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Introduction

Why?

New products
« More competition
o Fight for price > lower margin

service
new products

Service

e «lock in» effect . e
_
) 7 4% a 26% " tomalsales

Value in most of product-driven businesses
comes from services.
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Serwce TEO1:

, Introduction
3 P’s

[ 3P's ]
'8 I £ . | I by
People Process Physical Facilities
- : & 1 - 1 ~*
+ Employees + Business process « Buildings
« Consumer + Chronology « Rooms
+ Culture * Production time « Tools
* Customer service « Quality « Contact persons
* Interaction « Symbols
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Introduction

o Customer/service-oriented culture

o Clearly defined strategy

* Value services for the sake of service

« Adapt business models

 Collaborate with customers and partners

* Know their customers and the installed base

 Creativity and ‘eyes wide open’

* Leadership seen on ‘shop-floor’ spreading the message
(and enforcing the culture

= Service innovation is all about make them
feel you’re great
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TEO1:
Introduction

You have to know...

* Know your past

« Know your capacities and where to acquire
new one

« Know your market
« Know your customer(s and their markets
« Know your people
 Know your culture

= You can then innovate in service
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Introduction

Service Alliance

« Service Alliance — we need to managing
the four key service enablers

SERVICE SERVICE
ORGANISATION INFORMATION
* Network * Technical

e Customer * Commercial
* People « Through Life
SERVICE SERVICE
TECHNOLOGY RISK

e Technical e Scope

* Materials * Profitability
= Assets * Financial
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Doblin’s Model of Innovation TEO!:

. Introduction
Circle

Set
innovation

strategy

Design,
Become | build &

better

launch

innovators . .
Innovations
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Doblin’s Model of Innovation

Process Steps

Set
innovation
strategy

Innovation Opportunity
agenda spaces

Identify and define
Define specific goals opportunities for
and initiatives growth in new and

existing markets

Design, build
& launch
innovations

User-centered Ten types of
research innovation

Lse our framework
to develop the most

Unearth, research
and understand

robust innovation
customer needs

initatives

Become
better
innovators

Organizational Transformation
assessment campaigns

Design and deploy
new structures,
processes, tools and
resources for

Assess the
innovation condition
of a business

or grou T
g i innovation

24.12.2013 Lernkartei

Contextual
research

Understand the

patterns and outliers
of innovation activity

Prototype &
test

Refine and de-risk
new offerings to
accelerate launch
and scaling

Leadership
coaching

Advise leaders on
their unigue
responsibilities for
championing
innovation

Si
TEOT:

Introduction

Scenario
planning

Anfticipate forces of
change and possible
futures

Piloting &
launch

Develop strategies
for partnerships and
commercialization

Education &
training

Teach the principles,
practices and
methods necessary
for innovation
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Schlesinger and Heskett’s model TEO!:

. Introduction
Employees are not disposable

Valuing investment Using technology to
in people as much support (not
as investments in replace) front line
technology people

Putting as much
emphasis on Linking
selection and compensation and
training for front performance for
line employees as employees at every
much as managers level
and executives
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o o SI
Manufacturing vs. Service TE02: e
Difterences according literature Culture

Service based Technology (production)
based

Humanistically; Supporting Technocratically;
the customer; Client-based Supporting product;

innovation Efficiency based innovation
Emotional/Form Factual/Future
Bretani Combined production and Separate production and

delivery delivery

Service with minor goods  Tangible goods with minor
services

Service creates value Service is a cost

Simple structures Complex structures

More of the value in services is from the intangibles
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TEO2:

Mathieu’s 3x3 Matrix Understandig

Culture

. : i 2 i Organizational intensi
= Organlzatlnnal |nten5|ty axis 6 34

- Tactically
- Strategically
- Cultural
- Service specificity axis
- Customer service
- Product service
- Service as a product

L
D
<
)
D
LA

o
D
2
o
25

Service as
a product

Mathieu’s 3x3 matrix allows for benchmarking
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TEO2:
Understandig

