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1. Executive Summary 

 

Within this Deliverable 14.2 the MSEE Service Lifecycle Framework is complemented by the 

Methods & Tools for the Phase “Service Operations Management” (SOM), which were 

presented in a previous deliverable (D12.3) for the first two Phases of the Service Lifecycle 

Management (SLM) - Service Ideation and Service Engineering.  

 

At the beginning, the completed Process Model of the SLM Framework is shown to illustrate 

the relationship between the single phases and their interdependencies. The last phase of the 

SLM was here further processed and refined. In addition to the four parts “sales and 

marketing”, “service delivery” as well as the overarching tasks “service controlling” and 

“service portfolio management”, the last piece of the SOM “re-design and dismiss” is being 

supplemented. This part consists of either the reuse of a service (which can be differentiated 

in four more options) or its withdrawal. This part of the “Service Operations Management” is 

discussed in detail within Deliverable 14.5. 

 

In the main part of this deliverable, several possibilities are shown that can support each part 

of the phase “Service Operations Management”. On the one hand, methods are presented that 

describes the type of support. On the other hand, many tools are listed with which these 

methods can be implemented in practice. They are based to a large part by IT. These methods 

and tools were classified according to their belonging to different parts of the phase SOM. 

Some methods and tools appear more than once because they are not only suitable for a 

specific task or to support multiple tasks in parallel. 

 

Some of the methods and tools that were listed in the tables of chapter 4 have been illustrated 

by means of examples. It has been shown why they are important for the work in the phase 

SOM. With examples of some of the use cases, it is shown, that some of these methods and 

tools are already used, however, there is a large potential to use further methods and tools for 

Service Operations Management. Especially for BIVOLINO a few methods and tools were 

selected which are used, for example, by its competitors. Maybe this would also be an 

advantage for BIVOLINO in service operations management. 
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2. Introduction 

 

2.1. Objectives of Deliverable D14.2 

 

The main objective of Deliverable D14.2 is to specify the framework for Service Life Cycle 

Management (SLM) that was proposed in D14.1. Focus within the this part of the SLM 

framework is the phase “Service Operations Management” with its methods and tools and the 

adoption of the methods and tools within SLM for our use cases. 

 

The MSEE SLM framework consists of the three axes “Phases of Service Life Cycle 

Management”, “Role Model for Service Life Cycle Management” and “Methods and Tools 

for Service Life Cycle Management”. In this deliverable, the third axis “Methods and Tools 

for the Service Life Cycle Management” will be elaborated for the phase “Service Operations 

Management (SOM)”.  

 

The other phases and their associated Methods & Tools as well as Roles are included in 

previous deliverables. Figure 1 gives an overview in which part of the project work they can 

be found.  

 

 

 

 

Figure 1: The three axis of the MSEE SLM Framework and the focus of this Deliverable 

 

 

As the MSEE SLM framework to be proposed in the following chapters has to be regarded as 

generic, it is also interesting how to adapt it in practice. Therefore, the Use Cases will be 

analyzed, to find specific methods and tools that support the various product-related services, 

offered by the four Use Cases. Therefore, also the results from previous deliverables (cf. 14.1, 

methods and tools within the phase Service Engineering) will be used.  
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2.2. Structure of Deliverable D14.2 

 

Deliverable D14.2 consists of six chapters. Chapter 1 is the Executive Summary and sums up 

the most important results of the paper. In chapter 2, an overview is given over the objectives 

and contents of D14.2.  

 

Chapter 3 provides the completed process model of Service Lifecycle Management with it’s 

the phases “Service Ideation”, “Service Engineering” and “Service Operations Management” 

and the interconnection of these phases. 

 

In chapter 4 – analogue to the Service Engineering phase within Deliverable 12.3 – a variety 

of methods and tools is provided, that support the Service Operations Management process. 

Some of these methods and tools are being described more detailed to depict the significance 

of these methods and tools for the service operations management. Also, a few methods and 

tools are explained by using the examples of the use cases within the MSEE project and 

illustrate the integration that has already taken place. 

 

The next chapter provides a basis for the MSEE use cases, which of the presented methods 

and tools can be of use in further service business. A few examples show, how some of these 

methods and tools can be integrated in the daily business of service operations management 

for product related services.  

 

Finally, chapter 6 sums up the results of this deliverable and chapter 7 provides the references 

used for this deliverable.  
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3. Process Model of the SLM Framework for MSEE  

 

In the previous deliverables, the components of the SLM were described in detail: The three 

phases of the SLM are “Service Ideation”, “Service Engineering” and “Service Operations 

Management”. To establish the relationship of the different phases, Figure 2 will assemble 

these parts, and map the entire Service Lifecycle. 

