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About Field Service News: 

Field Service News is the leading global publication dedicated to the field service industry, delivering key information and analysis 

on all of the key trends impacting upon the delivery of service in the field. 

With an unparrelleled collection of industry leading columnists providing their insight, Field Service News is acknowledged globally 

as being the key resoruce for Field Service Professionals - enabling them to stay up to date with all of the latest developments within 

their sector and helping them stay ahead of the curve in delivering service excellence. 

Our website fieldservicenews.com is the heartbeat of our brand with news and features being delivered on a daily basis alongside 

a comprehensive directory of solution providers and an ever growing library of resrouces including webinars, , white papers and 

videos. 

“Field Service News is a perfect conudiut for 
companies seeking to engage with Field Service 
Professionals across a mix of media...”

Every two months we also publish a high end magazine both in print and in downloadable format featuring exclusive, unpublished 

content giving our subscribers access to key features & interviews before they are made available to the public and each issue of the 

magazine and our annual publication ‘The Handy Little Book for Field Service Managers” has distribution at all the key industry events 

globally. 

Field Service News is a perfect conudiut for companies seeking to engage with Field Service Professionals across a mix of media and 

across the next few pages you will find information on the platforms and services we offer to allow you to align your brand to this 

industry leading publication... 
Sof tware  | Apps  | Hardware  | F lee t  Opera t ions  | Log i s t i c s  | Techno logy  | Management  | Resour ces
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Users: 12.8K/Month 
Page views: 17.9K/Month
AD impressions: 47K/month
Avg AD CTR: 0.17%  

Circulation: 9.2K
ED/AD Ratio: 70%
Additional Distribution includes: Field Service Europe, Field Service USA, Field Service Medical, Field Service Summit, Field Service Forum, Field Service Management Expo, 
AfterMarket Conference, Field Service Middle East, Field Service Asia, Spare Parts Conference, Spare Parts Conference UK, Service Community, Service Symposium

Database: 25K + 
Max 3 emails per week
AVG Open Rate: 12.8%
AVG CTR: 2.8% 

C-Level/Global Management : 19%
Director/Division Head/National Manager Level: 31%
Manager/Co-ordinator level: 50%

Twitter: 1.8K 
LinkedIn: 7.8K

North America: 39% | UK: 21% | Northern Europe: 15% | Western Europe: 8%  
Asia 8% |Australiasia 4% | Africa 3% | South America 2%

Audience snapshot: 
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Brand building solutions: 

Whether it is building fresh awareness of a new 

brand or reinforcing an already existing brand the 

fact remains that building brand recall and recollection 

can be a costly excercise. However, it is also an absolutely 

critical element of any succesful marketing campaign. 

A strong and recognisable brand covneys an image of 

strength, reliability and quality and in the business to 

business world where sales cycles can be up to three 

years long it also importantly keeps your business visible 

within the market. 

Yet mass advertising is not only costly but also wasteful if 

placed in the wrong place. 

Field Service News has been developed since conception 

to be a highly targetted publication catering to a focussed 

target demographic of business leaders, operations and 

senior IT professionals (i.e. the core members of most 

field service decision making units) in order to help 

avoid such wastage and to allow our advertisers to reach 

maximum value and helping them build brand recall and 

recollection an audience relevant to their product set. 

Field Service News has established a well deserved reputation for delivering industry leading content and proudly sits 

right at the heart of the global field service industry with additional distribution at all of the key industry events across the 

globe. 

Whether it be through print or online, if you are targetting field service companies then there simply is no better platform 

than Field Service News for you to build confidence and awareness in your brand with an audience that matters. 

Thought leadership or display?

Some of our regular guest columnists include:
Depending on your marketing strategy you may want 

to opt for traditional display advertising or if you are 

looking to showcase the expertise within your team 

then a thought leadership approach may be more 

suitable. 

Through our ‘Expert View’ and ‘Native Advertising’ 

formats your contributor can be placed on the same 

par as our numerous guest columnists allowing you to 

generate further kudos and respectability for your key 

personel and your brand. 

• Aly Pinder, CSO, Service Council

• Bill Pollock, Principal Analyst Strategies for GrowthSM

• Nick Frank, Principal Consultant, Si2 Partners

• Prof. Tim Baines, Aston University 

• Prof Andy Neely, Cambridge Service Alliance

• Jonathan Massoud, Lead Analyst & FS Director, WBR

• Jan Van Veen, Founder, moreMomentum

A holistic approach to marketing...

Whilst some publishers may have bought into the ‘print-is-dead’ myth we 

would politely disagree and point to the growing number of publishing gurus 

who believe print remains a key tool in the advertisers armoury. 

In fact, it is our belief that the best campaigns sit across as many different 

channels as possible and we endeavour to facilitate that in all of our marketing 

services and will work with you to build a plan that pushes your budget as 

far as possible to deliver the best possible share of voice across our varying 

channels. 

In addition to this, we have built deep, long-standing relationships with the 

key providers of conferences and exhibitions within the field service industry 

and we will work with you to ensure the publishing based aspects of your 2018 

marketing campaign are structured to compliment, enhance and amplify any 

event activity you have invested in. 
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The Expert View: 

Competition amongst solution providers in the field service sector is fierce. In addition to this, our sector is one that is 

not only complex but also evolving at breakneck speed. Also consider that the average lifespan of a FSM solution is 

between 3 and 7 years and the sales cycle is generally around 18 months and it becomes apparent that not only do you 

need to make sure your brand stays front of mind amongst the key decision makers, but also that you are consistently 

recognised as an organisation that understands the challenges field service organisations face. 

In short, you need to make sure that the insight, experience and knowledge that your key personel have at their disposal is 

continuoulsy on show. 

This is why Field Service News developed our Expert View series. This is your opportunity to position your key 

spokespeople as true industry leaders, in a format shared with our highly respected associate columnists including 

globally recognised industry gurus such as Bill Pollock (strategies for GrowthSM), Aly Pinder (Service Council), and Hilebrand 

Rustema (Noventum). 

With options across one or two pages your expert view will appear in an identical format as the regular columnists of our 

industry heavyweights, adding gravitas and weight to your contirbutor’s feature. 

Each expert view includes: 

• One or two page feature published in print and then replicated online. 

• By lined by your contributor with logo and headshot of contributor. 

• Online features get between 1,000 and 2,000 online views. 

• Online feature promoted across all of our social media channels 

• Set layout consistent with FSN expert view template. 

One page Expert View: £4,200.00
Two page Expert View: £6,300.00

p37

Expert View: Kevin McNally, Tesseract

Tesseract’s  Sales Director Kevin McNally , with over 15 year’s experience in the 

industry, explores the key elements  with Kris Oldland Editor-in-Chief of Field 

Service News 

 

Five Fundamental Elements to 
expect in a FSM solution – and 
how to get the best from them.

Field Service Management technology has become essential to service 

delivery excellence. Service excellence is no longer a USP but a baseline 

requirement. However, whilst technologies such as IoT and Augmented 

Reality are grabbing the headlines their potential is greatly diminished unless 

you have a fundamental layer of technology in place already. This article 

explores what to expect from a FSM system and offers best-practice tips to 

help you get the most from your investment.

 

Contract Management: 
“The starting piece for everything is the contract and the control of the 
contract. Without that in place it is very difficult to bring everything else on 
top of that.”  Kevin McNally, Tesseract.
 