Move Culture

* Moving into the bottom right hand

corner can create major market benefits
— Improved services %,
e o\
— Improved customer satistaction ) "6%&
. %, N &
* Improve sales volumes and margins "o
« Change in behaviour o a more service r—

orientated approach has risks

* Increasing the service specificity has
political risks (as much of the
organisation will be against the new
focus

 Both changes have real financial costs
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TEO2:
Understandig
by Vandermerwe and Rada Culure
Product (or service) Core product with added Product-service system
Product = value service (Servicing) Product + service = value

Service = cost Product = value
Service = differentiation

Service is a bolt-on

Increasing servitization

The measure is similar and provides a different view
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Where is the know-how in the TE02: i
service organisation? Culure
o | f{#
o \k_h
npow
= wov

/

Belief

Understanding

Awareness
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TEO2:
Understandig
Culture

...distinction, pioneered by Polanyi (1967), between tacit knowledge,
which essentially represents “know how” (the subjective knowledge),
and explicit knowledge, “knowing about” (the objective knowledge).
Explicit knowledge (available in the form of formulas, technical
specifications, or embedded in equipment, computer programes, and
so on) is relatively easy to transfer and store...

Most service shops relay on tacit know how (or subjective knowledge)

24.12.2013 Lernkartei Folie 18
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Knowledge--intensive business service models TE02:
and sharing of know-how is complex and hard Understandig

to achieve successfully

- The Hertog (2000) model can
be modified (assume all
service centers independent)

- 1. Limited sharing of know-
how (via personal
networks)

- 2. KIBS broker know-how
transfer

- 3. Sharing becomes the
norm

24.12.2013 Lernkartei

Culture

1. Embryonic/limited sharing

Knowledge Knowledge

base 1 base 2

2. Sharing facilitated

KIBS N

professional

Knowledge Knowledge

base 1 base 2
_

3. Networked sharin

Knowledge Knowledge
base 1 base 2

Hertog, 2000, modified

Folie 19
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TEO2:
Understandig
Culture

Benefits

e Faster innovation

o Faster/more duplication

e Reduced risks
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TEO2:
Understandig
Culture

Barriers

e The (KIBS broker(s must be accepted by
both (all parties

* The cost of a fulltime person to coordinate
is high (salary plus travel

o Additional costs for creating know—how
system (for operations and sales

* Local service staftt must experience work in
other locations

24.12.2013
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Life cycles for

engineered products




Life Cycle of engineered products T

Generic view

— Commissioning/
Software/engineering installation

/,

Consulting

|

Used machines

1 Training

Maintenance

\

Updates, Spare parts
upgrades and and break/fix
retrofits

Roland Berger (2012)
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SI

Life-Cycle TEO3
Car

1st
Inspection

. Resale
Inspection

Dealer,

: Water, hange
Buying Warranty fuel of parts
experience

Finance

24.12.2013 Lernkartei Folie 24




When are the services typicalle s

consumed during the life of the o
equipment

o Installation/
commissioning

Decommissioning

Initial spares
40 and routine mtc

m 4
Inspection/

revision
10 - I

R e s L L

Unplanned
outage

12M USD

diil!!l!ﬁ?!!lﬂﬂﬂﬁﬂﬁﬁl?ﬂ

2 23 34 25 26 27 38 M 30
Years (note: 1 is the start of operation)

Original design life
B CAPEX OPEX fixed costs MEOPEX inspections ——Reliability

24.12.2013
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TEO3
Services Service sales share EBIT Cycle
Commissioning/installation —— 20% S CAPEX
Training - 3% 5SS CAPEX/GDP
Maintenance contracts - 5% 5SS GDP
Maintenance/inspections — 16% 5S GDP
Spare parts L A0% SSSS GDe
Updates, upgrades and retrofits | 5% 55 CAPEX
Software/engineering - 2% S GDP
Other — 9% S CAPEX/GDP

S =5% ROS (approx)

24.12.2013 Lernkartei Folie 26
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 HV motor service for dumper truck=>. What are the
value drivers?