 

 

Figure 2: Process Modell of Service Lifecycle Management 

 

 

The last phase of the service lifecycle management is called service re-design, it is a part of 

the SOM. In this phase phase will be decided the further procedure of the existing services, 

i.e. whether they are being reused or abandoned. 

 

Figure 2 shows how the different phases within the Service Lifecycle Management appear in 

context. The Service Operations Controlling (SOC) phase as well as the Management 

comprise as cross-functional phases, all three phases while the service portfolio management 

covers the last phase. The SOC will ensure that within the three main phases of the SLM, the 

most important parameters are met and can be optionally intervened. So the important criteria 

are time, cost and quality, from which can be determined further indicators such as 

productivity. This allows to monitor whether the offered services are being profitable or if 

there is potential for improvement. The management not only covers the service area of the 

company, but also the product range. Therefore, this phase can be treated similarly in both 

areas. These include, for example, tasks such as the relationship management and knowledge 

management. 
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The service portfolio management begins when new services can be offered. The tasks in this 

phase are to investigate whether the existing services meet the demand, if improvements and 

changes are needed or if the trends of the market require new service developments. Based on 

these observations, measures are planned to implement the adjustments in the next phase of 

the service re-design. 

 

In this phase, either a Reutilization is made or the relevant service is taken out from the 

portfolio. The reutilization can either be performed by a process of improvement of an 

existing service, major adjustments to the market, however, are achieved by a re-

development. While the first version of the Reutilization in the life cycle of services begins 

again with the requirements analysis, the second option begins earlier in the SLM process in 

the ideation phase. This calls for a re-assessment and collection of ideas, to which then the 

engineering process begins again. Two other forms of service re-designs are inspired by the 

customer, this is also differed after minor changes (customizing) and far-reaching changes 

(Individualization). A detailed description of the phase “Service Re-Design/ Service Dismiss” 

is being provided in Deliverable 14.5.  

 

Figure 3 shows the entire process model of Service Lifecycle Management. The three main 

phases “Service Ideation”, “Service Engineering” and “Service Operations Management” are 

shown with their subordinated phases and their components. In this graphic it is depicted, how 

the main phases and the overarching tasks are in relation to one another. Also it is shown 

which re-Design loops are being needed for each of the alternatives of Service Re-Design. 

 

Note: The phase “Service Ideation” may differ from the shown illustration because this work 

area is part of WP 1.3. Also “Service Controlling” is part of WP 1.3 and “Management” is 

described in more detail within WP 5.3. 
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Figure 3: Components of the SLM with their phases  
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4. Description of the Methods & Tools within “Service Operations Management” 

 

In Deliverable 12.3 several methods and tools for the Service Engineering Phase were being 

provided. For completing, in the following are presented a selection of methods and tools for 

the phase of Service Operations Management as well as for the general tasks of controlling 

and management for product-related services. References that were used to gather this 

collection can be found in chapter 6 at the end of this deliverable. 

 

4.1. Methods & Tools in overarching tasks 

 

4.1.1. Management 

 

Superordinate tasks, such as finance or infrastructure can be performed similarly to the 

product business. The difference in the subordinate tasks is making itself more noticeable e.g. 

in the area of knowledge management: Since the combination of products and product-related 

services creates new challenges for the company and its employees, this can result in 

problematic interfaces in these areas. To counteract a knowledge management is advisable, so 

employees from the product business are familiar with the requirements, tasks and 

innovations in the service sector, and vice versa. Even for the customer relationship 

management, there are other challenges due to Servitization: For example, due to the 

increased proportion of services also the intensity of contact with customers will increase. 

This offers potential (such as particularly outstanding customer loyalty programs, etc.), but it 

also carries risks if these relationships do not learn enough attention. 

 

The following table shows some methods assigned to their respective areas of functions of a 

company. Consciously the areas of Finances, Strategy and Infrastructure were set aside, as the 

methods here do not or not significantly different from the methods and tools being used 

within the product business. They are independent of the type of business and can therefore be 

carried out jointly for both areas. 

 

 

Application area Selected groups of methods Selected groups of tools 

Finances Can be carried out similar to product business 

Infrastructure (Real 

Estate, Technology, 

IT…) 

Strategy 

Knowledge 

Management 
 Best Practice / Good 

Practice, Lessons Learned, 

Open Space, Learning 

Communities & 

Communities of Practice, 

Knowledge Maps, Story-

Telling, Balanced Scorecard 

 

 Social Software (Wiki, Blog, 

Social Bookmarking), 

Groupware (Software for 

Cooperation, Communication 

and Coordination), Document 

management,  platforms, 

Contentmanagement, forums, 

Data Warehouse, Data-Mining 

Relationship 

management 

(Customer, Supplier, 

 Acquisition, customer 

restraints 

 Cf. 12.3 

 Data-Warehouse, Data-Mining, 

OLAP 
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Table 1: Selected Methods & Tools for the Support of overarching tasks within SOM 

 

 

4.1.2. Controlling 

 

Controlling within Service business works on similar principles as controlling within product 

business: The processes of ideation, engineering and provision of services continually need to 

be controlled such as those processes of products. The key points that need to be noted here 

are the time, cost and quality of services. 

