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Seite 2 Perspectives in Service Management
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Seite 3 From Service Busyness to Service Business

„...providing services is
more lucrative than making

products...“

• Traditional: Services as cost drivers • Service as business
• Commercialization of 

Services 
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Benefit Potential of industrial services

1. Acquistion
potential

1. Acquistion
potential

2. Differentitation
potential

2. Differentitation
potential

3. Difusion-Potential3. Difusion-Potential

4. Revenue Potential4. Revenue Potential

5. Customer relation
potential

5. Customer relation
potential

6. Diversification
potential

6. Diversification
potential

7. Information
Potential

7. Information
Potential

8. Image
Potential
8. Image
Potential

9. Job-
Potential
9. Job-

Potential

Benefit potential of
industrial services



© 2002 TECTEM Transferzentrum für Technologiemanagement, Universität St. Gallen   
Unterstrasse 22, CH-9000 St. Gallen, Telefon +41 (0)71 228 24 44, Telefax +41 (0)71 228 24 90, 
http://www.tectem.ch

BM Project
AGM

Seite 5 Margins in the German Machining Industry

Margins on
services

Margin on
sales of new

machines

Margin on
Total Revenues

3%

>20%

+/- 1%

Quelle: VDMA

The margins of services are considerably higher than the
one on new machine sales! 
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Kick-off Meeting
4th December 2003
Kick-off Meeting

4th December 2003

Screening
(4 months)

Screening
(4 months)

Review Meeting
1st April 2004

Review Meeting
1st April 2004

Site Visits
(3 months)

Site Visits
(3 months)

Final Conference
8th July 2004

Final Conference
8th July 2004

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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Seite 9 Selection of successful practices

2.   Acceptance of a questionaire

5. Anonymised
Case Studies

6.  Successful Pracies companies
chosen from the consortium

3.   Return of the questionaires

4. Telephon interviews with
the best one‘s

1.   companies which are propably good examples

Case StudiesCase Studies

Analysis
- common patterns
- trends
- thinking models

Analysis
- common patterns
- trends
- thinking models
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18th May 2004 in Oberkochen

26th May 2004 in Zürich

3rd June 2004 in Schaan

9th June 2004 in Trübbach

14th June 2004 in Winterthur

Visited companies
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Strategic
Direction
Strategic
Direction

Consequent
Implementatio

n

Consequent
Implementatio

n

• Comprehensive Portfolio

• Systematic Development Process

• Organisational autonomy

• Defined service processes

• IT Support of Service Processes

Pre-requisites for a successful service
management

Industrialisatio
n

Industrialisatio
n
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Time

Contribution
of Services
• Revenue
• Profit
• Customer Loyality

from
Producer ...

...to producing
service

provider ...
...to service
providing

manufacturer ...

Strategic Alignment

Processes & Structure
Systems

behaviour

Strategic Development

Platform

Service Business
influences the whole

organization

Service neeeds
structure and

a supporting culture

high autonomy
needed, e.g.
profit center
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Example IBM
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Seite 15 Defined Service Development Processes
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situation Needs

Services
a) Basics
b) Specialities

compet. market
potential

charge-
ability t

importance
for

customer.

Umsetzung
v w n

b 3 n

b < n

b < n

b 3 n

b < n

b < n

Kompetenz

15

15

15

10

10

15

3

3

2

2

1

3

9

9

9

9

9

3

Gew. Bewertung

T emplate Prelim inary Service ConceptT emplate Prelim inary Service Concept

1.  Service goals in general
a) Intended use
b) Market goals
c) Financial goals

2.  Strategy
a) Link to Service Strategy
b) Strategie significance
c) Synergies, cross selling opportunities

3.  Customer benefit
a) Customer benefits
b) Unique selling propositions

6.  Service marketing
a) Target groups, customer segments
b) Service distribution channels
c) Key markets
d) Pricing, pricing model
e) Service promotion (external means)
7.  Restrictions, requirements
a) Feasibility
b) Regulatory requirements
c) Others

8. Rough financial estimates
a) Cost of good, price of good
b) Development costs
c) Investments

DL-Konzep t:  

Bächli AG 
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5)  Q ualitätsstandards
A) Qualität sstandards de finieren * Referenz zu DL-Ressourcen 

C) Verantwor tlicher Q-D ef./Kontrolle

(bs pw. lei stungsbezogen, kommun ikati onsbez., bedürfni sbez.)

B) Form  der  Qualitätskontrolle

(bs pw. Kunden-Feed -bac k, St ic hproben , Rev iew, Kennzah len)

* Fr equenz

Periodisch, d.h. alle
........ W ochen

Ad hoc, d.h. stichpr oben-
weise

6)  Finanzaspek te

A) Geschätzt e Kosten pro N achfrage
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* Mat er ialkosten
* Hardwarekosten
* Gemeinkost enant eil
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* To tale Kosten pro  Periode .........

CHF

* Bemerkungen

A B C D E F G H
DL-Marktpotenzial E ignung Anz ahl potentielle Abnehmer

E ignung Häufigk eit der Nachfrage pro Jahr

Produkteignung E ignung Befriedigung Bedürfnisse
E ignung DL-P rozess
E ignung DL-Bereitstellungskanal
E ignung des festgelegten Qual itätsziels
E ignung MA-Ressourcen bei Leistungserbringung
E ignung i.Zh. begleitende DL-Palette
E ignung Maxim ierung Kosten-/Nutzenverhältnis 

aus Sicht Abnehmer
E ignung Vermarktung

Eignung bz gl. Zusatz- Umfeld Leistungserbringung 
bedingungen (Lokalität d. Kunden, Sprache, Kultur)

E ignung t rotz Restriktionen xy

Eignung geg. Konkurre nz a) Mark tpotenzial Wertung Zusatzans trengung nötig?

b) P rod.E ignung Wertung Zusatzans trengung nötig?

c) Zusatzbedingungen Wertung Zusatzans trengung nötig?
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Seite 16 Defined and supported Service Processes
Example: Hilti
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Seite 17 Outlook: The „Age of Access“ (Rifkin 2000)
– Product as strategic platform

„The 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.“
„The 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.“


