
 

 

 

This report will delve into the power of leveraging real-time 
customer data to customize the service offerings and service 
delivery.  
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Report Highlights 

 

The top two 
challenges facing 
manufacturers are 
competition and 
customer demand 
for better service.  
 

 

Three-fourths of the 
Best-in-Class use 
customer feedback 
to measure service 
and employee 
performance. 
 

 

Customers pay for 
answers to complex 
questions, not 
compliance with the 
terms of an SLA. 
 

 

Manufacturers, 
through the use of 
analytics and asset 
performance data, 
have been able to 
perform highly in 
serviceable asset 
uptime. 
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The customer is king. Even for manufacturers, customer 
expectations are rapidly evolving, and service needs to deliver 
according to these changing dynamics. In order to adapt, 
manufacturers must tap into the wealth of insights gathered 
from customer interactions and machine performance data to 
provide customized service. As seen in Aberdeen Group’s report,  
State of Service Management in 2016: Empower the Data-Driven 
CSO (March 2016), a top goal for service executives in 2016 is 
improving the quality and relevance of data captured in order to 
improve the services and products offered to customers. The 
ability to deliver greater value to customers is not a nice to have 
in this era of the empowered customer, it’s a must have.  

Manufacturers are Not Immune to Changing Customer Needs 

Historically, manufacturers could expect service business from 
customers who purchased their equipment since the product 
and the service were often linked; service was often a throw-in 
attached to the product sale. This 1:1 relationship is no longer a 
foregone conclusion. As seen in Figure 1, competition and higher 
customer expectations concerning service is a concern even for 
manufacturers.  

  

 Related Research, 
“State of Service 
Management in 2016: 
Empower the Data-
Driven CSO” 

The ability to deliver 
greater value to 
customers is not a nice 
to have in this time of 
empowered customers, 
it’s a must have. 
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Figure 1: Top Pressures Facing Manufacturers in Regard to 
Excellence 

 

The days of attaching a service contract to an order and seeing 
the revenue roll in are over. Manufacturers, like service 
organizations more generally, need to earn every customer 
dollar. But as products and machines become more complex, 
creating new value for customers also becomes a challenge and 
requires manufacturers and service organizations alike to 
capture and use data to make better decisions and improve 
service.  

The Right Insights Lead to the Right Answers 

Data and insights are not synonymous. Too often, unfortunately, 
the two are considered to be the same. The Best-in-Class, 
through investment in technology and the right resources, have 
been able to turn data gleaned from assets, customers, and the 
field into actionable intelligence (Figure 2).   
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The State of Service 
Management Best-in-
Class Defined 

 
In our January and February 2016 
State of Service Management study, 
Aberdeen used three KPIs to 
distinguish the Best-in-Class (top 
20% of aggregate performers) from 
the Industry Average (middle 50%) 
and Laggards (bottom 30%), with 
the mean performance amongst 
the Best-in-Class being as follows: 

• 86% performance in SLA 
compliance 

• 89% performance in 
customer retention 

• 7% annual improvement in 
worker productivity  

 
NOTE – manufacturers are included 
in the Best-in-Class and All Others 
cohorts. For the purpose of the 
analysis, we wanted to also share 
the all MFG profile for comparison.  
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Definitions: 

The Internet of Things (IoT) refers to 
an environment where nearly every 
object, device, and consumer good is 
connected to corporate networks and 
/ or the public Internet. These “things” 
or smart objects can be individually 
identified, tracked, managed, and 
connected to various networks 
through a variety of methods (Wi-Fi, 
NFC, RFID, etc.). In the IoT-enabled 
business, everything is connected, 
creating new capabilities and 
increased data awareness. 

Figure 2: Connect to the Customer through Intelligence 

 

This intelligence has helped create an ecosystem connecting the 
asset and the customer to the service organization and the 
wealth of product information it possesses.  

 The Customer — Customers hold the key to the 
manufacturers success. Without them, there is no 
revenue stream or accretive equipment purchase. More 
and more, however, manufacturers are finding that 
equipment sales alone are not enough in a highly 
competitive and commoditized environment. Savvy 
manufacturers have begun to tap into the customer data 
they glean from the equipment sales and use such insight 
to create future service offerings, evaluate the 
performance of the service team, and identify gaps in 
functionality. Using this customer insight, in conjunction 
with benchmarking data, manufacturers can uncover 
new opportunities for growth and avoid risks to their 
business.  