Contract management is often viewed as the starting point of almost 

everything within field service management operations. Without a view 

of your service contracts you cannot have to hand the answers for critical 

questions such as:

 

• What is the SLA on any given contract?

• Is a client under warranty or do they have an enhanced level of service 

contract?

• Does a contract include spare parts and/or consumables?

• Is the service contract due for renewal?

 

You could be at risk of potentially not meeting your client’s expectations 

and so putting the potential of renewing or upselling service to that client in 

danger in the future – or on the other side of the coin, you could be giving 

valuable service away for free.

 

From the point of view of understanding the assets and also the entitlement 

that the customer is due as we go through a process of raising a service call or 

indeed, raising a sales order, we need to fundamentally understand what we 

should be doing with the entitlement for each specific client. 

 

Scheduling:  
Optimised Scheduling in our world tends to be more geared to the planned 
maintenance aspects of service calls – i.e. for those companies who are 
looking to do things in advance and are looking for the best possible route 
to achieve this – Kevin McNally, Tesseract
 

Scheduling comes in a number of different guises and the various different 

names given to types of scheduling options can be a somewhat confusing but 

broadly scheduling will come in three flavours: 

 

Assisted Scheduling:
Assisted Schedulers are essentially a manual tool, that as the name denotes 

offer a layer of assistance to the dispatcher making their job that little bit 

easier and thus increasing efficiency.

Optimised Scheduling:
With an optimised scheduling tool most of the work is done by the system. 

It will search through the scheduled service jobs and the available engineers 

and pull together an optimised work schedule for the day taking into account 

things like travel times and distances, priority jobs and field engineer skillsets 

etc. However, when things fall outside of established parameters, it is down 

to the dispatcher to make necessary adjustments to the schedule to make 

sure SLAs are met etc.

Dynamic Scheduling:
Dynamic scheduling is a further evolution of optimised scheduling that draws 

in data from mobile applications and telematics data etc to continuously 

revise the schedule throughout the day, reacting to situations such as a 

delayed engineer and reallocating jobs to ensure that the days schedule is 

continuously optimised. 

Ultimately, when it comes to scheduling, it really is a case of horses for 

courses and establishing what is the best fit for your organisation. Whilst not 

all companies will see a need for a dynamic scheduler, all but the smallest of 

organisations can benefit from at least some form of optimisation within their 

scheduling solution and the efficiencies that can be delivered are significant 

so it is an area of your FSM solution that you should get to understand and 

know fully.  

 

Mobile tools and communications: 
It is fair to say that the biggest revolution in field service has come from the 

rapid explosion in mobile computing power. 

Today’s smartphones are capable of greater computing tasks than even 

the laptops of just a few years back. For the field service organisation this 

is fantastic as it puts information at the field service engineers finger tips, 

empowers them to spend far more time on maintenance and repair and 

far less on activities such as paper work and enables them to deliver a far 

more effective and impressive service 

experience for the customer.

 

The real key to a FSM solution is the ability 

to keep a number of differing business 

units all on the same page at once, and the 

mobile aspect is the key to ensuring the 

field service engineers – perhaps the most 

vital cog in the service operation wheel, 

are kept up to date (and are keeping 

their colleagues updated about their own 

progress) whilst working remotely. 

 

For the field service engineer, his FSM app 

is perhaps now the most important tool in 

his belt, but if it is cumbersome to use its 

benefits may well be underused and much 

of its true value lost. 

Therefore, for those seeking a new FSM 

solution the mobile app is a key area for 

scrutiny. If you are already working with 

an FSM system it is worth considering 

getting some feedback on this aspect of 

the mobile app from your engineers and 

taking this back to your FSM provider – a 

good systems partner will always value 

such feedback and often if there are areas 

where you feel the solution can be improved, these will likely be felt by other 

companies using the same solution, so such changes may well surface in the 

not too distant future in a new update.

 

Parts & Inventory Management: 
Part’s Management is a real fundamental piece of the puzzle that is 
overlooked by many companies – Kevin McNally, Tesseract
 

Parts and Inventory management is perhaps an area that in the past has not 

received the focus and attention that it requires. It has often been the mantra 

of field service organisations that they are aiming to the get the right engineer 

to the right job, at the right time. 

But that all becomes moot if the right engineer doesn’t have the right parts to 

hand as well. Consistently at industry conferences parts management remains 

a hot button and a common pain point. 

 

“The starting piece for everything 
is the contract and the control 
of the contract. Without that in 
place it is very difficult to bring 
everything else on top of that.”   
    - Kevin McNally, Tesseract.

p36
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The outlook for the growth of the field service 

market is hugely positive, with predictions 

noting the field service industry will nearly triple in 

size to $5.11 billion by 2020. 

Following on from my previous articles in Field 

Service News, several modern technologies are 

playing a major role in driving that exponential 

growth, including the Internet of Things (IoT) and 

augmented reality (AR) solutions. Another trend 

– or rather an overarching one that IoT and AR 

innovations both tie into – is the rising importance 

of video. 

In addition to AR, as well as artificial intelligence 

(AI) and virtual reality (VR), new tools are 

emerging that make it possible to more directly 

involve service technicians, specialists and experts 

in field service operations, even if they are not on 

site. 

Any provider of field services understands the 

frustration of having to comprehend a complex 

problem without a proper visual perspective of 

the issue at hand. With a verbal description (and 

perhaps an attempt to recreate strange sounds 

emanating from a malfunctioning device), a 

service technician is expected to diagnose the 

problem and magically offer tips on how to repair 

it. 

When information cannot be transferred and 

made accessible to field service technicians 

on-the-go, this limits their ability to offer first-

time fixes. With the rapidly increasing pace our 

lifestyles, consumption habits and mindsets, this 

is an issue because we are expected to be quicker, 

connected and digitalized. 

The consequence is dissatisfied customers 

who face lost revenue due to extended system 

downtime.

Video assistance uses the tools available – like 

mobile devices – to provide images of devices 

in need of repair or even virtual spaces where 

service technicians can congregate to solve an 

issue. Companies can minimize errors, increase 

efficiency and speed up field services by, for 

example, uploading instructional videos and 

manuals and checklists for facilitating repairs. 

Field service technicians can refer to these guides 

if they are unable to solve a problem on their 

own. This is a real help for service technicians 

who might be less familiar at repairing unique 

problems. 

In addition to the growing complexity of service 

offerings, the aging workforce is one of the top 

challenges within the field service industry, 

according to the Aberdeen Group. 

As this highly skilled workforce approaches 

retirement age, service managers are now faced 

with the risk of losing a vast source of knowledge 

that will be difficult, if not impossible, to replace. 

That is because these service technicians have 

not only gone through years of training but have 

also acquired immeasurable experience on the 

job – and this is experience that can often only be 

amassed firsthand and on site with clients. 

Modern video tools would make it possible for 

seasoned service technicians to play an active role 

in the company while also determining their own 

schedules. This would ensure that their valuable 

expertise and know-how is available to a new and 

novice pool of service technicians.

Moving towards video is relatively simple and 

cost-effective to apply, and promises increased 

customer satisfaction, higher revenues, lower 

costs and overall maximized efficiency. Given 

video’s integral role in our day-to day activities 

(YouTube, Skype, Snapchat, Facebook Live and 

other media), it is surprising that more companies 

offering field services have not yet integrated 

video technology into their business models. 