 

Especially for these three aspects of controlling, there are already proven methods and tools 

that can be used for controlling services. Table 2 lists a selection of methods and tools that 

can be found. In particular the software for project management is helpful to meet cost, 

quality and time constraints. 

 

Also, additional parameters for checking the profitability of services are considered, such as 

productivity, which is in product business related from the quantity produced on the time 

required. Corresponding parameters for service business can also be determined. For example, 

the number of successfully completed services are compared per unit of time. As a concrete 

example a case of repair in the use cases IBARMIA could be called. Productivity would arise 

here from the fact that the daily incoming repair requests are compared with the daily 

successfully repaired machines. So, over an extended period, you can observe whether the 

provision of the service “repair” improves or not. Such an increase in productivity can be 

achieved by, for example, more competent staff who can either fix more complex problems or 

accomplish a greater amount of repairs in a shorter time. 

 

 

Ecosystem) 

Human resources 

(HR development, 

communication & 

cooperation, service 

culture,…) 

Cf. D 12.3 Cf. D 12.3 

Application area Selected groups of methods Selected groups of tools 

Schedule  Time management ( Half-Life-

Concept,  Value growth curve , 

Time costing) 

 Finance plan (Determining the 

likely cash requirements / cost 

plan) 

 Controlling-Software-Tools 

( MIS, MIK, Corporate 

Planner, Professional 

Planner, Cognos, Hyperion.) 

 Projekt Management 

Software (e.g. Open Project, 

MS Project) 

 Marakon Profitability Matrix 

 McKinsey-Portfolio 

 BCG-Matrix 

 

Costs  cost control (cost type, cost 

center, cost accounting) 

 estimating, costing 

 Life-Cycle Costing 

 Zero-base budgeting 

 expectation accounting (target-

performance comparison and 

appropriate response) 

 Break-Even-Analysis 

 Investment analysis 
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Table 2: Selected Methods for the Support of Service Operations Controlling 

 

 

4.2. Methods within Service Operations Management 

 

To support the different parts of Service Operations Management, several Methods can be 

used that are also known from other fields of business like product business. In order to find 

such methods, there was done a literature research (cf. e.g. Meiren/ Leistmann, 2002; Meiren/ 

Barth, 2002; DLM Folien SAL; Haller, 2012). The methods that have been found are only a 

selection. They were divided into the three areas of service Sales & Marketing, service 

Delivery and service Re-Design & Dismiss as well as the cross-functional area that is called 

service portfolio management. 

 

4.2.1. Methods for “Service Portfolio Management”   

 

As discussed in chapter three, the service portfolio is used to visualize the benefit of the 

services offered. It also monitors whether this changes over time and therefore will arise the 

need for further action (Reutilization & Dismiss). 

 

To investigate how the offered services are profitable compared to each other within the 

portfolio, an analysis is necessary. This analysis demonstrates the trend of each service 

offering. The sales figures document the demand for these services, a market or environment 

analysis can serve to detect the need of a particular service offer that is not offered by the 

 Target-Costing 

Quality  Total Quality Management 

 EFQM 

 ISO 9001 

 Certification  

 Accreditation 

 Measurements (Critical Incident 

Analysis, Customer Survey, 

complaints management, 

ServQual, Customer Forums, 

Client conferences) 

 House of quality 

 FMEA 

 Quality Function Deployment 

 Statistical Process Control 

 Success Resource Deployment 

Productivity  Labour productivity (verification 

of work and time management) 

 machine productivity (check the 

used machine hours) 

 Material Productivity (check the 

amount of factor inputs) 

 Capital productivity (review of 

capital investment and results / 

return) 
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company yet. It can be determined whether there is a gap to be filled within the service offers 

or whether an existing service is inadequate. 

 

Furthermore, the services offered can be regarded by using SWOT Analyzes or potential 

analyses and for example are shown together within a portfolio matrix. In this way, it can be 

shown easily which services generate a high yield and which ones have a rather small one 

(also parameters like demand or market share can be investigated). 

