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Do you have any top tips, specifically for SMEs, to make the most of digital technology during the 
early stages of designing and evaluating their service offerings. 

In the early stages it is essential to be fast. In addition, it is wise to evaluate different alternatives and then 
choose the best option. For this reason it is useful to choose digital technologies as ready to use as 
possible and compose them as building blocks. For example, gateways that are already connected with a 
central Cloud system and ready-made applications like Servitly. This will allow you to quickly implement a 
PoC for validating both the technical architecture and the business value of the solution. 

 

What is your take on the pushback some digital innovations in servitization are getting? Like the 
“right to repair” movement against manufacturers like John Deere? 
(https://www.vice.com/en_us/article/a34pp4/john-deere-tractor-hacking-big-data-surveillance) 

Digital innovation should never be forced on customers. Instead, it should be demanded by customers. If 
the customer recognizes a value, a benefit to him, then he will be inclined to accept digital technologies 
and ask for more. If the digital solution is only designed to give an advantage to the OEM, then the 
customer will probably reject it. 

 

How does your solution help companies manage the risks of advanced services? 

Servitly helps in many ways: 

1. Once you have connected to Servitly hundreds or thousands of products you can know in detail and 
very precisely availability, performance, reliability, uptime, consumption and most frequent failures of your 
products. This will allow you to predict with better accuracy what costs you will incur in providing your 
advanced services. 

2. Real-time connection with your products and preventive or predictive alerts greatly reduce the 
likelihood that something unexpected will happen. 

3. The two-way connection with your products allows prompt remote intervention in case of need. 

  

Should you first invest in collecting data, realizing a large install base or uncovering your service 
business model? 

I covered exactly this theme in this post: 

https://www.servitly.com/en/blog/servitization-and-digitalisation-a-two-dimensional-space 

There are cases where the company first designs its servitization journey and then "pulls" the digital 
technologies it needs. Other cases in which the company begins to digitize its products and services and 
this "pushes" towards the definition of a servitization journey. In my opinion there is not a preferable 
option, both have advantages and disadvantages. 

In both cases the digital solution and the business strategy must be aligned. Unfortunately we have seen 
servitization projects that were impossible to support with digital technologies or, vice versa, projects that 
made use of cutting-edge technologies but without business value. To keep them aligned, it is useful to 
divide the path into small steps, and at each step asking if business and technology are still aligned. If so, 
proceed to the next step. If not, you go straight back to figure out what's wrong. 

 

 

                 



 

What methods are used to assess the financial profitability for the manufacturer of a 
digital PSS value proposition? 

The Business Model Canvas can help. 

This tool allows you to reason about the impacts of Digital PSS on the business model of your 
product-service system. I covered this topic in this post in the Advanced Services Group blog: 
https://www.advancedservicesgroup.co.uk/post/servitization-and-the-digitalisation-of-the-product-
service-system 

In particular, a Digital PSS concretely helps in reducing service costs and increasing revenues 
from the product-service system. 

Costs reduction can occur from: 

● Reduction of time dedicated to problem diagnostics. Based on our customers' experience this 
can be up to 90%. 

● Reduction in the number of visits to customers. This is possible thanks to the knowledge in 
advance of the type of activity to be carried out, the required spare parts and also the possibility 
to operate remotely. Based on our customers' experience this can be up to 50%. 

Revenue increase can come from: 

● Selling a digital service 

● Selling a "connected" maintenance service with a higher price 

● Selling a performance advisory service 

● Selling spare parts or consumables just before they are needed 

 

If a customer does not (traditionally) own a smart pay-per-use product who owns the data 
that the product generates? Is the customer hesitation to share data no longer a factor? 

It all depends on the value proposition for the customer. If the customer receives and perceives a 
value/benefit that actually improves his business or life, then he will agree to share the data as a 
necessary condition to receive the benefit. Conversely, if the connected product generates little 
value for the customer and only for the OEM, then the customer will be more likely to deny the 
data transfer. 


