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Report Highlights 

 

The top two goals for 
service organizations 
are to improve 
customer 
satisfaction and 
drive service-related 
profitability. 
 

 

Too many service 
organizations are 
constrained by a 
product-centric 
culture and a lack of 
technology 
infrastructure that 
supports a customer-
focused 
environment. 
 

 

Best-in-Class service 
organizations have 
prioritized the 
investment in mobile 
technology to ensure 
the field team has 
real-time access to 
information. 
 

 

The Best-in-Class 
have been able to 
improve field service 
operations through 
the use of mobile 
technology, 
resulting in year-
over-year 
improvements in 
customer 
satisfaction, service 
revenue, and NPS.  
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The top challenge facing service organizations in 2016 is not how 
they can improve their internal operations or the bottom line; it 
is what to do about the competition. And this isn’t just in the B2C 
world of consumer products – competition is creeping into the 
world of the manufacturer and the B2B service organization. As 
seen in Aberdeen Group’s State of Service Management in 2016: 
Empower the Data-Driven CSO (March 2016), competitive 
pressures are forcing service leaders to focus on delivering 
customer value and equipping the field team with the tools to 
excel beyond just meeting an SLA. This new focus is causing a 
seismic shift in the way leaders of service measure, train, 
manage, and invest in the service operation.   

The Future of Field Service is Now 

The days of building a technology infrastructure with the sole 
purpose of making back-office processes work better within a 
given silo are over. The environment in 2016 demands that 
organizations leverage tools which tap into customer data and 
deliver on the real-time needs of the field.  

The alternative is not pretty. Simply stated, operating a service 
business as one has done in the past will result in lost revenue 
streams, customers who find a new service partner, and 
ultimately a business that is no longer viable. The time for action 
is now.  

Getting to the customer in a timely fashion used to be a sign of 
success, which led to service organizations working to improve 
scheduling and routing. Today, the number one reason 
customers complain is because the technician was unable to 
resolve the issue. Showing up is table stakes; resolution and 
ensuring that the customer can get back to being productive is 
the new normal.  

 

Operating your 
service business as 
you’ve done in the 
past will result in lost 
revenue streams, 
customers who find a 
new service partner, 
and ultimately, a 
business that is no 
longer viable.  

 Read the full report, 
“State of Service 
Management in 2016: 
Empower the Data-
Driven CSO”  

http://www.aberdeen.com/
http://aberdeen.com
http://www.twitter.com/aberdeengroup
http://www.linkedin.com/company/aberdeen-group
http://www.aberdeen.com/research/12020/12020-rr-data-driven-service/content.aspx
http://www.aberdeen.com/research/12020/12020-rr-data-driven-service/content.aspx
http://www.aberdeen.com/research/12020/12020-rr-data-driven-service/content.aspx
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Figure 1: Service Goals Revolve around Loyalty and 
Profitability 

 

Top-performing service organizations have clearly started this 
journey to a customer-centric viewpoint for the field team. As 
shown in Figure 1, the Best-in-Class see the field technician as 
the path to improved customer retention, loyalty, and 
satisfaction. Nowhere on this short list of goals do we find the 
desire to cut service costs or focus on efficiency to the detriment 
of delivering value to customers.   

But this connection to the customer doesn’t just happen out of 
the blue. It requires a true transformation across the entire 
organization. Many organizations still find themselves in the 
mindset that products are how they make – and will continue to 
make – money. Too often, a product-focused culture constrains 
the investment in the service operation (Figure 2 below).  

Organizations think of their business from their own operational 
viewpoint, and not by looking at customer needs or how the 
organization can better engage and serve them. Too much of the 
organization is removed from the front line, discounting the 
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Percentage of Respondents, n = 377
Source: Aberdeen Group, March 2016

Best-in-Class Respondents

The State of Service 
Management Best-in-
Class Defined 

 
In the 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 Laggard (bottom 30%) 
organizations, with the mean 
performance amongst the Best-in-
Class as follows: 

- 86% performance in SLA 
compliance 
- 89% performance in customer 
retention 
- 7% annual improvement in 
worker productivity  
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value that a field technician provides on a daily basis to the 
customer experience. 