 

Based on this, measures can be planned to promote the less lucrative services again, whose 

demand and profitability falls or to remove them from range. Table 3 shows a selection of 

suitable methods for the support of these aspects. 

 

 

Table 3: Selected Methods for the Support of Service Portfolio Management 

 

 

4.2.2. Methods for “Service Sales & Marketing” 

 

Also in the area of Service Sales & Marketing, there are a variety of methods used to support 

these tasks. Analogous to the product business there can be used various methods of market- 

and customer segmentation within the marketing implementation, as well as methods for 

pricing, service policy, distribution and internal marketing. A significant difference to the 

product business shows the task of communication: In the pure service business you cannot 

usually use visual communication, as a service can’t be represented like a product. In this 

area, therefore, either more creative methods of communication are required or the focus is 

more on textual description of services. 

 

There are also methods that are used to analyze market reactions. For example, queries or 

complaints are evaluated in order to improve future services or you can perform a competitor 

analysis. This may show, for example, if you have found a market opportunity with your own 

offer when some other companies are trying to bring these and similar offerings on the market 

with a time lag. 

Application area Selected groups of methods 

Prognosis  SWOT Analysis, 

 Potential-Analysis,  

 Portfolio-analysis,  

 Portfolio-matrix (from (Boston consulting group) 

 Portfolio-matrix (from McKinsey) 

Initiation/ Planning 

Measures 
 Situation Analysis 

 Evaluation of the given data - analysis of internal and external 

company situation 

 Program Planning 

 Potential Planning 

 Budget consideration 

Trend Analysis  Documentation 

 Evaluation 

 Market analysis,  

 Market growth and market share portfolio 

 Market attractiveness and competitive advantage Portfolio 

 Environment analysis 
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Important in the area of Service Sales & Marketing is also how the customers are reacting 

towards new service offers. Questions arise whether customers accept the new offer, whether 

they respond slowly or whether they might just have wanted such a service? According to 

this, the sales strategy should be adapted and improved.  

 

 

Application area Selected groups of methods 

Marketing 

implementation 
 Situation Analysis (Marketing-Concept, Marketing-Strategy, 

Marketing-Goals, Marketing-Instruments, Marketing-Budget, 

Marketing-Controlling, SWOT-Analysis) 

 Market Segmentation (total market/ sub-markets), Customer 

Segmentation (determine target group) 

 Service policy 

 Pricing (Based on cost analysis, market situation, break-even-

analysis price differentiation) 

 Product Policy (Quality, Brand, design, packaging) 

 Distribution (Indirect Sales/ Direct Sales, marketing channels, 

Multi-Channel-Marketing) 

 Communication (Brochures, Ads, Flyers, Events, Web, 

Acquisition, Contacting multipliers, Traditional advertising, 

Promotions, Direct marketing, Public relations,  fairs and 

exhibitions, sponsorship, event marketing, success stories, online-

marketing, mailing) 

 internal Marketing (business philosophy, employee satisfaction) 

 external Marketing (focused on the market) 

 Interactive Marketing (combination of internal and external 

marketing) 

Market reaction  competitor analysis 

 price-demand function (depending on the sales price) 

 Price elasticity 

 Development of market share 

 promotional effect function (sales, depending on the advertising 

budget) 

 Growing or shrinking market 

 Development of sales data 

 Classical analysis techniques such as averages trend followers, 

Statistics 

 Candlestick Analysis 

 Elliott Wave 

 Point and Figure chart 

Sales 

implementation 
 Yield Management 

 Price differentiation 

 Loss-Leader-Concept 

 Turnover 

 Benchmarking 

 Cross selling 

Customer reaction  Observations 

 Evaluation of inquiries and complaints 

 acceptance test 
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Table 4: Selected Methods for the Support of Service Sales & Marketing 

 

 

4.2.3. Methods for “Service Delivery” 

 

The essential point in the Service Operations Management represents the service delivery. To 

provide the new service it has to be planned exactly what capacity and resources are needed 

for this service and which ones of them are available. To allocate the available resources 

ideally, several methods could be used to support this task. Various analyzes should be carried 

out in advance, in order to determine how high the need for equipment and labor is. This 

allows to better plan the provision of services, since it is known how many and which 

resources are required for providing a specific service and thus how large the supply of 

materials and the availability of suitable staff is. 