« Copper price is a major driver
* In 2011 every tonne of copper was worth 8k USD
* Each truck can carry 300 tonnes or ore

¢ Ore yields typically 3%, each truck can make a
round tfrip in 2 hours, average time to repair 3
days

e Lost production (back of envelope

— 8,000 x 300 x 3% x 3 x 24+2 = 2.6M USD
24+2 = Number of round trips per day

24.12.2013
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Rolls-Royce celebrates 50th anniversary of Power-by-the-Hour

...'Power-by-the-Hour’, a Rolls-Royce trademark, was invented in
1962 to support the Viper engine on the de Havilland/Hawker
Siddeley 125 business jet. A complete engine and accessory
replacement service was offered on a fixed-cost-per-flying-hour
basis. This aligned the interests of the manufacturer and operator,
who only paid for engines that performed well... RR, 2012

Services provided Owner/operator benefits

- Engine Repair and Overhaul - Low risk, fixed cost

- TotalCare work scope maintenance

- Engine Reliability - Reduced management burden
Improvement - Enhanced aircraft resale value

- Comprehensive Engine Health - Increased aircraft availability
Monitoring (EHM) - Reduced capital investment

24/7

- TotalCare Service Integration
- Specialist Line Maintenance

24.12.2013 Lernkartei Folie 28
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« Understanding how to create a price
based on customer value.

¢ Spares Barts are normally sold with a mark-up of

100-250%
» OEMs typical use a price list

» Owners/operators normally negotiate discount to
P K g

Ing the equipment

the list price when buy

* = What is the value of one spare part needed to
complete the insEec’rion? (Assumption here is the
owner does not have the item on stock

24.12.2013 Lernkartei Folie 29
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SI
TEO4

 Hidden needs go beyond normal service
Improvements

e There is the opportunity to discover new
markets — or to disrupt the existing

e |t improves alignment of business drivers

between the owner/operator and the service
provider

 Always consider ‘outcomes’ with service
Innovation

24.12.2013 Lernkartei Folie 31
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TEO4

A job map provides the structure needed to
ensure all customer needs are captured

Define Locate Prepare Confirm

= Plan = Gather = Set Up = Validate

= Select = Access = Organize = Prioritize

= Determine = Receive = Examine = Decide
Conclude Modify Monitor Execute

= Store » Update = Verify = Perform

= Finish = Adjust = Track = Transact

« Close = Maintain =« Check = Administer

24.12.2013
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TEO4

* ‘Innovation demands more than just the voice of the

customer’, Ulwick 2005
e What 3 issue plague the requirements gathering
processe
— lack of standard definitions
— Perctep’rion of company ability to obtain good customer
inpu

— Too much effort placed on how to capture data rather than
collecting the right information

= We need to ask questions that allow us to
learn about their business and how they
consume services (and use theequipment

24.12.2013 Lernkartei Folie 33
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Developing a outcome-driven TE04

questioning system

Better to ask, ‘what are you trying to achieve by using product/service x’ as
this is outcome-driven:

v" Minimize the kick that occurs when starting the saw
v" Minimize the likelihood that the blade guard will snag

For many jobs you will see 50-150 desired outcomes — this takes time and
effort

Cutting process

Start the saw Start the cut Complete
the cut

SawW
Maintain the saw Ensure safety
(ad hoc process) (continuous process) ‘

Formula: Application:
direction + measure + outcome desired Every step in the overall process

Plan the cut Ll

24.12.2013 Lernkartei Folie 34




SI
TEO4

e This is a simple calculation based on the
outcome driven statements of needs
— Opportunity = Importance + MAX(Importance-

Satisfaction, O
Importance and Satisfaction 0—10 score

24.12.2013
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Conventional

By market: O G, Power, Marine, Petrochem, Paper
etc

By region: EMEA, Asia, BRIC efc
By geography: Switzerland, Florida, Shanghai, etc

By equipment: Gas turbine, gas engine, HV motor,
etc

Fy gpera=ona| mode: peaking, two—shiving, base-
oa

By fuel type: electricity, coal, gas, etc — By OEM:
Slyemen?,/&BB, Als’ron?/, GE e’rc? Y

By Owner type: IPP, state owned, private etc

24.12.2013
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Outcome-driven

Lhe outcome-driven segmentation process allows us to
iscover:

 Unique opportunities in mature markets

. Demondinc}g customer segments that would be willing to
pay more for more elaborate solutions

« Segments that are unattractive and should not be
targeted

« Over—served segments that could be attractive for
disruptive innovation

« The best way to enter an existing segment as a new

player
« Segments that have high growth potential

24.12.2013 Lernkartei Folie 37
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Not Invented Here

If it is this obvious why do companies fail?

