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"% Perspectives in Service Management
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< From Service Busyness to Service Business

+ Traditional: Services as cost drivers . Service as business

« Commercialization of
Services

»--.providing services is
more lucrative than making
products...“
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~ Benefit Potential of industrial services
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24 Margins in the German Machining Industry

Margin on . ]
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The margins of services are considerably higher than the
one on new machine sales!

Quelle: VDMA
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22 Challenge — Avoid the service djungle!

Profitability 1
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Kick-off Meeting
4th December 2003

Screening
(4 months)

Review Meeting
1st April 2004

Site Visits
(3 months)

Final Conference
8th July 2004
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<+ Benchmarking - Process Methodology

Clarify individual questions / challenges
Define and prioritise key issues for project
Define selection criteria for benchmarking partners

Identify potential benchmarking partners
Place questionnaire and analyse feedback
Identify successful practices and document (interim report)

Discuss results of survey and trends identified
Select benchmarking partners based on case studies
Define precise questions for benchmarking partners

Organise company visits and prepare
Visit companies and analyse experiences
Identify successful practices and conditions

Discuss successful practices and transferability
Identify improvement potentials
Networking
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2 The Consortium

@ BUHLER

YOUR PERFORMANCE IN MIND

Schindler ©
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Selection of successful practices

Analysis
- common patterns
- trends

- thinking models

Case Studies

3. Return of the questionaires -

4. Telephon interviews with -
the best one‘s

5. Anonymised
Case Studies

ii 7’/2 i\i 6. Successful Pracies companies
* * chosen from the consortium
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Benchmarking Track Record
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- Visited companies

m > 18th May 2004 in Oberkochen

e csl 26th May 2004 in Ziirich

S sl 3rd June 2004 in Schaan

unaxis cll Oth June 2004 in Tribbach

AU=T=2 w > 14th June 2004 in Winterthur
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e Pre-requisites for a successful service
" management

Strategic Consequent Industrizilisatio

Implementatio n
n

Direction

« Comprehensive Portfolio « |IT Support of Service Processes
» Systematic Development Process

« Organisational autonomy

« Defined service processes
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: Strategic Clarification

...to producing

Contribution N service
of Services provider ...
* Revenue ...to service

* Profit providing

+ Customer Loyality manufacturer ...

Service Business
influences the whole
organization

from
Producer ...

high autonomy
needed, e.g.
profit center

>
Time

Platform

Service neeeds
structure and
a supporting culture
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Comprehensive Service Portfolios
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Example IBM

HELP ME DO IT MANAGE IT FOR ME

WHAT SHOULD I DO?

Business Consulting and Systems Integration

Strategic Change

I Customer Relationship Management |

Hosting and Outsourcing

| Supply Chain and Operations I

Financial Management

Human Capital

| Business Transformation Outsourcing |

I
| Strategic Outsourcing |

| e-business Integration |

T
| e-business Hosting™ |

| Application Management Consulting |

| Security and Privacy Services |
T

I Mindspans—Learning Services I

Application Management

e-Business Infrastructure

I Wireless Services | I Business Continuity & Recovery I

I Integration & Systems Management I SioragEIEsViCEE
1

I | Network Management |
I Network Integration & Deployment I | T Product T |
roduct Training

| Network Consulting | | Technical Support | | Maintenance

IT
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-+ Defined Service Development Processes

W service ldeas AP

Services importance | 1ot charge-
a) Basics compet. for tential b'I'%
b) Specialities customer, POtential ability

Customer
situation

Service rough concept

selection

Go / No Go
Decision

{ Service Detail Concept}
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-+ Defined and supported Service Processes

Example: Hilti
FM-Process

Fleet Fleet
Modernization Servicing

Accounting Reporting Planning Compensation

FM-Acguisifion SW ’
FM-Contracts
Tool labeling
SAPR/3
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"= Outlook: The ,,Age of Access“ (Rifkin 2000)

— Product as strategic platform

»1he sginificance of material goods will be as containers
or vehicles for knowledge-value.”

»-Companies will think of products as platforms for all
sorts of upgrades and value-added services.”

»The product becomes more of a cost of doing
business than a sale item in and of itself."

— Services as main sources of revenues and as differentiation factor

»The supplier has to represent zero cost to the customer.”

»1he vendor will make money by comanaging the customer's operations, improving its
performance and profit and sharing in the gains. He lends his know-how and expertise
to help run the customer's business."
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