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	Intro
	> Flash intro with ABB logo

	DELIVERING VALUE TRU ENTIRE LC

It is our aim to provide value added services to all our customer through the entire life cycle of the robots.

Where in a typical situation, we see that even at installation & commissioning there is some loss in performance and reliability and if not the proper maintenance is secured for the robots this will further deteriorate over the course of the life time, with the possible occurrence of an emergency repair. Costing a lot of money, not only to repair but also in lost product.

By offering world class support to ensure :
* faster ramp-up during installation and commissioning
* increased uptime at lower cost, maintaining reliability at optimal level
* optimized performance tru advanced services and analysis

We deliver a very clear value that our customers can not get from any third party supplier.

	> show the title of this module

	Why Service contracts

Hi, during my years as manager and trainer, I have been involved in commercializing different models of service contracts. Before we go into the details of our agreements, I want to discuss with you an important aspect : why does a company want to sell service contracts.

As a sales person, it is crucial that you have a good view on that. Because otherwise we might underestimate the importance of our approach. The strategy of selling contracts, creating partnerships with the customer so that we can continuously create value for them is a cornerstone of any service driven organization.

There used to be a time where companies were just focusing on selling products and consumables. When the products broke down, they offered a basic service but that kind of service you could get also from other third parties. Nowadays this has changed considerably.

First of all our products are getting more and more complex, so that it is not enough to have a generalist working on them, no , it is important that competent service technicians are keeping the installed base in a perfect shape.

Secondly typically our products are sold in (what we call) “ business critical environments”, in other words if our products break down then the customer is facing downtime, loss of production, unhappy end-customers… They can simply not afford a failure and therefore it is important to keep it well maintained.

Thirdly, we shouldn’t underestimate the revenue that is generated by service. A ratio that would make it clear is, Service revenue over installed base. If you consider how much yearly service revenue we generate and then compare it to the initial investment, that might vary from 5% until even 27%, depending on the segment and products where we are in. in the last case it means that within 4 years we exceed the revenue that is created by product sales.

Fourthly, if we make this switch to offering specialized service, we need to have a base business to keep our experts working and keep them up to speed on all the changes and innovations that are coming along. It is impossible to plan on emergency services, so how many persons do we need to keep just in a waiting pattern? If we can secure contracts that will enable us to plan better, and also reducing the emergency situations that will be an important factor in the success of our business.

And last but not least by convincing our customers to work together with us, we are securing their maintenance budgets. If there is no binding contract, the customer can still choose for other third party solutions. But if we have such a framework agreement in place this will not be the case.

So these are some important reasons why a service company should focus on providing more service contracts, but of course the most crucial key success factor is, what does it bring for our customers, and also here service contracts are creating a clear win/win situation.

As we will see further in the program, we clearly create value for our customers , keeping the installed base in good shape, reducing considerably the possibility on downtime, but also increasing the performance.

Their maintenance budget is also going to be better managed. A lot of times customers who are not using a contract are complaining about the variability of costs, and the difficulty to budget them. When will it break down, and how much is going to cost an emergency intervention?

Very difficult to answer. But by enrolling our customers on a service contract, we are also creating budget predictability. We go from a variable expense to a fixed expense, and a lot companies like that too.

And furthermore , when we are selling service, there is also an important emotional factor.

Remember for our Value Based Selling course, there are logical reasons to buy and emotional reasons to buy. We are typically very good in defining the logical reasons, but we generally underestimate the influencing power of emotional reasons.

So the question is, what kind of emotions are we selling with our service contracts. Well, in short “peace of mind”. The last thing our customer’s engineers need to worry about is when will the production break-down. They need to focus on their job and not being paralyzed by the fear that maybe something bad will happen.

Everybody wants to pay money for receiving peace of mind. Just take the example of house insurance. Everybody has it, even the most harsh commercial buyer,   but at the same time we hope that we will never need it. Still we want to pay an important premium for that feeling.

Same in our case, and guess what, we as OEM, we have the best track record and experience in delivering service on our installed base. Nobody can beat that.

Besides the emotional driver, there is another important element that facilitates service sales : customer intimacy. Showing to the customer that we are close to them, at the same side of the table , always a few steps ahead so we safeguard their production and business opportunities proactively.
Giving the customer the reassurance that we will tailor at all times our offering to their requirements and come up with the best solution for solving their current and future issues.
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	STRATEGY ABB Robotics

We at ABB Robotics Customer service we want to develop a clear strategy to make Service Level agreements one of the foundations of our business growth.

We offer two different ways of configurating agreements. First we have the customized Service agreements that are tailormade for our customers and very flexible. This can be discussed using the robot care sales platform

On the other hand we offer SLA packages that are globally harmonized and easy to sell. More and more we have global customers, with similar challenges, therefore they also require the same service and consistent pricing from us. These packages have been developed based on the best practices from different countries.