 

 Loyalty index 

 Acquire new customers 

 increase sales 

 Brand image 

 awareness 

Application area Selected groups of methods 

Planning of 

resources/ 

Capacities 

 Service Level Management (binding agreements for internal and 

external services provided, at the interface with the customer 

service level agreements are arranged) 

 Availability Management ( Availability of IT-Infrastructure) 

 Capacity Management (provision of Software, Hardware and 

personnel, Planning of future capacities) 

 Use of resources 

 personnel deployment  

 Recruitment 

 Time trials 

 Self-Logging 

 Multi-Moment method 

 PMTS (Predetermined Motion Time System) 

 Synthesis 

 Expert survey 

 Queue management 

 Enterprise-Resource-Planning 

 Demand Capacity Management 

Providing of service  Service Level agreement 

 ASP (Application Service Provider) 

 Process management 

 Operational Management 

 Service Request Management & Fulfillment 

Customer feedback  Questionnaire, One-on-One Interview, Focus Group interview, 

Complaint Analysis,  

 servQual, ServPerf, ServImPerf 

 Customer forums, Customer Conferences, 

 Critical Incident Analysis,  
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Table 5: Selected Methods for the Support of Service Delivery 

 

 

4.2.4. Methods for “Re-Design & Dismiss” 

 

If the task of analysis within the portfolio management hast he result that the further offering 

of a specific service is useful or it would be necessary to improve or even re-develop this 

service, it changes to the phase of service re-design. If a service needs to be excluded from the 

offer, because it no longer provides the desired economic returns, it will be decommissioned. 

To accomplish this, there are various methods. So you may want to prevent irritations by the 

minority of customers who still benefit from this service, and to avoid that they move to 

another provider. This can be achieved by, for example, using marketing methods that 

promote a new service which replaces the existing service that is decommissioned. If the 

customer gets an explanation why the new service is offered and in what way his benefit 

increases by using this alternative, he will be more open to this new offering and can tolerate 

the changeover more easily. 

 

In the case of the four variations of the re-design, there are also several methods that can be 

applied to. Figure 4 shows these four alternatives of the re-design, which are described in 

detail within Deliverable 14.5. The Driver, who provides the impetus to alter a service and 

adapt or improve, can both be from the customer or the company itself. The second variable 

in the phase of the re-design of services is the effort, with which the adjustment or 

improvement of the service is performed. 

 

 

 

Figure 4: Alternatives of Service Re-Design 

 

 

There are many ways to facilitate service changes suggested by the customer. Especially for 

the customization, in which the cost of adaptation to specific customer requests should be 

low, there are many possibilities for taking steps in advance. 

 

 Survey of sellers and intermediaries 

 indirect measurement of expectation and fulfillment level 

(Fishbein- or Trommsdorff-model),  

 issue panels,  

 social media monitoring 

Staff feedback  Direct methods: Employee Survey (maybe via Internet / Intranet), 

an employee forum, interviews, workshops 

 Indirect methods: absenteeism, fluctuation, investment in business 

projects, accidents, complaints 
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For example, the mass customization through ICT can be a useful method: with the help of 

information technology the possibilities of integrating the customer into the product 

configuration of many products are simplified. Examples include products from the apparel 

and food industries, such as T-shirts, granola or trail mix, combined with the design of the 

product and the delivery service. The products can be interactively designed or compiled on 

the website according to the individual wishes of the customer and afterwards be sent to the 

buyer. 

 

The use case of BIVOLINO can also explain this: BIVOLINO offers its customers an online 

configuration screen where only a piece of clothing is chosen, then the material is selected 

and eventually some individual elements such as collars, sleeves or pockets and a label are 

added. So the products are unique to the customer, as part of the possible options that 

BIVOLINO legislates in its configurator. 

 

In the second alternative that is triggered by customer needs, a higher input is needed for 

adapt the service to the customer’s request. The degree of individualization is so high that it 

can no longer be achieved solely by a customizing. The customer needs tob e integrated 

already in the phase oft he requirements analysis to integrate his requirements optimally. 

 

Methods that can support such a course, for example, are direct customer conversations in 

which the customer is part of the development process. Because this variant is very time-and-

cost-intensive process, it also can be taken advantage of internet-based methods: Customer 

forums can serve as platform to express an opinion on the (dis-)advantages of service 

offerings and to discuss new proposals by customers either with one another or with an 

employee of the company so that there can evolve new services that suite individual 

requirements from a customer or a group of customers. This asynchronous form of 

communication can save a lot of time and allows a much greater involvement of customers. 

Of course, such a development method in which the customer is an integral part of the 

development team can also be performed exclusively for just one customer. 

 

One form of this involvement of the customer in the development process shows ‘open 

innovation’ through ICT – explained with an example from the leisure sector. Kite Surfing is 

a new sport that makes surfing more interesting by using kites. In recent years an innovative 

development method asserts itself in this recreational sport: In various online communities, 

customers can present their own designs of the dragon sails and other users can comment on 

them and discuss them. An open source design software that can be used in principle as a 

CAD system allows the cooperation of the users to create new designs for kites. By 

publishing these designs they will be further developed by other community members or they 

might get the idea for a radical new development. In this way they participate in the value 

creation process of the provider. They are virtually part of the development team by using the 

new media. 

