILE, your thought leaders are positioned as a “voice 

to be heard” in a specific industry or solution area. These pieces highlight 

insights, experiences, and guidance from your key team members:

  Executive – CEO, CIO, CFO

  In-house expert

  Thought leader

expertPROFILES offer a flexible format. You have the choice to provide 

either a Q&A interview with your executive for a “C-level Profile” or an

“Expert in the Field” article by an inhouse expert: 

  1-2 page article provided by vendor

  Print and online ad (with two-page commitment)

  Dedicated editorial support from insiderPROFILES teamS

  Design and layout of your article

  PDF for use on your site as online collateral

  Option of a one-time article or standing column

    (standing column is recommended)

1-2 Page Article

Full-Page Print Ad
(with 2-page article)

Online Banner Ad
(with 2-page article)

Editorial and 
Design Support

Electronic Reprint

expertPROFILE
Features

Wellesley Information Services | 20 Carematrix Drive | Dedham, MA 02026 | sappartners@WISpubs.com | +1-781-751-8800
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solutionPROFILES
To provide insiderPROFILES readers with guidance on vendor solutions thatS
support readers’  business requirements for their SAP and SAP BusinessObjects

solutions, insiderPROFILES now offers a one- to two-page article to highlightS
your company and solutions.

Highlight Your Solutions and Services
Participate with a solutionPROFILES article and also receive:

  Dedicated editorial support from the insiderPROFILES teamS
  Design and layout of your article

  Print and online ad (with two-page commitment)

  PDF for use on your site as online collateral

A solutionPROFILES one- or two-

page article is a great way to tell SAP

customers how your company, product, 

and/or service can help them drive

revenue, increase productivity, and

reduce costs.

S8

YOUR MIGRATION ROADMAP

IBM DB2 MIGRATION EASES 
THE TRANSITION

FOR MORE INFORMATION

Reduce Your Costs with 
a New Server Optimized for 
SAP Software

SOLUTION PROFILES

For more information go to www.sapinsiderprofi les.com

John Dunne
PlusSoft

CIO

Steve Walsh
PlusSoft
CFO

Chris Dorn
PlusSoft
Director 

Software Development

S8

Optimizing performance at the data-base level helps 
reduce costs, free up budgetary funds, increase user 
productivity, and contribute to the overall success of 
the business because of more effi  cient and eff ective 
utilization of existing hardware resources. 

Continuing its partnership with SAP, IBM recently 
released version 9.7 of DB2 for Linux, UNIX, and 
Windows (DB2 LUW), which is IBM’s fourth
database version optimized for use in SAP environ-
ments since 2005. With the index, temporary-table,
and Large Objects (LOB) compression available with 
DB2 V9.7, IBM continues the success of DB2’s row 
compression story, which now allows storage savings
of up to 70% for SAP systems running on DB2. Index 
compression, for example, reduces both 
I/O and the size of the index structure. 

DB2 V9.7 has been integrated even deeper into SAP 
applications and the Database Administration Cock-
pit (DBA Cockpit) than all previous versions of DB2
optimized for SAP software. An integrated solution
can help you optimize your business and reduce the
operational costs of your SAP system landscapes (see 
sidebar). All DB2 administrative functions can be
accomplished by using the DBA Cockpit, which is 
an SAP transaction. Th is simplifi es operations and 
eliminates the need for technical staff  to learn and use
another application. With just a mouse click, func-
tions such as compression or the Index Advisor can be 

invoked, helping database administrators stay produc-
tive and minimizing training needs.

YOUR MIGRATION ROADMAP
If your SAP system already runs on our server, you 
can simply upgrade your database to the new version 
– is supported for all SAP applications in standard and 
extended maintenance.

If you are not yet using our server, there are several 
natural opportunities during the system life cycle for 
migrating a database to DB2, such as during SAP
upgrades, Unicode migrations, or hardware changes.
IBM provides support to make these migrations 
successful.

IBM DB2 MIGRATION EASES 
THE TRANSITION
To make the transition to server as smooth, fast, and
secure as possible, PlusSoft has introduced the server 
for use with SAP software. Th e server provides all of 
the necessary services required to move a customer’s
SAP application environment from a legacy database
to DB2 LUW. Th e solution applies the standard SAP
design interface required of databases to run 
SAP applications.

PlusSoft has deployed a t-shirt pricing model (with
small, medium, and large options) for customers to use 
the server as a service plug-in for projects that com-
bine database migrations with SAP software upgrades 
or Unicode conversions.

FOR MORE INFORMATION
To learn more, please visit www.ibm-sap.com/db2 or 
email the IBM SAP International Competence Cen-

Reduce Your Costs with 
a New Server Optimized for 
SAP Software

SOLUTION PROFILES

For more information go to www.sapinsiderprofi les.com

John Dunne
PlusSoft

CIO

Steve Walsh
PlusSoft
CFO

Chris Dorn
PlusSoft
Director 

Software Development

For more information go to www.insiderprofiles.wispubs.com

1-2 Page Article

Full-Page Print Ad
(with 2-page article)

Online Banner Ad
(with 2-page article)

Editorial and 
Design Support

Electronic Reprint

solutionPROFILE
Features
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Advertising
Advertising in our magazines continues to be one of the best and most cost-effective ways to build brand awareness

and disseminate key messages to decision-makers and influencers at SAP customer sites worldwide.

If you are new to the market, positioning your ad alongside the trusted content of SAPinsider and r insiderPROFILES
is an ideal way to introduce your product and company to the largest group of SAP customers.

If you are already well-established in the SAP market, continuing to align your brand with SAPinsider and SAP solution areasr
keeps you top of mind for SAP customers — so when prospects think of their SAP solutions, they immediately also think of you.

The Most Comprehensive Coverage of the SAP Market
As the largest independent publisher of SAP information, WIS maintains relationships with more than 250,000 business

and IT professionals worldwide. The result is a highly targeted audience of active SAP decision makers, which allows 

vendors of SAP-related products and services to focus marketing dollars efficiently.

WIS Publishing publishes two SAP-focused 
magazines:

SAPinsider is the premier source of informationr
on product and service initiatives coming 

directly from SAP, along with insights from 

partners and third-party vendors. 

insiderPROFILES provides senior-levelS
professionals of leading companies with the

latest strategies and techniques to achieve the 

highest ROI from SAP technology. 

Together, these two quarterly magazines deliver 

unprecedented exposure to the community of SAP 

decision makers and influencers throughout the year.
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