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Industrialization of After Sales Services

Prices and Contracts
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Industrialisering av tjanster

Per Olof Brehmer, Assisterande Professor,
chef LinkOping School of Management
(EKI)

Christer Lofgren, Produkt Manager Service

Market, BT Europe mtc




Industrialization means integration

Industrialization of after sales services mean that
the company integrates several dimensions as
discussed in the project:

Service processes

Service modularization

Customer understanding

Prizing

Balancing central and local dimensions in
development and offering

Technology to support the service process
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What after sales services are offered?

1  Operational services

Telia

Sonera

Metso

Minerals

Electrolux
Laundry
Systems

Volvo
Bus

ITT

Flygt

Saab
Aero-

systems

BT

Linde
Gas/
AGA

Maintenance @ @ @ @ @ @ @ @
Training @ @ @ @ Partly @ @
Upgrade @ @ @ @ @ @ @ @
Renovate @ (@) @ @ @ @

Operate the products @ (@) @ @

2  Business consultancy services

From investment to operations costs

Advice on business plans, installations @ @ @ @ @ @ @
Design and provide the setup @ @ @ @ @ (@) @ @
Maintenance program design @ @ @ @ @ @ @
Operations advices @ @ @ @ @ @ @ @

2 Financial services

Operations

Design and integrate HW, SW and
services to customer solutions

4  System integration

Linkdping University
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Influence - Central vs. Local &
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A Model for Industrialization

Central Concepts
= Design
= Bundling strategy
= Service levels
= Pricing

Global Processes
Central = Platforms for development
Concepts = Platforms for service delivery
= Co-operation with customer

Global Processes

Internal Capabilities
= Internal capabilities and priorities

= Partner support
Internal Customer PP

Capabilities Priorities Customer Priorities

= Understanding customer
processes

= Trade-offs made
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INSTITUTE OF TECHNOLOGY



Financing - A example of largely

Industrialized services

Central
Concepts

Global Processes

Internal Customer
Capabilities Priorities

Central concepts
— Prizing
— Standardized content

Global processes

— The same processes independent
of location

Capabilities
— Knowing in which aspects to relay
on partners

Customer priorities

— Moving Expenses from Capital
(CapEx) to Operational (OpEXx)

Linkdping University
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Maintenance and service
— A potential area to industrialize

Central concepts
Fixed prices

A content similar and depending
mainly on product and customer,
not on location

Global processes

Standardized processes as far as
possible

Relay thinking between back-office
and service personell

Capabilities
Knowing in which aspects to relay

on partners but always based on
the same concept and processes

Customer priorities

Smooth operations _
and ﬂeXIblllty Linkdping University
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Kostnadseffektivitet

Christian Kowalkowski, Doktorand, LinkOpings
Universitet

Peter Stahl, ITT Flygt

Jorgen Pilemalm, Operations Devevelopment, Saab
Aerotech, Aircraft Services Division
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Cost Efficient Operations are Ciritical

Profitability comes from spare parts and
contracts, not goods

Improvement potential for services

The number of contract forms and the
service scope vary a lot

Obstacles are related to both the industry
and the individual companies
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Service Productivity Aspects

High productivity

Internal (cost)
efficiency

Pt Capacity efficiency

Low productivityQ

External (revenue) effectiveness
Kalla: Ojasalo (1999) Conceptualizing Productivity in Services

AL

Linkdping University

TTTTTTTTTTTTTTTTTTTTT



Vardeskapande

Daniel Kindstrom, Tekn Dr, LinkGpings
Universitet

Michael Wallén, Vice President Service, WPC
- Metso Minerals

Bo Wallmark, Director Volvo Bus Services
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Some guiding questions...

How can companies increase their competitive
advantage through value creating services and
offerings?

Can companies create value by themselves or
are other actors necessary (including
customers)?

What are the challenges connected to the
development and deployment of after sales
services?

plus more. AL
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VALUE =

e

Quality x

Cost x Lead time

v
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TwoO service processes

A: Strategic demands

B: Operational demands
C: User/Customer
demands

I: ldea
Identification

[I: Design of
Service/M-B-T
Analysis

|

Service
Available

2: producing

1:Selling/
Providing

Customer
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3: Pricing

Service
> Development

Service
> Deployment

Linkdping University
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Some concluding remarks

Standardization and customization.
Continuous development.
Two service processes:

Service development

Service deployment

Interaction with, and understanding of, customers is key.

Not just products and services anymore...
...complete offerings.
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Kundens roll |
serviceerbjudandet

Jan Agri, SVID
Lars- Olof Holm, TeliaSonera

Thomas Fuchs, Marketing & Sales —
Services, AGA Gas

|||||||||||||||||||||



Design som metod

Observera och forsta Visualisera och forfina Utforma
maojligheter
Manniskor / Produkter

Utvalda
Utgangs-

Affaren — | punkter

— Tjanster

forslag

\

Teknik Miljoer
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Modellen for kunddriven
tjansteutveckling




Design processen

Observera och forsta Visualisera och forfina Utforma
i mojligheter
Kunderna Zv /vProdukter

Utvalda

Utgangs-
punkter

— Tjanster

forslag

\

Miljoer




Eftermarknaden som drivande faktor for
pl’OdU ktframtag ni NQJ (produkt och tjanst i symbios)

Hur och pa vilket satt kan eftermarknaden stddja och
paverka foretags produktframtagning?

Tre perspektiv;

A) Utifran ett affarsutvecklade perspektiv identifiera
krav fran eftermarknaden.

B) Utifran ett organisatoriskt perspektiv balansera
eftermarknadens krav pa produktutveckling.

C) Utifran ett.natverksperspektiv identifiera partners
Involvering | produktframtagning.
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FOorutsattningar

Projektstart - idag

Diskussion forvantningar och prioriteringar i respektive
partnerforetag (april-juni 06)

FOrsta projektmote september 06
Finansiering VINNOVA samt partnerfoéretag (tid, pengar)
Projektavslutning 2009
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