 

The other two alternatives of the service re-design are emanating from the company itself. 

Because in the phase of portfolio management mistakes or potential improvements in a 

service were noted, the company itself decides, to make changes before it comes to customer 

complaints or they use the ideas in anticipation of better market opportunities. Suitable 

methods for internally triggered service re-design include e.g. the use of an Ishikawa diagram. 

If a service has a specific problem, this method is used to search for possible causes: various 

influencing factors are collected, each of which is refined with further possible causes. This 

allows the elimination of them and to offer a higher quality service. It can also be of 

advantage to use  the Failure Mode and Effects Analysis. Here, potential weaknesses are 

discovered to also improve the existing service. 
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Depending on how extensive the changes of the relevant services are, they are called ‚Service 

Improvement‘ (only minor changes) or ‚Service Re-Development‘ (major changes and 

enhancements. 

 

 

Table 6: Selected Methods for the Support of Service Re-Design and Dismiss 

 

 

4.3. Tools within Service Operations Management 

 

Because methods only specify the nature of how a solution can process, methods are 

supported generally by appropriate tools, to implement these methods. As with the methods, 

there are also a large number of the tools, in part, these tools are IT based. Sometimes there 

are programs and software packages that try to cover several aspects. However, there is no 

software solution that provides a holistic tool and accompanies the whole process of service 

operations management. To give an idea oft he possibilities of support for Service Operations 

Management, some tools are presented below. They are also divided according to the 

different phases of the SOM. 

Application area Selected groups of methods 

Improvement  Ishikawa-Diagram 

 KAIZEN (Japanese method for innovation management and 

continuous improvement) 

 CIP -  Continuous Improvement Process 

Re-Engineering  Failure Mode and Effects Analysis (Design, System-, Hardware-, 

Software-, Process-FMEA) 

 Renewing, Revitalizing, Reframing, Restructuring 

 cross-sectional organization ,   

 Supply Chain Management,  

 Customer Relationship Management,  

 Business Process Reengineering 

Customization  Mass customization  

 Analysis of customer and consumer behavior 

 Soft Customization (outside the company) explicit or implicit 

Personalization, custom final manufacturing and service 

individualization 

 Hard Customization (within production) standardized pre-

production and individual end-production or vice versa,  

 Individual combination of standardized modules and mass 

production of unique items 

Individualization  Mind Map,   

 Brainstorming,  

 Brainwriting 

 Questionnaire 

 Interview 

 Internet Forums, communication platforms 

Decomissioning  Life-Cycle-Analysis 

 Portfolio-Analysis 

 ABC-Analysis ( Evaluation and selection ) 
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4.3.1. Tools for “Service Portfolio Management”   

 

In the phase "Service Portfolio Management", which covers the whole process of the SOM, 

tools are needed to support the aspects of Trend Analysis, Prognosis and initiation / planning 

measures. 

 

The trend analysis should be supported primarily by tools that put existing services in relation 

to each other on the basis of various parameters such as sale or popularity.  

It can be inferred then, what consequences this may have in the future, so using additional 

tools, a prognosis can be created. For these two aspects of the service portfolio management 

(trend analysis and prognosis) also current developments and analysis of current trends are 

considered. Finally, from the results of these investigations, a decision may be taken how to 

continue with the existing services. That is, whether they are no longer commercially 

successful enough and should therefore be removed from the portfolio or if they remain in the 

portfolio and if so, are there measures that have to be taken for further success of a particular 

service. 

 

 

Table 7: Selected Methods for the Support of Service Portfolio Management 

 

 

 

 

Application area Characterization Sample Tool Selection 

Trend Analysis  Based on research and 

statistics, trends of existing 

services are evolved 

 ITIL. ITIL V3 

 Charttool,  

 2D and 3D matrices 

 ProRealTime 

 iET ITSM 

 4c Portfolio Manager 

 Folio Priority System 

Prognosis  Statements about possible 

events, conditions or 

developments in the future 

 Planview,  

 ITIL. ITIL V3 

 Charttool,  

 ProRealTime 

 PPM 

 Crystal Ball® 

 DPL Portfolio 

Initiation/ Planning 

Measures 
 Based on the given data 

concrete measures are planned 

and initiated 

 ServiceNow 

 HiScout GRC Suite 

 IT Projektportfolio-

management (PPM) – 

Changepoint 

 1000Minds 

 Make It Rational 

 Decision Tools Suite 

 DPL Portfolio 
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4.3.2. Tools for “Service Sales & Marketing” 

 

Also during the period of service sales and marketing, various (often IT or web-based) tools 

are used. As already mentioned, in the area of marketing for services it is much more difficult 

to apply this, because, in contrast to a product, services are not tangible. Nevertheless, even 

here, proven marketing strategies, such as they are known from product business, are used. 

