
Olympus aligns IT with customer needs

Designing the perfect customer 
service infrastructure was the 

goal of Olympus. And it achieved just 
that with a simple yet revolutionary 
idea: Olympus had its employees trade 
places with the customer. Repair de-
partment employees swapped roles 
with stressed doctors who needed en-
doscope or microscope repairs, cus-
tomer service experts finally under-
stood the pressure nurses face, and 
sales staff got a first-hand look at the 
tasks of hospital equipment managers. 
Employees, who had never worked in 
any of these situations, walked through 
every process. In doing so, they discov-
ered many redundancies and identified 
issues that slowed down service deliv-
ery to the customer. 

The customer is key
Olympus determined that it was time to 
completely rebuild its customer service. 
Senior managers decided to align IT 
with real business processes and cus-

tomer requirements. Instead of creating 
the perfect process for the company, 
Olympus created the perfect process for 
its customers. To achieve the necessary 
transformation, the company looked to 
the SAP Customer Relationship Man-
agement (SAP CRM) application. 

In the past, each Olympus service 
department had its own system. If cus-
tomers returned a product for repairs, 
data was handled by a dedicated re-
pairs system. If it turned out that the 
product needed to be replaced alto-
gether, a separate system for product 
replacements came into play. A sepa-
rate sales system, also not integrated 
with the other systems, completed the 
picture. As a result, customers’ data 
could not be accessed across the vari-
ous systems, forcing hospital staff to  
re-explain their repair needs to the in-
dividual Olympus departments at every 
step. Meanwhile, sales staff were not 
informed of customer complaints and 
could not enter the latest information 
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The renowned Olympus 
precision: now available 
in its customer service 
infrastructure

Customer 
Service Under 
the Lens
Customer focus means seeing the world through the eyes of 
your customers. The Japanese optical technology manufac-
turer Olympus took this advice to heart and realigned its cus-
tomer service according to its customers’ needs using SAP 
Customer Relationship Management. 
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into their customer databases. Simple 
but important tasks such as creating cus-
tomer-specific offers were impossible. 

Informed at every stage
SAP CRM has put an end to time-con-
suming and redundant work. Now, if 
an endoscope is beyond repair, the ser-
vice order is automatically transferred 
to the replacement department. With 
up-to-date data, Olympus can now co-
ordinate repair processes with service 
part procurement. Both Olympus’ in-
ternal and external networks benefit 
from this transparency: “With SAP 
CRM we can better share information 
within our group and our distributors,” 
says Masahito Kitamura, IT general 
manager of Olympus.

The IT system itself has been elevat-
ed to a new importance: While it previ-
ously only supported repair processing, 
it now provides transparency for ser-
vice employees. Olympus can call up 
the current repair order status and 
keep customers informed at every 
stage. The system can even provide 
hospitals with a specific repair delivery 
date and complete cost breakdowns – 
important given the ever tighter bud-
gets in the healthcare sector. With this 
information, hospitals can analyze 
their costs and find potential for opti-
mization. 

With the detailed information pro-
vided by SAP CRM, Olympus has 
gained valuable insights into how its 
customers use its products. If, for ex-
ample, Olympus notices that a particu-
lar doctor has recurring endoscope 
problems, there is a good chance that 
the doctor is not using the product cor-
rectly – an opportunity for Olympus to 
step in and offer training. 

Unlimited growth
Now that Olympus has experienced the 
benefits of integrated software, it plans 
to drive integration in other areas of 
the company as well. The SAP ERP  
application is set to be used in selling 
cameras in the B2C segment. The com-
pany’s logistics systems will be opti-
mized using the SAP Supply Chain 
Management application. And the 
standardization initiative will not stop 
in Japan: Like so many companies, 
Olympus operates a major manufactur-
ing plant in China where SAP applica-
tions have been already implemented. 
This manufacturing system will be ex-
panded to a new plant in Vietnam. And 
a new SAP system integration plan is 
being rolled out in the Southeast Asian 
and Pacific area, for example, in Korea 
and Australia.　

 Kitamura is positive that SAP so
lutions will help the company realize 
innovations faster. “Our industry is 
changing rapidly. We need to change 
our products and business processes  
to maintain speed, and the SAP system 
helps us keep up with the pace,” says  
Kitamura. Olympus’ tighter relation-
ships with its customers, for example, 
are helping it obtain valuable product 
feedback. These customer insights can 
then be channeled back into the devel-
opment of new cameras and micro-
scopes that are easier to use – and pop-
ular with customers.

Olympus has recognized that hear-
ing the voice of the customer is vital for 
continued growth and success. And 
SAP is helping Olympus cut through the 
information clutter of modern business 
to hear its customers loud and clear. 
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“With SAP CRM 
we can better 
share information 
within our group 
and with our 
distributors.”
Masahito Kitamura,  
IT general manager  
of Olympus
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