- They do not get the ‘right’ answer back
- The research may be buried
- Managers consider the results
threaten their jobs
- They made ‘wrong’ decisions in the
past
- There is a need to develop a new
competency
- Many companies just do not have
the know-how or experience T e e

3 Jamrnes 1. Wimoaki

24.12.2013 Lernkartei Folie 38
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6 important questions

1. Why does the message oven fail to “sell’ the
true value?

. What is needed for an effective messaging
strategy?@

. What message will be most eftective?

. Should the message be emotional or
functional?

. Can the sales force sell it from day 12
. What is the advantage of an outcome-

based brand?

O~ On N W N

24.12.2013
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TEOS

Quote

* “It is not the strongest of the species that
survive, nor the most intelligent, but the
ones most responsive to change.”

24.12.2013




Myth

SI
TEOS

Reason why it’s a myth

1: Innovation comes from
being creative...

Creativity = Ideas, but
Innovation = Ideas + Action (put them into practice)

2: Innovation is about
creating a hot new
product...

New products are swiftly copied and rarely enjoy sustained profits.
Virtually everything can be copied successfully. This has always been
the case and always will be, it is just getting easier every day

3: Senior executives should
stay away from geniuses at
work...

Leaders should work to build inspired and inspiring innovation
intent. Innovation teams then are free to develop within the
constraints set.

4: Financial analytics are
paramount...

The future cash-flow is only a guess based on today’s assumptions.
e What base-line should you measure from? / How accurate
are Sales in forecasting Order Intake for 12 months?

5: Seek reliable concepts to
ensure success in the
marketplace

Reliability often produces predictable, not compelling, experiences
This creates more of same, just slightly better.

It is important to improve existing products and services

It is really key to improve customer-outcomes

6: An innovation ‘stage-
gate’ process is vital...

24.12.2013

The stage-gate creates an allure of consistency and predictability. It
is slow and cumbersome and suited to some types of product

development.

Lernkartei Folie 42
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TEOS
[ ([ [
Doblin Model of innovation
1. Business model ML 5. Product performance INntel® Parntium® 4
: basic features, performance and functionality
how the enterprise makes money
il ft
2. Networking 6. Product system &ﬁul:&!
enterpnse’s structure/ extended system that surrounds an offering
value chain :
WAL*MART 7. Service amazon
how you service your customers

Finance  Process  Offering [T

Business Networking Enabling Core Product Product Service Channel Brand Customer
model process process performance system experiance
8. Channel
. how you connect your offerings
3. Enabling rOCess m to your customers
assembled capabilities
SIEEBEL. ‘9. Brand

it { how you express your offering's

4. Core process benefit to customers

propnetary processes that add value

@ GE Capital .

& Aviation Services 10. Customer experience
how you create an overall (L&
experience for customers

www.doblin.com
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Doblin Model of innovation TEOS

Adaptation

 Because business and the world have evolved over
time, the model was changed a bit. Finance and
processes now are combined as “Configuration”.
Also new is that “Service” is added to “Delivery”
and renamed to “Experience”. This shift was
necessary because it's all about customer
experience, what a customer wants.