Surely a tool as ubiquitous as video – connecting 

people, providing access to endless information 

and entertainment – is a vital tool for providing 

more effective service.

Video-connected field service technicians have 

access to a vast wealth of information, which could 

help them find answers to complex questions or 

seek out expert advice from colleagues. 

These tools also facilitate communication and 

collaboration across the entire company, which 

means field service technicians have access to 

real-time updates. 

Having explored some of the ground breaking new tools being used in field 

service including crowd service and Augmented Reality in his recent articles,  

Manuel Grenacher, CEO Coresystems now explores how video assistance can be 

used to great effect in improving field service delivery... 

How to Make Video Part of Your 
Field Service Success

Expert View: Manuel Grenacher, Coresystems

p57

Expert View: Mark Homer, ServiceMax from GE Digital

Field Service Management and Asset Performance Management are essential

for creating business intelligence writes Mark Homer, VP Global Customer 

Transformation, ServiceMax, a GE Digital Company...

Humans Need a Digital Twin 
to Hit Goal of Zero Unplanned 
Downtime

We often hear the phrase, ‘you cannot 

account for human error’ but that seems 

illogical in today’s connected world. We have the 

technology to not just account for human error 

but to eradicate it. 

The internet of things with the proliferation of 

affordable and reliable sensors is changing the 

way in which we can view, manage, service and 

support technology, processes and any physical 

object. By mirroring a process, product or service 

into a virtual world, we can create environments 

in which machines can automatically analyse 

performance, warn of impending issues, identify 

existing or potential errors and even suggest part 

upgrades or changes to procedures to make them 

more efficient.

This is the digital twin idea. As a concept, it’s been 

around for a while (NASA used it on early space 

missions) but the emergence of IoT has made 

it a commercial reality. Digital twin eliminates 

guesswork from determining the best course of 

action to service critical physical assets, from 

engines to power turbines. 

Easy access to this combination of deep 

knowledge and intelligence about your assets 

paves the road to wider optimisation and business 

transformation.

Digital twin technology spans across all industries 

where the value is in assets and more generally 

complex systems. Its ability to deliver early 

warnings, predictions, and optimisation is fairly 

universal. In time, I think we’ll see the concept of a 

digital twin to be applied to human beings as well, 

playing a significant role in healthcare.

However just mirroring is not enough. If the aim 

is to achieve zero downtime or at the very least, 

overall insight into on-going product and process 

performance, the digital twin has to be analysed 

and that analysis has to feed other functions. 

What the digital twin produces, when bundling 

data with intelligence, is a view of each asset’s 

history and its potential future performance. 

This continuum of information leads to early 

warnings, predictions, ideas for optimisation, 

and most importantly a plan of action to keep 

assets in service longer will, sending commands to 

machines in response to those forecasts. 

In other words, if you close the loop, with data and 

predictions, you can act directly on the asset itself. 

That’s where Asset Performance Management and 

Field Service Management are changing the way 

service operations run.

By combining APM with FSM tools, the digital 

twin idea is transformed into an intelligent 

agent. Businesses have, for the first time, a 

complete suite of intelligence at their fingertips, 

to understand potential equipment issues, and 

pre-empt them or act upon them quickly and 

efficiently with the correct tools and parts, should 

machinery need fixing.

This means field service is managed more 

efficiently, reducing costs and ensuring minimum 

downtime as engineers attend jobs with a full 

understanding of the problem, the right parts to 

hand and a complete knowledge of how to fix it. 

This is the shift from an often blind and reactive 

approach to fixing broken products and services 

to a predictive model that should eliminate waste, 

reduce costs, downtime and importantly human 

error. 

The digital twin idea has additional benefits too, 

as it can use historical data and current data to 

provide a complete picture of a particular asset, 

its past performance, what it should be achieving 

now and its likely end of life date, when it would 

be predicted to be less efficient. 

This sort of knowledge is gold dust for product 

designers and manufacturers as it can feed back 

accurately, which parts work well and where 

machines would need improving or upgrading.

Combined with the knowledge of field service 

professionals this makes for a powerful tool for 

upselling products and services to customers. 

Any new ideas or enhancements can be fully 

supported with data analysis and perhaps even 

simulations to illustrate how new parts and 

functions would improve performance. 

It offers justification and also accountability 

and should cut through irrelevant or unsuitable 

product or service ideas.

 It’s transforming service at the edge by bringing 

together all the facets that make businesses and 

machines tick - and goes a long way to creating a 

world of zero unplanned downtime.

p40



Field Service News Media Pack 2016 6

FIELDSERVICENEWS

Native Advertising: 

Whilst our Expert View platform is a perfect option for building up your key personel as industry leaders and 

respected experts in the field, we appreciate that sometimes you really want your content to truly jump off the 

page and take centre stage. 

To help you achieve this we also offer a Native Advertising options to help your feature truly stand out from the crowd. 

Our Native Advertising platform builds upon the standard Expert View by offering additional space and a more visually 

engaging format - plus they are limited to a maximum of three featues per issue, meaning that you will take a dominant 

share of voice amongst our sponsors. 

Each Native Advertising feature includes: 

• Two to four page feature published in print and then replicated online. 

• By lined by your contributor with logo and headshot of contributor. 

• Online features get between 1,500and 2,500 online views. 

• Online feature promoted across our social media channels 

• Layout designed by FSN but will be unique to your feature and will use dedicated artwork based on the feature  

 content. 

Two page (max 800 words) - £7,560.00
Three page (max 1,500 words) - £10,260.00
Four pages (max 2,000 words) – £12,250.00

p36 p37

Using data and 
technology to 
tackle emissions 
and reduce waste 
in field service

Simply type the word emissions into Google news, and it’s clear that the 

issue of what’s coming out of our exhausts has never been so high on the 

agenda. Obviously, this has a tremendous impact on those who move items 

and parts around the country daily. 

Recent news about the number of vehicle fleets looking at shifting the 

proportions of their alternative fuel vehicles is just the tip of this iceberg. 

However, the use of technology and big data has allowed field service to 

lower emissions and reduce the environmental impact of their, and others’, 

businesses, beyond simply looking at the fuel sources of their engines.

 

Operating in the sector that we do, of course we are all aware of the simple 

fact that moving goods from A to B creates emissions, and the vehicles used in 

large supply chains are often among the worst polluters. Heavy good vehicles 

and vans produce, on average 7% of the UK’s overall carbon emissions. 

With that being said, the investment in technology and the better use of data 

has allowed us to find cost and resource effective ways to send replacements. 

The world is becoming ever more reliant on technological automation, 

especially given Gartner’s recent prediction that 8.7 billion Internet of 

Things (IoT) devices will be installed by the end of this year. These connected 

devices and the data they produce are allowing business to pin point areas of 

improvement.

 

The industry’s environmental role goes well beyond head office commitments 

to carbon offsetting. 

Our products, such as virtual warehouses, use data so that wherever your 

parts are, they can be accessed and moved to the right place. For example, in 

a busy field service supply chain, there will always be a significant amount of 

stock out in the field. 

This might include good stock that an engineer has just picked up or it might 

also include returns which have just been taken off a customer site. This data 

tells you precisely what stock you have in the field and where it is. Clever 

stock systems, big data and tracking allow a logistics manager to raise an 

order, reroute and group together items, ultimately reducing congestion and 

reducing carbon emissions.