Figure 2: Culture and Infrastructure Challenges Service 
Growth 

 

This disconnect leads to the entire organization acting with little 
or no insight into what happens on the ground or what is 
important to the customer. The marketing team is doomed to 
focus on aspects of the product or service that the customer 
does not value, leading to lower revenues. The sales team might 
end up walking into a call with a customer who has had multiple 
service failures in the past week, resulting in a lost sale or non-
renewal. The engineering team will continue to design products 
that are difficult to fix, quickly leading to customers who have 
unplanned downtime. Collaboration and a connection to the 
field via mobile become imperative as organizations strive to 
deliver the value customers demand. 

Transforming this broken formula, the Best-in-Class have 
prioritized investment in and transformation of the service 
organization. First off, they have looked to give the field team 
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Definition:  

CSO refers to the highest ranking 
service executive in charge of 
leading strategy for the service 
organization (i.e., field service, 
spare parts).   

 

Research Finding: 

Service margins are, on average, 
10.7% higher than product 
margins.  

Source: Aberdeen Group; State of Service 
Management: Roadmap for a Profitable 

2014; March 2014 

http://www.aberdeen.com/
http://aberdeen.com
http://www.twitter.com/aberdeengroup
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tools to better serve the customer and even share the customer 
experience with the rest of the organization through mobility 
(Table 1).  

Table 1: Mobile Powers the Service Team 

Source: Aberdeen Group, March 2016 

But mobility is not just about devices. These top performers 
provide the field team with real-time insights, which help 
technicians deliver value to the customer conversation and 
create a partnership which differentiates.  

The Value of Mobility Extends Beyond Saved Paper 

Transforming the service organization is not a noble endeavor, 
and neither is investment in mobile technology. Yes, mobile 
tools, if viewed through the eyes of a chief procurement officer 
or CFO, will help reduce errors based on handwritten notes, 
increase the efficiency of the field team in terms of turning more 
wrenches in a given day, and speed the work-order-to-cash 
cycle. These are all important to the business.  

Top Strategies in Field Service Percentage of 
Best-in-Class 
Respondents 

Invest in mobile tools to provide technicians 
with better access to information in the field 

44% 

Improve forecasting and planning for future 
service demand 

41% 

Increase availability of service knowledge in 
order to diagnose and resolve issues more 
quickly 

41% 

Increase frequency of training for field 
technicians 

37% 

Develop standardized scheduling processes 37% 
Develop real-time visibility into field assets 33% 

Research Finding: 

On average, field technicians carry 
1.9 devices to complete their work.   

Source: Aberdeen Group; The Mobile 
Technician: The Evolution of the 

Connection in 2015; July 2015 

http://www.aberdeen.com/
http://www.twitter.com/aberdeengroup
http://www.linkedin.com/company/aberdeen-group
http://aberdeen.com
http://www.aberdeen.com/research/10950/10950-rr-field-mobility-2015/content.aspx
http://www.aberdeen.com/research/10950/10950-rr-field-mobility-2015/content.aspx
http://www.aberdeen.com/research/10950/10950-rr-field-mobility-2015/content.aspx
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But once again, this is the culture of a bygone era. Service in 
2016 must think about the customer and how their experience 
can be improved. Mobility and investment in tools to support a 
remote field workforce have the ability to aid technicians in 
solving more customer issues on a first visit, thus avoiding 
extended downtime and a loss of customer productivity. The 
customer is king and their satisfaction is paramount.  

The Best-in-Class have been able to achieve year-over-year 
improvements in customer satisfaction as a result of equipping 
the field team with the right tools to succeed, and in turn, they 
have reaped the benefits of renewed service contracts, more 
revenue, and positive word of mouth (Figure 3).  