But novel tools should also be noted that support an unconventional way of marketing. 

Foremost among these are mainly web 2.0 tools (see table 8). 

 

To find out how good or bad the new service asserts itself in the market, the market reaction 

is observed and evaluated. Likewise, it is investigated how each customer will respond to the 

new offerings and how they value them. To measure market- and customer reaction, there are 

a variety of helpful tools to support them. For example, surveys can be created with 

LimeSurvey or customer relationships can be analyzed and fostered in the cloud with 

salesforce. They help to manage complaints and suggestions in order to provide higher quality 

services and can attract new customers and keep existing customers. 

 

 

 

Application area Characterization Sample Tool Selection 

Marketing 

implementation 
 Start of the implementation 

process. 

 decomposition of the 

marketing strategy into 

operational subtasks 

 bottom-up or top-down 

implementation 

 Video, Photography, Graphic, 

Audio 

 Twitter , Traffic To Your 

Blog, Facebook Fans, E-Mail 

List, Generate Link Love 

 Google Juice and Other SEO 

Enhancements,   

 Content & Rich Media,  SEO 

Optimized 

Market reaction  The Market reaction to certain 

service Marketing measures  

 Tools that support single 

methods in service marketing 

like the conduction of market 

research activities such as 

surveys (e.g. LimeSurvey) 

Sales 

implementation 
 Planning and coordination of 

all relevant measures to 

promote the sale of goods and 

services. 

 A sales trend analysis is a 

review of sales-related 

measurements or key 

performance indicators (KPIs) 

during a specified period of 

time. 

 short term, midterm or long 

term 

 go up, go down or remain 

unchanged 

 Robin-Hood-Sales strategy,  

 Yes-set Close, 

Recommendation-technique 

 Product samples, Coupons, 

Special Prices, Gifts, 

Competitions, Warranties, 

Point of Purchase-Displays 

 Amazon-Sales-Ranking 

 Best-Seller-Ranking 

 Real-Time-Demand-Chain-

Management 

 Sales-Trend-Analysis-Tool 

 Chartanalysis (Charttool, 

ProRealTime) 

Customer reaction  The customer reaction to 

certain service marketing 

measures 

 Tools for customer 

relationship management like 

Microsoft CRM, Oracle 
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Table 8: Selected Methods for the Support of Service Sales & Marketing 

 

 

4.3.3. Tools for “Service Delivery” 

 

The next phase of the delivery, in which the offered services are sold and therefore directly 

implemented within the customer field, also requires several tools for supporting this task. 

First, it should be planned, what resources are available and what resources are being required 

by the provision of a particular service. Only this can ensure that the best possible utilization 

of these resources occurs. Tools such as Planout or A-Plan are available for this, to facilitate 

not only capacity planning. They are also project management software that is especially 

useful for this aspect. 

 

In the actual phase of providing the service, it is important to keep constant or even improve 

the quality of the services. Tools such as from the web 2.0 can support this. With these tools 

you can provide additional information about the service, which can be used by the customer 

while using it. For services for which an employee is not involved, also Wikis can be used for 

example to document rules, procedures or potential complications. Thus, the quality of 

service delivery can be improved, the error rate can be minimized and the contact intensity 

and therefore staff costs are minimized. 

 

On the BIVOLINO case the increase in service equality can be found in the complaint 

management: If a customer isn’t sure about whether the shirt will fit his measures, he may be 

hesitant to order his customized mass shirt. BIVOLINO counters these fears by displaying a 

satisfaction guarantee during the customizing process. In contrast to this web 1.0 tool that 

represents a one-way communication in which only images and texts (Figure 5) are included 

on the home page, BIVOLINOs competitor tailor4less is a step further. Here you have the 

option when ordering to use the live chat feature and write to someone at tailor4less (Figure 

6). Thus, emerging questions will be answered directly by an employee of the company and 

the customer can continue his ordering process without severe delay. Both solutions support 

the customer's satisfaction with their respective advantages and disadvantages by providing 

additional information and assistance during the ordering process. Another way of web 2.0 

represent FAQs. Here, commonly asked questions by customers can already get discussed and 

clarified so that the customer can check on his own without contacting a service employee. 

Similarly, wikis can be created or video tutorials can be added in which the most important 

steps are explained (e.g. the purchasing process with BIVOLINO or the installation process 

of apps with TP-Vision). This creates an added value for the customer, because he can 

quickly help himself. 