 

Away from cities, deliveries still require large vehicles, so to cut down on 

emissions, many are looking to instead limit their mileage. One approach 

involves investigating downtime data. For example, when replacing parts 

for a client, we spotted that typically, within a week of part A breaking and a 

replacement being issued, part B would also fail. 

This allows us to be able to get our engineers to replace part A and part B 

simultaneously, which cuts down transport times, and ultimately reducing 

congestion due to fewer vehicles on the road. 

ByBox has integrated technology and data to every part of its products, with 

Smart Boxes, our mobile applications, the use of our Thinventory™ platform 

and Stockonnect which has systematically allowed us to connect devices 

into our field services. With continuous changes like these occurring and 

influencing how we live our lives, there is a real demand on supply chains 

to ensure that when products or parts wear out or fail, they can be fixed or 

replaced quickly.

 

Of course, not all of these technological solutions will work for every business. 

Some face a lack of 24/7 access to their facilities, or have to factor in travel to 

remote locations. ByBox is lucky: point to point delivery is part of the DNA of 

the business, so we move the data, not the part. 

However, by looking at the big picture and considering the influences of 

increasing automation on a number of different industries, it is clear that 

the field services sector has a bright and fascinating role to play in keeping 

businesses and devices running both effectively and environmentally.

Claudine Mosseri, General Manager, ByBox explains how the use 

of technology and Big Data has allowed field service to lower 

emissions and reduce environmental impact...

p22 p23
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Free to 
Fee
Alex Alexander, founder of Alexander Consulting discusses 

one of the most important yet challenging transitions field 

service companies must make...

Transitioning from free to fee has a nice ring to it, but how in the world do you do it without alienating your 

customers, de-motivating your sales force, and creating havoc in your organization? What is the correct strategy 

for your organization to start getting paid for the services you have been giving away? 

By reading this article you will learn that your task is more difficult compared to those who have little history providing 

services because you have trained your customers and your salespeople that services are free, and since they are free 

they can’t be worth much! You’ll discover the need to be prepared for the inevitable pushback to this change and what 

you must do to be ready to deal with it. You’ll learn the five strategies for making this transition from free to fee and 

which strategy is most viable in most situations. 

NOTE: Many readers of Field Service News have already made this difficult but vital transition. If that describes you 

and you are short of time, move on. However, this is also a chance to help your field service colleagues learn from your 

experiences. If you have lessons learned or tips to ease the pain, please pass them on by commenting.

The Five Strategies in Transitioning from Free to Fee

Strategy One: Don’t Do It!  
Just kidding. But when you realize all the potential grief you may get for leading this change, you may wish you hadn’t 

started. More seriously, unless you are willing to rigorously do the steps outlined a little later, you may want to wait.

Ponder Point:  If it is worth doing, it takes effort—lots of effort.

If there is any question at all in moving from free to fee, I suggest that you do a quick readiness review that looks at 

your customer issues, competitive position, internal capabilities, and executive priorities. There is no sense attempting 

this transition unless there is enough rational reason and emotional impetus to justify this effort.
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The only truly global presence in field service

Field Service News was launched with a concious decision to focus solely on 

publishing and to do make sure we do just that one thing, but to make sure 

we do it brilliantly. 

And to be frank we do. 

At the same time we’ve identified a selction of key event partners who 

share a similar ethos and we let them get on with putting together excellent 

conferences. 

This approach has allowed us to genuinely foster close symobiotic relationships 

with all of our event partners to the point where we now work closely with them 

not only collobarating to help shape their conferences, but also to ensure that 

the trends we report upon every single day, are being addressed within the live 

environment as well. 

Such collaboration also allows us to work together side by side to ensure our 

mutual clients are getting the very most from their investment in both our 

publication and their events. 

It may be a simple as joining up the dots to ensure your ‘Expert View’ column 

which is appearing in an issue of Field Service News that is being distributed at a 

conference ties in with your presentation given at the same confernce. 

Alternatively, it may be that you use a Field Service News research project as 

the backbone of your conference presentations - you can even lean on us to 

co-present with you.

Or it may be that you can really leverage your exisitng investment in an event, 

through one of our dedicated event packages (which we offer significant 

discount on for those companies working with our event partners). 

For example, if you have excellent talent on show already at a conference then 

why not spend that little extra to secure a video interview with FSN whilst on 

site? 

Do you have a product launch tied in to a confernce? Then ask yourself how 

powerful is it to have your advert on the back page of the one magazine every 

delegate is carrying at an event? 

A few options are listed on the following page but we can work with you to build 

pacakge that meets your aims and truly amplifies and enhances your event 

investment. 

Whether it is leveraging your exisitng agreements already in place with us and 

the event provider or adding in a specific event related group of additional 

acticity, talk to us about your event activity and we can advise how and where 

we can help both elongate your event expsoure whilst bringing your event 

particpation to the front of mind for those in attendance at the event and also to 
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Event amplification packages:

Premium level exposure via thought leadership and 

high profile branding elements - £24K

• Premium position display advert

•  4 page native content feature

• One Month Multi Positioning Banner

• On site video

Onsite Amplification package – ensure your 

presence at key events is fully maximised - £19K

• Outside Back Cover 

• Display Advert

• 3 page native content 

• Onsite video

Thought Leadership and Branding Package : £12K

• 2 page expert view 

• One month single position

• Run of page advert
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Content creation: 

In the modern marketing mix thought leadership is a vital tool for both showcasing the expertise within your 

team and also for cultivating and fostering new and developing new prospects via in bound marketing. However, 

creating fresh, engaging content can be a challenging task and one that can be a burden on internal resources. 

Take advantage of Field Service News industry knowledge and publishing skillsets to create market-leading 

resources featuring your branding and with global publishing rights, based on your own current messaging and 

product hot buttons... 

White Papers - £5K (includes promotion)
• A senior member of the Field Service News team will discuss potential topics 

with you in an initial briefing session. The aim of this session is to find a topic 

that is current and relevant to the industry whilst remaining in line with your own 

marketing message. 

• Following this session an outline document will be produced and sent to you that 

provides a framework for the white paper.    

• Once the outline document is approved we will write an initial draft of the white 

paper, which will be sent to you for your assessment. 

• We will then make up to three additional re-writes based upon your comments and 

requests. 

• Once the content is confirmed we will then create a final artworked version of the 

white paper within our house style. The white paper will be presented as a Field 

Service News white paper commissioned by your organisation and your logo will 

feature on every page. 

• Your white paper will then be promoted across multiple channels over a four week 

period.  (see inbound marketing services)

• You will also be provided with a hi-res copy of the white paper and will have full 

global publishing rights of the white paper

Webinars - £5K (includes promotion)
• To be arranged and hosted by Field Service News, the webinar will be presented as run in partnership with 

your organisation with your branding being highly visible on all related materials. 

• Planning Session: 

 » A senior member of the Field Service team to work with you to devise a content strategy for the 

webinar. This could involve an interview with your team, arranging a guest speakern(additional 

fees may apply), giving a presentation, hosting a panel discussion or simply introducing your own 

content. 

 » We will also share our expertise on what are the hot topics of conversation currently in the industry 

to help ensure the webinar content is well received. 