Our aim is to offer the right kind of solutions for all types of customers in different maturity levels and also phases of their Installed Base life cycle. It is up to us, as sales perons, to direct the customers into the right direction.

We offer 4 pre defined service agreement packages, supported by our global processes and skilled service engineers, we will explain them more into detail and the value they bring to our customers, further in the program :
ABB Basic care : service included with the  robot delivery, eg. Access to the hotline during the office hours
ABB Preventive Care : service securing high reliability
ABB Express care : service for reliability and availability
ABB Extended care : Extended warranty and predictability


In order to support our SLA’s ABB is constantly developing and upgrading tools and technology to make this possible such as :
* ABB Ability Connected services	Comment by Joerg Rommelfanger: We had to rename to ABB Ability Connected Services…unfortunatley
* Condition monitoring & Diagnostics
* All products IoT enabled
* Fleet assessment
* Asset optimization
supported by our global Service Intelligence Unit
….

All these efforts, together with your sales acumen, will lead to achieving our Customer Service targets in the 2020 Strategy, which are :
By 2020 :
* 50% of our installed based needs to be operating under a service level agreement
* the revenue generated by ABB Ability Connected Services will be 50M USD
* 100.000 Robots will be connected to our ABB Ability platform
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	FOCUS ON OUR CUSTOMERS

In order to make this happen, we need to focus on our customers, understanding what types of customers we have, what they need and offering exact that kind of solution so that their objectives are met.

[bookmark: _GoBack]In order to tackle this we first have to segment our customer base. We can define  3 customer sub segments.	Comment by Joerg Rommelfanger: We should not mention treat internal as a ‘customer’

First of all we have what would could call the “insurer”. This type of customer focusses on their core business and relies on an external service provider to carry out the service They are looking for ensured availability and a short time to repair. The main reason why they look at us for servicing their robots is peace of mind.

Next to that kind of customer we also have the self maintainer. This type of customer feels that they have enough expertize in house so that they can carry out maintenance them selves. They are looking at us for timely provision of spare parts and resources, proper maintenance scheduling and improving the self help capabilities. Although that they will perform maintenance tasks them selves the main drivers to work together with us are increased uptime, extended life time, optimize maintenance costs, increase performance of the robots. You see, we as a global OEM, we surely have more information that can help them to achieve their targets.


A sub segment of our customer that we should not underestimate is our partners. The system integrators that use our robots to offer a differentiating solution in specific industries. Even if we are not able to sell our service contracts to them, We can still offer quite some services that can make them more successful in their business such as :
· ABB Ability Connected services  during commissioning
· Fast issue resolution during ramp-up and initial production phases
· Expert consultancy or advice when required

Our partners are looking for reduced warranty costs and fast and headache free implementation.

Although that this is not our focus as sales person every robot installed provides also value internally for our own Customer Service and R&D department. As we have access to so much data we can use that to :
* Faster and better prepared services
* Higher first time right rate	
* product development based on real usage
* timely detection of design problems

As a general statement, we can support them to increase the efficiency of our service.	Comment by Joerg Rommelfanger: Not understandable, would take it out 


	

	DELIVERING VALUE TRU ENTIRE LC

It is our aim to provide value added services to all our customer through the entire life cycle of the robots.

Where in a typical situation, we see that even at installation & commissioning there is some loss in performance and reliability and if not the proper maintenance is secured for the robots this will further deteriorate over the course of the life time, with the possible occurrence of an emergency repair. Costing a lot of money, not only to repair but also in lost product.

By offering world class support to ensure :
* faster ramp-up during installation and commissioning
* increased uptime at lower cost, maintaining reliability at optimal level
* optimized performance tru advanced services and analysis

We deliver a very clear value that our customers can not get from any third party supplier.
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	ABB = PIONEER
 
For many years, ABB Robotics Customer Service has been a pioneer in increasing uptime, reliability and efficiency throughout the life cycle and digitalization has been an important tool for that.

ABB became a pioneer in robot remote service already in 2007, with optional hardware allowing for significant reduction in time to fix.

We have created a service intelligence unit that is analyzing the data and takes recommends actions both for customers as for ABB Robotics internally.

Today, we use that competitive edge to further secure our well defined position in the market : such as :
· All products IoT enabled	Comment by Joerg Rommelfanger: Changed the order
· Condition monitoring & Diagnostics
· Fleet assessment 
· Asset optimization
· Remote access and assistance
· HTML5 user interface MyRobot which unlocks access to all ABB Ability Connected Services

And there is more to come, a lot of new things are in development such as :
· Migration of portfolio to ABB Ability platform
· More detailed failure prediction based on anomaly detections and machine learning algorithms
· New persona and role specific applications and user interfaces

This is a great time for us, solidifying our competitive advantage by delivering clear quantifiable value to our customers.
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