Profit Structumn Process Product Product Customer
Model Performance | System Engagement
OFFERING
T ————

CONFIGURATION EXPERIENCE

24.12.2013 Lernkartei Folie 44
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TEOS
A Plartorti Busiesi Modul 5 o A
» Chesbrough’s (open Lrre——
services value chain is very ~ / cescas 2
different to that of Porter. ot | oo T T R
Porters traditional value | inancws | Opeuirs, | Oubowd | Cutomen
chain is about better [_looc) | sl |sevieDsbary|  SPolE
roducts, lower costs and Chesbrough
igher margins. The center
of activity of the Services
v0|ue chain IS ’rhe customer A Services Value Web
experience. T
* The value chain highlights: e e
— Inputs, outputs and the HI Customer \ >
process e T sy ooeurding
Offering Knowledge - Partners

i - Complementors

— Expects a two way |
relationship with customers \Egg:_:;g:ce/ s s
and suppliers \ o 7
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The service innovation process TE0S

(Ulwick

 High-level view

e Using outcome-based approach as this
leads to sustainable advantage

24.12.2013
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Defending
products with

service




High-level range of services for st

engineered products offered by o
many OEMs (Bain, 2010

r:;:;:;::;semm Modernization and life Upgrades Long term service
: extensions 8 SRRt

commitments)

Basic services Commissioning Inspections Spare parts

(Warranty backed)

24.12.2013 Lernkartei Folie 48




Which services did they use/not use when we
look at the specific upgrade? Are
there more we could use in the future?

Client Spare parts Spare
St B g | w0 b
stocking sories o party
Mainte- y Spare Remote
PO | Broak/Fix *ﬂg‘;‘g Inspection | parts for 3rd  monitoring/ arrip:i?y
repair party fixing P
Perform. Performance 3rd party
increase Updates Upgrades audit upgrades
Dimensioning Factory planning
: Interim Technical Facility
Rentals management operations management
On-site installations System integration
- Ak On-site Troubleshoot
Training center training/coaching workshops
Roland Berger (2012)
24.12.2013 Lernkartei

SI
TEO6

=
BASIS-
SERVICES:
Automatic
demand by
client

=

LIFECYCLE
SERVICES:
Demand to
be stimulated
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The service stair case

Business Models

General/daily maintenance
Risk mitigation

Operational & maintenance by dedicated
support OEM
Planned & unplanned
outages
Planned Suppori & Consulting
outages

(Optimization of costs and

* '

Purchase Order

24.12.2013 Lernkartei

SI

TEO6

3

Offer product

- Outcomes not
5 products

B |

[ er——
B Guaranteed

L

ke uptime

I 1

c Condition

o based

3 maintenance

a

» Offer product

'g & spares

1]

o

-

Increasing integration and depth of provision

"H
Operation &
Maintenance
Contracts

J

-\
Service

> Agreements

(LTSA)

-

Purchase
Orders

Folie 50



SI TEO/:
Changing the
business model




Business model innovation is st
something that can be managed,
structured into a process and used

Uncertainty Clarity/focus
| l

Research and Design business

. Implement business model
understanding model prototypes P

24.12.2013 Lernkartei
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Customer Segments

Customer Segments

For whom are we creating value?
Who are our most important customers?

- Their needs require a distinct offer

- They are reached thorough different channels

- They require different types of relationships

- They have different profit levels

- They are willing to pay for different aspects of the offer

24.12.2013 Lernkartei Folie 53
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TEQ/

Value propositions

Value Propositions .':;fi-';._-..Q

T | .
What value do we deliver to the customer? 5

Which one of our customer's problems are we helping to solve?
What bundles of products and services are we offering to each Customer Segment?
Which customer needs are we satisfying?

- What is the bundle of services (and goods) that are being provided
- What is the newness factor — does the market exist already?

- What is the impact on performance?

- What is the allowable level of customization?

- Does it help with ‘getting the job done’?

- Does the design help reinforce the brand?

- How does it work with pricing, cost and risk

- What is the accessibility, convenience and usability

24.12.2013 Lernkartei Folie b4
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Business Model Canvas TEO7

Channels

Channels

Ghrc:ugh which Channels do our Customer Segrnents\
want to be reached? ' S
How are we reaching them now? Services' in our language
How are our Channels integrated?

Which ones work best?

Which ones are most cost-efficient?

How are we integrating them with customer routines?

Channel types Channel phases

Sales force 1. Awareness 2. Evaluation 3. Purchase 4, Delivery 5. After sales
Web sales How do we raise |How do we help |What is the How do we How do we
Own stores | awareness of the | customers purchase process | deliver the value |provide post-

- services and evaluate the for specific proposition to purchase

7 Partner stores | goods? value offers? our customers? | customer

.-E Wholesaler proposition? support?