• Recording Session: 

 » In reflection of the shift towards on-demand culture we pre record all of our webinars and then 

make them available either as download or to view online. 

 » This allows for a much more polished and professional end product which we can refine in post 

production. 

 » Recording sessions are generally between one and a half to two hours long. 

• We will then produce the webinar and 

give you an opportunity to review before 

publishing and if there are any areas you 

wish to re-record we can arrange a second 

recording session. 

• Once approved your webinar will be 

promoted across multiple channels over a 

four week period (see inbound marketing 

services) 

• After this promotion you will also have full 

global rights to republish the webinar across 

any channels you wish. 
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Inbound marketing services/verifiable marketing: 

The savvy marketeer will understand that whilst building a strong brand, that resonates with your target 

audience remains as vital today as it did a century ago, in todays age of the enlightened customer many 

traditional outbound marketing channels such as cold calling are proving less effective, whilst inbound marketing 

techniques are becoming a far more succesful long term approach to building and sustaining a sales pipeline. 

Field Service News recognises this and alongside our content creation services (essential for succesful inbound 

marketing campaigns) we can also provide sophisticated inbound marketing capabilities to take advantage of the 

amplification and promotion of your content. 

Not only does this help your organisation sustain a healthy pipeline and build your own marketing database, but it 

also provides clear and tangible return on investment, a verifiable and vital metric for the modern marketeer. 

If you wish to utilise your assets (either created by Field Service News or provided by yourselves) to generate a 

list of potential prospects for direct contact and to add to your own marketing databases then Field Service News 

provide the following services for data collection. 

Field Service News will promote your asset across the following channels including: 

• Dedicated email promoting your asset

• Inclusion on our newsletter in the resource of the week section

• Banner advert

• Social media promotion (Twitter, LinkedIn, Google+ & Facebook) 

• Editorial coverage (including additonal supplementary materials you can provide where possible) 

Our service is also fully inclusive so all promotional drivers plus lead collection forms (we use various gates for the 

differing channels we utilise as drivers) will be built by Field Service News - meaning that there is less demand on 

your own time and resources. 

You do still of course have the option to review all 

materials prior to publication. 

Our standard data gates provide the following 

information: 

• Name

• Company 

• Job Title

• Email

• Phone

• Country 

• Size of mobile workforce

We also offer you the option to specify limit the 

geographies your contacts come from and also the size 

of mobile workforce they have. 

No additional filters: £50/Contact

One additional filter: £75/Contact

Two additional filters: £100/Contact
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Just dipping your toe in?  

As well as being an essential resource for field service professionals packed with information on how to ensure field service 

operations are run with optimum efficiency, Field Service News is also the home to the industries most comrehensive 

directory of specialist solutions providers to the industry. 

Our directory sits across two distinct products. 

Online as part of fieldservicenews.com sits the Field Service Directory split across 5 sections (Software, Hardware, 

Consultancy, Service Logistics and Fleet technology) the Field Service Directory takes advantage of the capabilities of 

online giving companies their own dedicated page to showcase their product suite including a company profile, videos, 

downloadable resources (case studies, white papers etc) and a list of news and features relating to their products. 

“If you are a company that is targetting Field 
Service organisations, the question is quite 
simply can you afford not to be included in 
the industry’s definitve directory of specialist 
solutions providers?”
In print we offer “The Handy Little Book for Field Service Managers” an annual A5 publication which blends forward looking 

editorial features with company profiles across the same 5 categories and also features an A to Z of solution providers. This 

“Handy Little Book...” also benefits from our extensive media partenrships and has distribution at all of the leading events 

within the global field service calender. 

If you are a company that is targetting Field Service organisations, the question is quite simply can you afford not to be 

included in the industry’s definitve directory of specialist solutions providers? 

Choose from three packages: 

• Directory Premium package: 
 Dedicated online directory page | Enhanced 

listing in Online Directory and Directory 
Section of Handy Little Book for Field Service 
Managers      
£2,500.00

• Highlighted Company Package: 
 Directory Package + 2 page spread (Company 

Bio and full page advert) in Handy Little Book 
for Field Service Managers

 £4,000.00 

• Press Partner Package: 
 Highlighted Company Package + Guaranteed 

Publication of 6 Press Releases a year
 £6,000.00
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Research: 
Research can prove to be an incredibly effective marketing tool providing valuable market insight, rich data 

that can be harnessed for multiple layers of content creation and strong positioning of your brand as a 

genuine thought leader whilst re-enforcing your brand recall and recollection over a sustained period of time. 

Our research projects are designed to help you acheive all of the above whilst we work in close proximity to 

ensure that the whole project has a holistic an natural flow whilst remaining fully in line with your existing 

messaging, focusses on areas that highlight your key USPs and selling points yet retains a sense of impartiality 

ensuring the resulting content is of high value to the industry. 

Sitting across both print and digital channels our research projects include the following steps: 

• Field Service News will work with you to build a series of questions that will yield sufficient data to 

provide engaging and meaningful analysis but that also remains in line with your own marketing and sales 

objectives. 

• We will then build a professional looking online survey to collect responses which will feature your 

branding prominently as our research partner. 

• Promotion of research will then appear across email, newsletter, web-banners, social media and editorial 

channels. 

• Once the research is complete we will begin the creation and promotion of the research findings in print, 

video and web across a four month period. 

For an investment of £35K your research projects include: 

• 7 page special report to appear in print and serialised online

• 5 additional features based on the research findings including a second   

 four page feature to appear in the followng print edition. 

• Two downloadable research reports (gated access)

• Two webinars (gated access)

• No additional charge for survey raw data or contact data generated by the  

 research reports and webinars
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The FSN Think Tank Sessions: 

The FSN Think Tank is the ultimate opportunity for your company to be seen as a true industry thought 

leader on a consistent basis across a sustained period - whilst adding minimal burden to your resources. 

The field service sector sits across a wide and diverse universe of companies of all sizes and from different 

industry verticals, yet there are overwhelmingly more shared challenges and pain points than differences 

amongst service professionals. 

In reflection of this the FSN Think Tank Sessions bring together a small panel of between 5 and 8 highly senior 

field service executives from different industries and different company sizes to discuss some of the key 

challenges that are pervasive across the field service sector at large. 

As part of your sponsorship of a ThinkTank Session, a senior member of your organisation will be allowed to 

participate in the conversation and you will also be offered the chance to take part in both building the agenda 

for the session and inviting participants (should you wish).

The ednd goal for this session is to generate an extensive series of content based on the discussions which 

will appear in print and online and will be a mix of top tier thought leadership, plus four gated resources - 

which will be promoted in line with our inbound marketing program, generating contact data for you whilst 

consistently aligning your brand with engaging content across a four to six month period. 

• 7 page special report to appear in print and serialised online

• 9 additional features based on the research findings including a second 

 four page feature to appear in the followng print edition. 

• Two downloadable research reports (gated access)

• Two webinars (gated access)

• Each white paper and webinars to be promoted via our inbound   

 marketing program

• No additional charge for data generated

For an investment of £35K each FSN ThinkTank includes: 

FIELDSERVICENEWS

THINK TANK
S ES S I O N S

Why the role of the field 
service engineer is more 
important than ever in a world 
of automation and digitisation

sponsored by: 
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One of the most interesting things about the field service sector is that 

whilst as a discipline it sits across a huge variety of wide and highly 

disparate industries there remains overwhelmingly the same fundamental 

challenges, pain points and goals for every organisation operating a field 

service division. 

