
 

 

 

This report will explore how top performing manufacturers and 
service organizations deliver the value that customers are willing 
to pay for — and where these firms are challenged in regard to 
meeting their revenue goals.   
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Report Highlights 

 

Lack of budget for 
investment has put a 
ceiling on service 
growth for many 
organizations in 
2016. 
 

 

More than half of 
Best-in-Class 
organizations strive 
to achieve improved 
customer 
satisfaction and 
service-related 
profitability — these 
aren’t separate 
goals.  

 

The Best-in-Class 
have achieved 4 
times greater  
year-over-year 
improvement in NPS 
as compared to 
peers.  
 

 

The Best-in-Class are 
13% more likely than 
peers to use 
customer feedback 
to measure service 
and employee 
performance.  
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Service revenue goals are no longer a pipe dream for the CSO. 
The desire to unearth and sustain revenue streams from service 
demands that organizations must invest in the technology to 
support the field team while ensuring value can be delivered to 
customers. As seen in Aberdeen Group’s Service Revenue: 
Unearth an Untapped Stream of Dollars report (May 2015), eight 
out of ten top performers were able to achieve profitability in 
their previous 12 months of operation, as compared to only half 
of their peers. The divide between hitting revenue goals or 
missing out is delivering value to the customer. The challenge is 
that perceived value is a moving target. Organizations need to 
continuously improve and evolve in order to meeting changing 
needs, demands, and opportunities.   

So how can organizations evolve and grow if they aren’t 
adequately supported? Organizations are finding that their 
growth and their ability to deliver increased value to customers 
is stunted by a lack of budget and other headwinds (Figure 1).  

Figure 1: Top Challenges Facing Service Leaders 
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Source: Aberdeen Group, April 2016

All Respondents

 Read the full report, 
“Service Revenue: 
Unearth an Untapped 
Stream of Dollars” 

The desire to unearth 
and sustain revenue 
streams from the 
service demands that 
organizations invest in 
the technology to 
support the field team 
while ensuring value 
can be delivered to 
customers.   
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Service is no longer just a function of the broader organization. 
The impact service, and specifically field service, has on the 
customer relationship and the broader organization make it 
imperative for success. Technicians are often the most visible 
people to the customer, interacting with customers more 
frequently than any other group in the organizations. When a 
machine fails, the technician is the employee that shows up to 
the fix problem. When a new piece of equipment needs to be 
installed, the technician is the person in front of the customer. 
These interactions come with great promise and importance and 
the value of these interactions cannot be understated to the rest 
of the organization. Likewise, not supporting the field team with 
the technology and tools to excel is more than a missed 
opportunity — it can lead to lost revenue and customers.  

The Road to Profitability Starts with a Valued Customer 
Partnership 

Just a few years ago, manufacturers service organizations knew 
that the formula for success was to be ruthlessly efficient at 
making the best machines and diligently meeting SLAs. This 
equation rarely took into account the customer or the value they 
gained from the product or service. This is no longer the case — 
at least not for the Best-in-Class. The top goals for these top 
performers is to excel at delivering value to the customer, thus 
retaining more satisfied customers ultimately leading to higher 
profits (Figure 2).  

 

  

Technicians are often 
the most visible people 
to the customer, which 
could be an advantage 

or a disadvantage.  
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Figure 2: Top Goals Defining Service Excellence 

 

But this dual track path of happy customers and increased 
profitability is not easy. The Best-in-Class have equipped their 
teams with the tools to efficiently deliver service resolution, 
taking this from a far off goal to an achievable success.  These 
top performers have been able to achieve year-over-year 
improvement in Net Promoter Score (a metric defining whether 
or not a customer would refer you), a high level of retention, and 
annual improvements in revenue from service (Table 1).  

Table 1: The Path to Revenue Begins with a Happy Customer 

Source: Aberdeen Group, April 2016  
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Key Performance Indicators Best-in-Class All Others 
Year-over-year improvement in 
service revenue 

7% 1% 

Year-over-year improvement in 
NPS 

4% 1% 

Customer retention rate 89% 52% 

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 Laggards (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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their customers actually buy more services from them and refer 
them to their networks. Unhappy customers don’t do that.  

Listen, Teach, and Make It Easy  

So how are these top performers achieving both happy 
customers and revenue growth. The key is to ensure you listen to 
your customer’s needs and gaps in their business, train the 
entire team on how to communicate the value of service, and 
help ensure that when there is a failure, resolution can easily be 
achieved (Figure 3).  

Figure 3: Capabilities Driving a Connected Service Supply 
Chain 

 

Service excellence demands that the entire team work together 
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the whole story. Often times a survey can be clouded by a 
product defect, a seller over promising, or sometimes by 
the fact that the customer is just having a bad day. As 
seen in Aberdeen Group’s 2015 State of Service research, 
half of the Best-in-Class actually conduct customer 
forums to learn in-depth insights which can be 
incorporated in the current service offering or used to 
create new revenue generators. Profitability doesn’t only 
come from continued cost cutting — there is an 
opportunity for the savvy service organization to unearth 
unmet customer needs which can be fulfilled with the 
right offerings. And these value-added services can be 
sold at a premium.  

 Teach the team service value. The fastest way to lose 
out on potential profits from service is if it is given away 
for free or if customers don’t know it exists. The 
technician often only delivers what is on the work order. 
So if the contract states the technician turn a wrench or 
install a piece of equipment, most will just do that and 
then complete their next job. For this reason, it is 
imperative that all teams know of the value of these 
interactions so management can create incentives for the 
right field behaviors, sales know they can lead with 
service as compared to the product, and marketing 
communicates to the marketplace that service is a 
differentiated value add, not an afterthought.   

 Build better serviceability. It doesn’t matter how good 
the technician is, if the asset keeps failing and resolution 
is delayed, the customer will not be happy. And once 
again, happy customers equal profitable service growth. 
Therefore, machines and equipment need to be easily 

There is an opportunity 
for the savvy service 
organization to 
unearth unmet 
customer needs which 
can be fulfilled with 
the right offerings. 
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serviced. As seen in Aberdeen Group’s From the Internet of 
Things to Service and Machine Transformation (December 
2015), approximately half of all serviceable equipment is 
connected for the purpose of tracking, asset 
management, maintenance, and service. The ability to 
continuously monitor assets helps not only ensure that 
when a failure occurs or performance begins to degrade, 
this insight also aids in on-site resolution or remote 
service. Furthermore, improved serviceability may mean 
that the asset is easy to fix, service and maintenance 
history is captured, or it has intelligence embedded in it 
all of which make it easy for the service technician to 
diagnose and resolve the issue. Time is money — namely 
the customers. Prolonged downtime or secondary service 
visits because a technician could not figure out the 
answer to a problem is unacceptable.   

Don’t Let the Tech be the Only Service Hero 

The pressure on the service organization to drive revenue and 
profits is no longer an outlier. The secret is out of the bag. But 
this doesn’t mean the solution is only on the shoulders of the 
service team or the technician. In order to truly wow the 
customer, the entire organization needs to live, breath, and 
deliver service excellence.  

 

 

 Related Research, 
“State of Service 
Management 2015: 
Connect to Your 
Customers” 
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For more information on this or other research topics, please visit www.aberdeen.com. 
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The Road for Manufacturers Goes through Service; 
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Service Revenue: Unearth an Untapped Stream of 
Dollars; May 2015 
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From the Internet of Things to Service and Machine 
Transformation; December 2015 
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