Agent

24.12.2013 Lernkartei Folie 55
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Business Model Canvas TEO7

Customer Relationships

What type of relationship does each of our Customer
Segments expect us to establish and maintain with them?
Which ones have we established?

How are they integrated with the rest of our business model?

ow costly are they?

- Number of examples
- Personal assistance
- Dedicated support
- Self-service and other more complex automated service
- Community or user groups
- Co-creation

24.12.2013 Lernkartei Folie 56
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Business Model Canvas TEO7

Revenue Streams

Revenue Streams
For what value are our customers really willing to pay? |

For what do they currently pay?
How are they currently paying?
How would they prefer to pay?

How much does each Revenue Stream contribute to overall revenues? I

Fixed pricing

Asset sale List Price Negotiation or bargaining
Usage fee Product feature Yield Management
Subscription Fees dependent Real-time-Market
Lending/Renting/Leasing Customer segment

Licensing dependent

Brokerage fees Volume dependent

Advertising

24.12.2013 Lernkartei Folie 57
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Business Model Canvas TEO7

Key resources

Kez Resources

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

—

- Categories of key resources Remember that the

Physical resources could be
- Intellectual o
anywhere within
- Human
) . the network
- Financial

24.12.2013 Lernkartei Folie 58




° |
Business Model Canvas TEO7

Key activities

Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?
Revenue streams?

- The key activities can categorized as
- Production
- Problem solving
- Platform/network

24.12.2013 Lernkartei
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TEQ/

Key partners

Key Partners

[ Who are our Key Partners?
Who are our key suppliers? .
Which Key Resources are we acquiring from partners?
| Which Key Activities do partners perform?

- How best to optimize and gain economies of scale?
- How best to reduce risk and uncertainty?

- How to quickly acquire additional resources and activities

24.12.2013

Lernkartei
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TEQ/

Cost structure

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

- What type of cost structure is best (it should fit with the culture)?
- Cost-driven
- Value-driven
- What cost structure does the organization have?
- Fixed costs and variable costs
- Are there economies of scale and scope?
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SI
TEO8

Tools, uses and limitations

Tool ______JUses ______________lmitatons ____________

surveys Simple feedback tool, cheap Often incomplete or poor returns
(web or paper)

Interviews One-on-one surveys with more in- Time consuming, selection of
depth input interviewees critical

Brainstorming Good to get feedback within clear Risk of group-think without clear

workshop guidelines moderation

Focus groups Good for getting more in depth Need to have good moderation to
feedback make sure it works

Kaizen journals Good for the service team to give Can be hard to review
instant/direct feedback

Post-service Collection of data on a particular Need to ensure that the feedback

feedback project from the customer form is sent to the ‘right’ person(s)

Direct observation Watch and learn with a customer Costly
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TEO8

some general guidelines

e The very minimum amount of data is 40 returns
— 40 surveys,40 focus groups, 40 interviews, etc

* |t may be a mix of some or all

* Quantity here is important to make the date
meaningful

— Over 200 returns would be better as this means there
is good data in each segment (and sub segment)

e Many people with ideas are unwilling to share
them

» Some great ideas come from problems
— Often on the edge rather than the ‘average’
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TEO8

« Everyone with a direct contact with the customer has
valuable feedback that can become valuable ideas for service
innovation

 Everyone who is involved in creating/delivering the
service/solution to the customer

* Your customers and your target segment(s)
 Your suppliers and ‘wantto-be’ suppliers

» The team must be trained, empowered, feel valued before they
will hand-over their ideas for service innovation

 Always give feedback to those who provided ideas
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What to collect and what not to TEOS

collect from customers

Collect Not collect or ignored

- Customer’s own process or the Customer requirements/

criteria they use to measure value specifications (often too vague)

- Intangibles that they value Solutions (it is good to collect a list

- Customer’s metrics of their problems!)