Whether you operate in the print/copy market or heavy manufacturing, 

whether your engineers and technicians fix vending machines or jumbo jet 

engines, you will invariably find more common ground with other service 

leaders from different industries to your own than you will find differences. 

In many ways the same is true whether you have 10 engineers in your 

territory or 10,000. 

Yes, some of the challenges of running a larger field service operation are 

more complicated, as are 

some of the tools you 

may use to do so - but the 

fundamental elements 

of what is great service 

and its growing role 

within industry remains in 

organisations of all sizes. 

It was with this train of 

thought in mind that Field 

Service News launched 

a news series of events, 

the Field Service News 

Think Tank Sessions, that 

bring together a small 

group of senior Service 

Professionals from 

different sectors and from 

different size organisations 

to try and help us keep 

a firm grasp of the key 

issues and trends within 

field service that are 

translatable across all 

industries - and that are 

applicable for companies 

of all sizes. 

Across the coming months we’ll be publishing a number of articles both in 

print and online at fieldservicenews.com based around the excellent first 

session we had which was held in London towards the end of last month. 

The conversation was wide ranging and each member of our industry panel 

brought their own unique insight to the table so be sure to follow the series 

throughout - and in this opening feature within the series we focus on 

perhaps one of the most pressing questions for field service leaders today - 

how is the role of the engineer evolving?  

Given the focus of companies across all industries on Digital Transformation 

has the importance of field service calls become even more important in 

terms of Customer Satisfaction and Customer Experience - as increasingly, 

the field service visit is now the sole (or at least most frequent) face-to-face 

interaction between an organisation and their customer base?

Has the role of the field service engineer become more important in this 

age of automation where digital customer interaction touch points are now 

heavily outweighing personal face to face human interactions? 

Opening the conversation on this topic Steve Smith, CTO with Astro 

Communications, explained that for him and the team at Astro, the 

importance of great service and the field engineers role in delivering a good 

customer experience is something that has always just been part and parcel 

of the job. 

“I’m not sure it’s more important, I think it is has always been important, 

especially if you’re in a customer service business,” he began. 

“The only thing we have to compete against anybody else is our standard of 

customer service.” 

“For us I think on that front it’s all about the diversity of people we employ 

which has been an important factor. We even taken people from a hospitality 

background and then teach them the technical side of the business, putting 

them through training or apprenticeship. We have also taken on ex-military 

people as they have the right mind-set, although again not necessarily 

a technical background per se, but we find that they have the personal 

organisational skills, the self-management skills that are important for a 

technician.”

It is an interesting opening point and one that is increasingly being echoed in 

a number of different service organisations. There are far more skills to being 

a good field service engineer than just the technical - and often it is easier to 

train the technical skills than it is to train softer skills such as communications 

and organisational skills. 

“Ultimately, it really does stand out when you have good customer service,” 

Smith continues. 

“For example, the MD of one of our own clients TGI Fridays, always says that 

“There is no point in having 200 
field service engineers running 
around with 180 of them being 
inefficient – that is the biggest 
challenge that many field service 
companies face...”
 - Vasu Guruswamy
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‘when you get great customer service, you feel it’ and that sums up our ethos 

as well.  I think that for us, that approach has always been important, but 

perhaps with increasing competition more of a spotlight is being placed on 

service as a differentiator today.”

For Darren Thomas, Head of Service in Northern Europe for Waters 

Corporation, the growing levels of automation and remote maintenance 

driven by the fundamental economics of field service means that the 

importance of the field service engineer has indeed increased dramatically. 

“It’s costs a lot to send an engineer to repair a broken system so we are 

investing a lot in what we are calling an ‘Expert Centre,” he explains. 

The idea is one that many organisations have also adopted, a central 

destination where customers can discuss the issue at hand and go through 

some diagnostic tests with an expert which in an ideal world could help the 

customer get back up and running faster, whilst avoiding the need for an 

expensive truck roll for Waters. One nice element of the Waters’ approach is 

that many of their experts split their time between the expert centre and out 

in the field - so the field and repair skills of the expert centre staff are kept as 

high as possible. 

However, whilst in theory it is a good solution that offers a potential win-win 

for customers dealing with simple issues, the flip side is in a situation where 

the resolution isn’t so straight forward, it can result in the customer having to 

perhaps feel like they are having to jump through a few hoops before they can 

get an engineer sent out to fix their problem. 

“The negative feedback that we get from our customers when they contact 

the knowledge centre is that we ask them to carry out a lot of tests before we 

can dispatch an engineer and that can be frustrating when we are asking an 

experienced person have you done x,y and z?” Thomas explains. 

“However, the point is that for our organisation it is the primary interaction 

that is important. So if a customer calls the Expert Centre then we can affect 

a good diagnostic or even a remote fix - so we are investing in tools to do that 

where possible. We are currently implementing a global initiative which we 

are calling ‘Knowledge Centre Support’, where we are pooling all of the first-

time-fix reports - whether it be via an engineer in China , Europe or the USA.”

“Essentially, if one of our engineers comes across an issue that they haven’t 

faced before they are then tasked with writing up the resolution to that 

problem - which is then made available to all of our engineers and the Expert 

Centre, further helping us identify issues quickly.” 

“We really are dedicating ourselves to that first-time-fix via remote support.” 

He adds. 

At first glance, this may appear to be driving less importance to the field 

service engineer role, yet whilst it may potentially reduce the number of 

service calls Waters needs to make, the flip side of the same coin is that when 

an engineer is actually dispatched it means that all other routes have been 

exhausted. In which case by the time the engineer arrives on site the issue has 

become even more important in the eyes of the customer. 

It is therefore vital the Field Service Engineer is able to deliver in this scenario. 

This is something that Thomas firmly agrees with. 

“At the end of the day once the engineer is sent out to our clients he or 

she then becomes the ambassador for our company. They become really 
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important in terms of ensuring the customer is fully satisfied,” he comments. 

“I think their role is absolutely evolving in that sense.” He adds. 

It is an interesting point for discussion and Keith Wilkinson, VP of Sales for 

ClickSoftware picks it up and carries the point further. 

“We are all consumers of services whether it be from your bank, utilities 

providers , telco or media provider – we are all seeing this rise in automation 

and self-service, so you could look at it and ask – ultimately is that human 

touch point still important?” 

“But what inevitably happens is that automation, that self-service aspect 

will ultimately go wrong at some point and when it does go wrong we then 

we have that one brief moment of truth where the engineer is sent out into 

the home or work place to not only just solve a problem, but also to make an 

impression on the customer.” 

“The customer will likely have tried some levels of self-service or even to self-

fix the device because they just want to get it back operational again so they 

can get on with their own job – so now the engineer has all their trust and 

faith in your company riding on their shoulders.” 

“So that engineer, from a digitisation perspective, needs to have all the 

tools, all the knowledge and information possible at his disposal so he can 

be empowered - so he can become that brand ambassador. I think those 

scenarios it can make a huge impact on whether or not, when the time comes 

to renew that specific contract you actually do so or whether you think ‘I had 

an important issue that wasn’t really resolved effectively’ in which case your 

advocacy of renewing that service may be less assured.”