Figure 3: Mobility Leads the Best-in-Class to the Future of 
Excellence 

 

Mobility is not a magic bullet. However, when technicians have 
real-time insights into the customer and the equipment they are 
sent out to service, they will be able to have more informed 
conversations with customers, and ensure that they fix the issue 
at hand on the first visit.   
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Mobility is not a magic 
bullet. However, when 
technicians have real-
time insights into the 
customer and the 
equipment they are 
sent out to service, 
they will be able to 
have more informed 
conversations with 
customers, and ensure 
that they fix the issue 
at hand on the first 
visit.  
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The evolution of service towards customer-centricity must 
involve all aspects of the operation. Historically, field teams were 
scheduled by a dispatcher in the back office, someone who took 
calls and planned the day based on SLAs and currently available 
service resources. The service organization was considered 
successful if it efficiently sent a technician – any technician – to 
the customer within a given SLA. But what if the customer or 
asset was not available when the technician showed up? Who 
was at fault?  

This is where service organizations need to change the way they 
think. Service needs to work with the customer as a true partner 
who delivers value focused on their success, not on the 
organization’s internal metrics. As seen in Figure 4, the Best-in-
Class have begun to schedule based on the customer’s 
availability, and not their own. Granted, just under half of all 
Best-in-Class organizations do this, but it is a clear shift in 
mindset.  

Figure 4: Customer-focused Service is the Future 

 

Mobility and real-time data tools are the engine that will make 
this type of transition succeed. In real-time, a dispatcher can see 
a customer is available for service, schedule a technician, and 
send them on their way. But the dispatcher also has the visibility 
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to know, based on customer requirements, who would be the 
best, most skilled, and appropriate technician to send to the 
appointment. Once again, the goal is to solve the customer’s 
problem, not just get on site. Such real-time visibility, enabled by 
mobile, allows a dynamic connection between the customer and 
the resolution of their issue.  

Recommendations 

A field service transformation will not happen overnight. Service 
organizations and manufacturers have invested in operationally 
/ internally focused technologies for some time now. In order to 
evolve a greater customer focus, organizations need to rethink 
culture, technology, and processes. Specifically:  

 Look at field service through the new lens of the 
customer, and not the internal operation. Facing the 
fact that customers have more than just a voice – they 
have options – means that service organizations need to 
look to them for the path forward. The customer may not 
always be right, but they do always provide a window 
into what they value and are willing to pay for. 
Organizations that don’t listen to and build the operation 
around the customer will spin their wheels while the 
competition pounces.  

 Invest in mobile technology that can support a 
customer-driven field team. The empowered customer 
has led to the consumerization of field service. Even B2B 
environments have to compete against customer 
experiences being delivered in the consumer world. In 
order to meet these ever-changing needs and 
expectations, service organizations need to be dynamic, 
collaborative, and intelligent. This type of service 
organization is not possible with an operationally 

http://www.aberdeen.com/
http://aberdeen.com
http://www.twitter.com/aberdeengroup
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focused technology infrastructure. Instead, you need an 
infrastructure that can: 

o Ensure real-time insights for the technician, the 
back office, service leadership, and the customer. 

o Enable the right answers to resolve issues on ever-
more complex equipment and machines.  

o Seed the right conversations with the customer to 
customize service.  

 Connect the service lifecycle to drive service 
innovation and revenue opportunities. Innovation is a 
term that can be used in service. However, it requires 
technology, insights, and ingenuity. Mobile tools help 
create a record of each customer interaction, providing a 
wealth of insight that can be acted upon to innovate. This 
insightful innovation moves organizations from gut feel 
to data-driven decisions, which are more likely to result 
in successes since they are rooted in the real-time 
environment, not in a back office.  

 Make service processes simple for the field team to 
execute and excel. The field team needs support not 
only do their job (i.e., close work orders), but also to 
partner with the customer. Processes need to be simple 
and seamless so the technician can focus on the 
customer and on finding opportunities to help them 
improve. The more time a technician needs to focus on 
administrative tasks or searching for information to fix 
complex machines, the less time the technician can 
spend focused on the customer.  

http://www.aberdeen.com/
http://www.twitter.com/aberdeengroup
http://www.linkedin.com/company/aberdeen-group
http://aberdeen.com
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For more information on this or other research topics, please visit www.aberdeen.com. 
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