- Customer outcomes and their A list of needs (often too vague)

importance A list of benefits (often too vague)
- Customer satisfaction
- Processes they have to do but don’t

like to do
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Customers as a key stakeholder in idea generation -
they use the equipment for many years

- Many OEMs use indirect

sales channels P S 20 emerfopestaspe dare
- There are two customer [t Addional 100 ew unis per year
groups: the channel and {warrnty work |5 channel prtners Up to 100 mew cstomers per yeor
the owner/operator of e
the equipment S Installed base "
- Customer company names g; -
may not be sufficient % 0
- Behaviors vary from %‘E m Oiwnirﬁile'imi I I
location to location o .2 e

Years after inital introduction

The site, company, equipment data are key for service
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« Sales are not viewed as neutral by the
customer

Use a facilitator

» Sales will tend to focus on ‘teatures’ and price

This helps them close the next deal rather than
innovate

e Remember you have others who have
experience points with customers
— Their input may be more reliable than sales

— They may have a more contact points with the
customer
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1. Planning is key to know what to use and
when

. Visualize the content as much as possible

. Capture the big picture rather than the detail
. Visualize the relationships

. Collective assumptions

. Ensure that the language is shared by all

. Joint understanding

. Trigger ideas

O NO UL MNOWNDN
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Servitizatin continuum -a view of st
the customer’s supplier interface

This is a helpful model to understand the journey for transforming a manufacturing
business into a service organization — it also helps understand service-partnerships

Products and services
co-designed: total solutions
"-\

Customization of 4
products and servi
. .
— - Product + service
Interactions transactional with ' '

some peripheral services \ _

Design Manufacture Deliver Operate Support End of use

Suppliers

Customers

Increasing servitization

24.12.2013 Lernkartei Folie 71




Customized front-end organization st
with standardized back-end
(Chesbrough)

Flexible
front-end

Standardized
Internal processes back-end

10

External processes

- Standardization provides a bases for cost management (efficiency)

- Standardized processes provide economies of scale
- Standard customer experience for core business processes
- This is the way we are’ or 'the way we do things’

24.12.2013 Lernkartei Folie 72




How can Chesbrough’s model help s
with services to align service
provider and customer benefits?

- The ‘pick-and-mix’ front end allows customization for the customer
- Customization allows alignment of drivers
- This approach ensures ‘economies of scope’

- The scope is backed up with the customized back-end

- Additional scope can be added (internally or externally supplied)

Flexible
front-end
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Blueprint for Overnight Hotel Stay Service
; . Desk : Bill
Ph.ysmal . Hotel exterior Cart for bags Paperwork Elevators Cart for bags Delivery tray . Rooln:' Lobby
Evidence AdMebsite Parkin Employee L obb Hallways Employee Menu Food Fooc ‘Amenities Hotel exterior
9 dress Keyy Room dress appearance Bathroom Parking
ST Mak Give b Call Receive food Check
| . ake - ive bags to . . . ] all roomr eceive fo Check out
Actions reservation Arrive at hote bellperson Check in Go to room Receive bags service Signitip Eat Sleepishower and leave
% Line of Interaction A A A A
. Y X A Y
Onstage/ ! y
Visible Greet and Process Deliver bags Deliver food Process
Contact take bags registration s checkout
Employee A T A A
‘Actions . N
Line of Visibility
Backstage/ v
Invisible A4
Contact L i Take bags to Take food
reservation T - —
Employee for guest roore order
‘Actions
Line of Internal Interaction
Y k4
Support Reservation .| Registration Prepare fooc Registration
tem "l system system
Processes|| *°
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Creating the right
process for service
innovation
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* Product development tool

 For use in larger companies
* To review portfolios
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Stage gate system can grow and st

grow, this does not ‘jell’ well with
the service culture

- Often many forms to complete

- Much of the data unknown by
those filling in the system

- Set schedules for reviews

- Often very technical focused

- Often unable to capture the
service concept

Product development: months to years

Co-develop Deliver
solution solution

Customer need

Service innovation: days to weeks
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What outcomes do we need from S|

. TE10
an stage-gate like process to be

highly productive?