Wilkinson’s point is a hugely important one and again one that is becoming 

a serious consideration for many service organisations. Whether you are 

offering outcome based solutions and service is crucial to your primary 

revenue stream or whether you are still running your service operation as 

a cost centre within a product-centric business, the fact remains that good 

service can go along way to retaining business, whilst poor service will drive 

your customers into your competitors arms. 
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However, as Thomas points out, whilst the field service engineer is perhaps 

the most important part of this equation he isn’t the only factor. 

“What about the follow up as well though?” Thomas asked the group. 

“Constantly informing them [the customer] about the progress that is being 

made? For me it is very much about how you bring that customer with you 

through the resolution journey - how you outline to the customer how you 

will solve their problem – and that can come down to communicating across 

the management chain as well just the field engineer.”  

“It’s an information train isn’t it – and that is dependent upon transparency 

and honesty,” concurs Kris Oldland, Editor-in Chief, Field Service News. 

“Personally, I think more companies need to perhaps embrace that notion. 

More companies need to say to their clients ‘this is the process we are 

going down to resolve your issue, we can’t get this fixed right away but we 

are moving heaven and earth to get it fixed and here is what is being done.’ 

Because there is nothing more powerful when it comes to engendering brand 

loyalty than facing a real customer service challenge and bringing the client 

with you through that issue and into resolution.”

“Turning around a bad experience and transforming it into a good experience 

is something that can make that customer become a customer for life – 

mainly because it is making them feel valued and understood,” he adds. 

“I think we need to remember the old maxim about quality over quantity,” 

comments Vasu Guruswarmy, the recent former VP of Global Service for 

Schlumberger. 

“Whether it’s people or automation each one brings its own power.” He adds.  

“Definitely the bar on automation is rising; and there is no getting away 

from the fact that knowledge systems are critical. But we had the problem 

before we went worldwide [with their own knowledge bank] that everybody 

believed in reinventing the wheel because that was the value that they 

sought for themselves - and so the idea of putting knowledge in a system was 

an anathema for most people and it took us a long time to turn this culture 
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“We have that one brief 
moment of truth where the 
engineer is sent out into the 
home or work place to not 
only solve a problem but also 
to make an impression on the 
customer.”
 - Keith Wilkinson
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around.”

“In fact, I had to take a slightly provocative approach.”

“We had people that were facing challenges asking ‘what do I have to do in 

this condition?’ And some guru in the world would answer their problem - 

which was great because the first time around as it adds enormous value, but 

then there was a slightly negative impact on the business because there was 

little checking to see if what was being added was repetition, had it already 

been covered before?”

Indeed, this is often the problem with implementing knowledge bases, as 

Thomas had previously alluded to - it can become a challenge to stop the tail 

wagging the dog if left unchecked with multiple articles covering the same 

ground. However, for Guruswamy and Schlumberger the issue went deeper 

than just one of inefficiency. 

“Once everyone in the organisation began to realise that they just had to go 

to the system to get answers, then our ‘experts’ who were used to answering 

bulletin board questions had to be challenged with  ‘you are an expert 

because you can solve new problems not just because you keep parroting the 

same solution’ to change their mind-set.” Guruswamy explained.

“For us the quality of people that we engage who are facing the customer 

is absolutely vital. And so as the bar keeps rising with automation it is even 

more important that the quality of people remains high – because when the 

automated solutions fail that is when the engineer must bring resolution. 

They need to know the customer and they need to know what the problem 

is – and then find the resolution.”

“There is no point in having 200 field service engineers running around with 

180 of them being inefficient – and that is the biggest challenge that many 

companies face,” he concluded. 

Again it was an excellent point for consideration. 

“It is a fair assumption to say that for most companies when an engineer 

is ultimately sent out, when the truck rolls, that this is the end result in a 

chain of events that have led to diagnostics and remote or self-repair having 

failed?” Oldland asked the group. 

“Is the engineer is now expected to have an additional level of knowledge and 

experience to provide the expert resolution that couldn’t be delivered via any 

other means?” He added.

“For us we are looking at automation to get better efficiency for the engineers 

that we’ve got,” replied Robin Bryant, Service Director of JCB Scot. 

“But in our industry we are dealing with companies that may have one 

machine or they may have ten machines and when they have an issue they 

may be doubting if they buy any more. So when the engineer comes out 

and makes a good impression, turns it around, fixes it and is positive about 

the product it can have a huge impact on whether that next purchase is our 

equipment or a competitors.” 

“We’ve always had some guys around the depot that are really good at that 

stuff and they are great guys, but then there are those that aren’t so good in 

that part of the role and so we are looking at how we get training out to the 

team to bring everyone up to that upper level. Ultimately, the engineer can 

have a hugely positive impact with the customer but they can also potentially 

have an equally negative impact as well, so for us automation is as much as 

about brining service standards to a consistently high level as it is about the 

efficiency gains we see from it.” He added. 

“For us also, we have a very prominent parent brand in JCB and they set high 

standards in our service delivery expectations that are a reflection of the 

importance of their brand. They set us targets in terms of where they want 

us to be in terms of service level, the quality of our engineers and the amount 

of training that we have to do, but they are also incredibly supportive at the 

same time.” 

Again Bryant’s comments were echoed across the group, reflecting the 

general acceptance of the importance of the role the field service engineer 

plays within an organisations ability to retain business from their clients. 

Dr Wilhelm Nehring, CEO thyssenkrupp Elevator, UK and Eire summarised 

the group’s discussions so far neatly saying “Of course, one of the nice 

thing about this group is that we are all from different industries and from 

companies of different sizes, but one thing for us in our industry is that we 

cannot allow our clients to maintain or repair a lift – it is a matter of health 

and safety.”

“For us we have constant contact with our clients through our engineers, 

and I very much like the phrase Darren [Thomas] used earlier of ‘brand 

ambassadors’. This is exactly what our engineers are for us.  To a certain 

degree I think the role of the service engineer has become more important, 

I would also agree with Steve’s [Smith] point that it has always been an 

important role, but the competitive market out there has made the role of 

the service engineer more visible and so things like training and teaching your 

staff to be that brand ambassador have become vital.” 

“It’s a different thing to do,  to engage with the client. You need to be able to 

have the technical skills to actually fix the lift - but you also need to interact 

with the client. What else does the client want? What else does the client 

need?”

“For us at thyssenkrupp, our engineers are the most important asset that 

we have – so when we get feedback from clients about how brilliant or 

impressive our engineers are, this is our lifeblood. This is what we do – so it is 

incredibly important to us.”

“Coming back to how we enable that, we invested heavily in what we call 

‘International Technical Service Centres’ because we also undertake third 

party maintenance on other companies assets. We have 1.2 million units 

under maintenance – and about a third of them are other makes and brands 

so we need to enable our people to maintain these other units as well.”

“We do this through technical services, with reverse engineering etc and 

this is why we are the first in our industry to take this approach and we have 

by the far the best technical services because we invest so heavily in these 

centres. We have them all across the world as a support for the engineers and 

technicians – and that is what gives them the platform for them to do their 

job.”

“If you then come into the client experience, so lifts as a commodity, a lot of 

people don’t care toomuch about the lift as long as it goes up and down, most 

people don’t think about a lift until it breaks down,” he adds

“So one thing that we have done is to invest heavily in IoT. In part this is to be 

ahead of the game, but it’s fiercely competitive because the developments in 

IoT are so fast. For example, twelve months ago I thought wow; we are so far 

ahead of the game, then this year I feel already that the world is changing so 
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fast that we really need to be on our toes to stay ahead.” 