 The Asset — Machines are smarter than ever before. The 
Internet of Things is changing the way manufacturers and 
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service organizations view their assets, the relationship 
with the customer, and the way in which service can be 
delivered. The Best-in-Class are more than twice as likely 
as manufacturers to fuel their service practice with real-
time insights into asset operating conditions, 
performance, and usage. This suggests that 
manufacturers are missing real opportunities to improve 
their service and provide measurable value to their 
customers.  

 The Service Organization — Connecting asset information 
and field service performance data helps both managers 
and the front line to support the customer in real time. 
The pace of service is accelerating while expectations 
increase. Meeting the changing demands of customers is 
impossible without visibility into how the machine is 
performing, knowing if the customer is available for a 
service visit, and ensuring that the scheduled technician 
has the skills or parts to fix a problem they may not have 
seen before. Having asset performance intelligence 
before a technician arrives on site, and making sure that 
technician is the right technician, is a game changer when 
it comes to solving customer problems quickly on the first 
visit.  

Do More than Just Avoid Downtime, Deliver Value to the 
Customer 

Meeting an SLA is table stakes in service. If the service team can’t 
adhere to certain wait-times or appointment windows, respond 
within the prescribed amount of time, or deliver minimal levels 

Meeting an SLA is 
table stakes in 

service. What sets the 
Best-in-Class apart is 

both exceeding 
performance in SLAs 

and hitting more 
customer-focused 

metrics, such as first-
time fix rate, which in 
turn play a major role 

in retention. 
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of uptime, then they are probably already out of business. The 
Best-in-Class set themselves apart from the rest by exceeding 
performance on SLAs while also hitting more customer-focused 
metrics such as first-time fix rate, which can have a significant 
impact on customer retention (Figure 3).  

Figure 3: Manufacturers Mirror the Best-in-Class Success 

 

What is interesting is that, as manufacturers have become more 
customer-focused and attentive, they are achieving Best-in-Class 
levels of performance in some very critical metrics. These 
manufacturers have been able to maximize the value of asset 
and machine performance data, turning it into exceptional 
service results.  

Summary Takeaways 

Future sustainability for manufacturers depends on delivering 
more than better products. As customer demands increase, 
innovative functionality and other “cool-factors” will wane in 
importance and offerings that are tougher to replicate, such as 
service excellence, will reign supreme. Top performing 
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organizations and manufacturers have begun the journey down 
this path through the utilization of asset, customer, and service 
data. To join them on this service journey, manufacturers should 
implement a few best practices: 

 Ensure that the field team can reach the right answer 
faster with insight into asset performance data.  

 Turn real-time tracking of asset performance into 
proactive service, which can trigger service before failure 
or downtime occurs.  

 Give customers insight into performance gaps and 
opportunities for greater efficiency in order to build 
lifelong partnerships. 

Resolution and uptime are dependent on turning performance 
insights into solutions for complex problems, either back in the 
design room before they occur or in the field and manufacturing 
floor after they occur.  

 

For more information on this or other research topics, please visit www.aberdeen.com. 

Related Research 
Field Service 2016: Strengthen the Team, Bond with 
Your Customers; June 2016 
Techs Drive Value, Service Excellence Delivers 
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State of Service Management in 2016: Empower the 
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First-time Fix: Revisit a Metric Driving Success; 
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About Aberdeen Group 

Since 1988, Aberdeen Group has published research that helps businesses worldwide improve their performance. 
Our analysts derive fact-based, vendor-agnostic insights from a proprietary analytical framework, which identifies 
Best-in-Class organizations from primary research conducted with industry practitioners. The resulting research 
content is used by hundreds of thousands of business professionals to drive smarter decision-making and improve 
business strategy. Aberdeen Group is headquartered in Waltham, MA.  

This document is the result of primary research performed by Aberdeen Group and represents the best analysis 
available at the time of publication. Unless otherwise noted, the entire contents of this publication are copyrighted 
by Aberdeen Group and may not be reproduced, distributed, archived, or transmitted in any form or by any means 
without prior written consent by Aberdeen Group.  
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