- Customer focused T U WNE

L

‘v-
3 MUST =

HAVE

- Heavy front-end homework before development
starts

- Spiral development-loops with users throughout
development

- Holistic and effective cross-functional teams
- Metrics, accountable teams, P&L reports for

continuous learning Gatt?s are
- Focus and portfolio management bus[n_ess
- Lean, saleable and adaptable stage-gate process decision

checkpoints
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e Incremental or sustaining
e Disruptive/Breakthrough or radical

 Innovation comes in different sizes
and from different ‘departments’
within and outside the business)

24.12.2013




SI
TET10

* It runs the risk of becoming a technology
development tool rather han an innovation
tool

o It fails to capture the small day-to-day
innovations that are created through
necessity in a service organization

o |t fails to capture all of the different types of
innovation taking place
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Simplistic overview of a service innovation process 1o

(adapted from Doblin showing the stage-gate
process as a key tool

The stage-gate

- Adds discipline to the innovation process

- Must be customized for your business

- Must not become a barrier for ideas

- Is not the only process/tool required for service innovation

/7N
/ Become | Set
better innovation

Deszimiani 1o ool
innovators strategy Idea screen Lite =g @ E

PLR

= s
] |dea case tesing, and
+ stage @ E.-i-i:_nuu-i
Design, AR
buld & Dicavey XPress &% im0 v
@S s:.!_.-:_u u::i:,:.;:lu Lewsch
Seen-setting Process control
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What is the real value of the stage- st
gate approach to service
innovation?

Anyone in the business
can enter an idea

We have an archive of We know where the ideas
ideas that we can share have come from
We know who has had We can quickly replicate
the ideas the new services
Management has We know where we have
oversight developed new services
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Stage-gate TET0
Lite and Xpress

- The process Lite and Xpress are more suited to service innovation

NexGen Stage-Gate is scalable
second screen  Gofodevelop  Go to fest G io launch

PLR
Stage-Gate»
{full process) Stage Stage Stage Stage Stage
- 1 2 3 4 5
SLOping Eu&iggss Development Testing Launch
|dea screen Go to develop Go to launch
FLR
Idea @ Stage Stage @ Sta
stage T e
g Stage-Gates 1and2 @ 3and 4 5
: XPress
Discovery Zcope and Development Launch
business and testing
Ccase
Decision to execute
PLR
slage
B

) »- 15:35 2 @ 34
Stage-GatesLite =i

Soope and Execute:
business development,

Case testing, and

launch

‘The seven principles of the latest Stage-Gate® method add up to a streamlined, new-product idea-to-launch process’, Robert
Cooper, 2006
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supporting new
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Customer contact points

Service | Outcomes | Customer |OEM _ Others ___
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« Outcome (direction + unit of measure +
outcome desired)
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Some ideas

 Supply of the service manual and the list of spares

» Qutsourcing (|icensing] of service commitments to a
local contractor — a solution where there is insufficient
Income to cover costs

e Provision of individual services on a transitional basis -
a traditional ‘aftermarket’ offering

e 'Pic-and-mix’ services on a transitional and annual
basis - a simple integrated solution

 Longerterm partnership created by aligning drivers -
sharing risks between the parties

* What plattorms could we create that would help
improve the service delivery, the relationships and raise

brand loyalty
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Some ideas &> Now the MEASUREMENT

» First review of the service concepts from the
owner/operator’s view point

» Initial review of the service offering using the
uncertainty classification

e Where are the service concepts on the service
continuum with each service concept?

» Have we been able to create some flexibility in the
delivery yet have common internal processes?

» $65,000 question... how do the service concepts
helﬁ us go to market with this new wave power
technology?
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non-OEM services,

equipment densities and
2nd tier OEMs

Not covered in class
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* Your installed base of equipment should be
viewed as your captive market

o It is impera%ve that there is a database
showing where all of ‘you’ equipment is
and who the final owners/operators are

 The data is there — it must be sought out
and converted into information today there
must be no excuses...
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Guest speaker
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24.12.2013 Lernkartei Folie 92




SI
TE13

24.12.2013 Lernkartei Folie 93




SI
TE13

24.12.2013 Lernkartei Folie 94




SI
TE13

24.12.2013 Lernkartei Folie 95




SI
TE13

24.12.2013 Lernkartei Folie 96