“For us Automation, IoT - all this digitalisation that we’re talking about is not 

something to replace engineers, or even to have less engineers - it is for us to 

enable our engineers to do the job better than they could before.  Today our 

engineers, before they arrive on site know already why the lift is not working 

so they can make sure they have the knowledge and parts to hand to drive 

that first time fix.” 

“Then as we move to the second phase and we talk about the IoT and 

Machine learning, and we now have over 110,000 units connected to the 

system, which allows us to enter this predictive phase which means that with 

all the data we have from these installations, we can define patterns, build 

clusters with similar installations, similar components, similar locations, like 

a hospital for example – so we can then go to our clients and say ‘this part is 

likely to fail within between seven and seven and a half years.’”

“It’s no longer a conversation based around a gut feeling from our engineers 

on site, we are now able to have that conversation backed up with solid data 

and insight that allows us to fix it before if fails. In theory we want to move to 

completley pre-emptive maintenance.”

What is interesting across the discussion is that whilst the reasons may be 

varied as are the industries represented in our small but highly knowledgeable 

group, the central theme remains the same. 

Automation is a reality in all corners of maintenance and service delivery. 

For some like Scot JCB it is a tool to ensure the highest standards delivered by 

their engineers become a consistent norm across their workforce, for others 

like thyssenkrupp it is at the heart of revolutionary change both within their 

organisation and indeed in their wider industry. 

For Waters, automation offers an opportunity to reduce costly truck rolls 

whilst improving mean-time- to-repair through knowledge bases and remote 

diagnostics, something Schlumberger have also embraced in the past. 

However, as Nehring expressed automation doesn’t necessarily mean fewer 

field service engineers, it means field service engineers better placed to do 

their job. 

So as we move into a world of outcome based contracts and a world of 

remote diagnostics - the field service call becomes increasingly important. 

As Guruswamy alluded to - what is the point of having a large field service 

workforce if only 10% of them are truly experts? 

Perhaps somewhat counter-intuitively, automation and digital transformation 

have raised the stakes even further for the field service engineer. 

By the time a truck roll is scheduled, the issue should be either fully diagnosed 

so a first time fix is now expected by the client or the issue has proven to be 

more complex in which case the field service engineer is now being seen as 

your organisations leading expert, the top guy sent to not only save the day, 

but also to potentially save your organisations reputation and retain your 

customer’s business. 

Today’s engineer it seems not only needs to be a ‘true expert’ as Guruswamy 

discussed, but also a friendly face, your ‘brand ambassador’ with softer 

people-skills in his locker as well.  

Has the importance of the role of the field service engineer grown in an age 

of digital transformation and automation? 

The consensus from our Think Tank is absolutely, the field service engineer 

has become one of the most critical roles within an organisation - and 

recruiting and retaining good field service talent has become more important 

than ever before. 

Twelve months ago I thought wow; we 
are so far ahead of the game - then 
this year I feel already that the world is 
changing so fast that you really need to 
be on your toes to stay ahead.” 
 - Wilhelm Nehring
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Price list: 
Branding Solutions:
Full Page Advertisement: £3,885.00
Full Page ‘Expert View’ feature: £4,200.00
Premium Page (Inside front cover, outside  back cover, page 5): £4,410.00
Leaderboard or MPU or Half Page: £1,000.00 pcm
Multiple postion banners: £2,000.00 pcm
Newsletter Sponsorship: £1,500.00 
Newsletter banner:  £500.00

Thought Leadership:
Single page Expert View: £4,200.00 
Double page Expert View: £6,300.00
Native Advertising two page - £7,560.00
Native Advertising three pages - £10,260.00
Native Advertising four pages – £12,250.00

Directory products:
Directory Premium package: £2,500.00
Highlighted Company Package: £4,000.00 
Press Partner Package: £6,000.00

Content creation: 
White paper: £4,000.00
Webinar: £4,000.00
Ghost written ‘Expert view’ Feature: £800.00 (plus advertising costs) 

Research Project or Think Tank Session Partner: 
£35,000.00 (inclusive of all data generated)

Research plus Think Tank package:
Use your research project as the basis for a Think Tank Session. Includes all elements of both Research Project and 

Think Tank packages and offers an entire years worth of content: £65,000.00 (inclusive of all data generated)

Inbound Marketing Services:
Promotion of non FSN white paper: £3,000.00
Creation and promotion of White Paper or Webinar: £5,000.00
Cost per contact generated by promotion of a white paper (FSN or non FSN) or FSN webinar: 

Standard data includes contact data, job title, company, location plus size of mobile workforce. You can also filter the 

contact data you receive via location plus size of mobile workforce

• No additional filters: £50/Contact
• One additional filter: £75/Contact
• Two additional filters: £100/Contact

Contact:
To find out more about any of the above or to request a bespoke package based on your own goals and budget contact 

Steve White, Business Development Manager - Field Service News. 

email: steve@fieldservicenews.com
phone: +44 7999 371 374  
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Mechanical Specifications: 
Print Specifications:
A4 full page advertisement: 
• 297mm tall x 210mm wide. 
• 3mm bleed. 
• Please submit with printers marks. 
• Minimum 300dpi
• Acceptable files: PDF, JPG, PSD (flattened) 

A5 full page advertisement:
• 210mm tall x 148mm wide. 
• 3mm bleed. 
• Please submit with printers marks. 
• Minimum 300dpi
• Acceptable files: PDF, JPG, PSD (flattened) 

Thought Leadearship: 
• Please pay attention to the word count specified for your format. We reserve the right to edit features sent 

over the dedicated word count. 
• Written copy to be submitted in .doc format
• Logo to be submitted in high res jpeg format (min 300dpi) or vector based .eps format
• High res photo of your contributor (min 300dpi)

Handy LIttle Book Company Spotlight: 
• Company bio to be minimum 250 words maximum 350 words
• We reserve the right to edit features sent over the dedicated word count.
• Written copy to be submitted in .doc format
• Logo to be submitted in high res jpeg format (min 300dpi) or vector based .eps format

Online Specifications:
Directory listing (Online): 
• Submit in .doc format 

• Company bio

• Key Contact , Phone, Email, Web details. List of services provided 

• Hi Res logo

• 1 x Video 

• 3 x Resources (non gated)

• 3 x customer testimonials

Press Partner press release submissions: 
• Maximum 600 words 

• Supporting images to be sent as seperate files in jpeg or png format. 700 x 400 pxls. 

• Press Releases to be sent to editorial@fieldservicenews.com with the words PRESS PARTNER in the subject 

line.

Online banner advertisements:
All digital adverts must be sent in one of the following formats: JPEG, or .GIF (animated .GIF is acceptable). 
Please endeavour to keep file sizes to a minimum. Overly large files will not be accepted. Please keep any 
animation to a maximum 30 seconds and set any animated files to loop continuously. 

We offer three banner sizes, dimensions for which are below:

Leaderboard: 728pxls wide x 90 pxls tall
Half Page: 300pxls wide x 600 pxls tall
MPU: 30 pxls wide by 250 pxls tall

Field Service News is a 
1927 Media Ltd publication