 

 

        

Figure 5: Guarantee to fit (Bivolino)           Figure 6: Chat window (tail4less) 

 

Siebel, Sage ACT!, 

salesforce.com 
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After the service was delivered, it may be useful to examine how the customer but also the 

employees perceived the actually wanted/provided service. As within the customer reaction 

phase (cf. table 8) tools for customer relationship management can be used. In addition, 

surveys can be conducted that can uncover possible weaknesses. Appropriate tools to support 

can simplify work processes and reduce the duration of the polls by digitization. With the 

evaluated feedback, the quality of services can also be secured. The opinion of employees and 

customers may possibly be incongruent: This suggests that the expectations of customers 

differ from the presumed expectations. 

 

Using the example of BIVOLINO it would be possible after delivery of the goods to send an 

e-mail, in which is asked for some statements. So you can ask the customer about whether the 

shirt fits and how he is satisfied with quality and price-performance ratio, etc. Based on these 

statements, further measures may be planned in order to increase customer satisfaction. Tools 

that can support such an approach are, e.g. SurveyMonkey or Brandwatch. Also via social 

media platforms a feedback from customers can be generated. On Facebook, designs can be 

presented like the shirt of the week or even shirts designed by customer's ideas can then be 

rated and commented by other users. Thus, this form of customer feedback serves as a 

marketing tool. Table 9 gives an overview of some tools that can support the service delivery 

phase. 

 

 

Table 9: Selected Methods for the Support of Service Delivery 

Application area Characterization Sample Tool Selection 

Planning of 

resources/ Capacities 
 Capital, equipment or 

personnel are used as 

efficiently as possible for the 

operational process and thus, 

the control of business 

processes is optimized. 

 Maximum possible 

performance of staff and 

resources of a working system. 

 Planout 

 A-Plan 

 MBusiness 

 iFAKT,   

 MerkatorIQ, 

 easyProject, 

 PROPAS®PPS, 

 FreD,   

 deployment planning 

Providing of service  Tools that help to ensure e.g. 

high service quality, cost 

efficiency and the deal with 

customers 

 Web 2.0 tools: wikis, FAQs, 

Forums, blogs, etc. 

 IBM Service Management 

 Dimension Data 

 KIT-LDAP-Service 

 IBM Tivoli Service Request 

Manager 

Customer feedback  The Customer describes his 

experiences during the business 

transaction and gives positive 

or negative feedback 

 SurveyMonkey, Alterian 

SM2, BrandsEye, 

Brandwatch, BuzzGain, 

BuzzNumbers, CustomScoop, 

ethority, Filtrbox, Opinmind, 

Radian6, Social Radar, 

truCAST, Trackur, TNS 

Cymfony, WebTrace 

Staff feedback  The employee describes his 

experiences and gives positive 

or negative Feedback 

 BBW-Performance, Easy-

feedback, employees monitor 

RogESI and RogECI 
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4.3.4. Tools for “Re-Design & Dismiss” 

 

The last section in the Service Operations Management shows five different options. Four of 

these options are designed to either adapt small changes to the services or make fundamental 

changes. Both from a customer perspective as well as starting from the company itself. The 

fifth way is the case that the service in question no longer fits into the portfolio and therefore 

is decommissioned. 

 

When the process of Re-Design comes from the company itself, it can be performed an 

improvement or a fundamental Re-Engineering. There are various tools that can support these 

processes. For example, observations can take place continuously, which can enhance the 

process of service delivery or the service itself. Using the example of BIVOLINO, that would 

be an adaptation of the website: It currently has linguistic inaccuracies; with relatively little 

effort, their elimination is possible, what would give customers more confidence by creating a 

more professional appearance. With TP-VISION, a new version of an app would be such an 

improvement. Here, small changes are also performed; usually there are errors that are 

repaired. 

 

The re-engineering has major changes for consequence. Through analyzes and observations 

(e.g. by observing customer behavior when ordering BIVOLINO Shirts), problems can be 

identified. If this cannot be corrected with minor adjustments, the service needs to be 

fundamentally changed. With BIVOLINO that was made when the measuring process was 

converted from measuring with the measuring tape to order without measuring but ask a few 

specific questions about heigh, weight etc. The error rate of the customized shirts was 

formerly much higher than now. To achieve this, an entirely new method was developed to 

measure the customer without measuring tape, while increasing customer satisfaction through 

better fitting and easier measuring process. 

 

In the customization, the process of re-design starts by the customer respectively the company 

encompasses a number of ways of assembling a product or a service. BIVOLINO 

accomplishes this in the selection of fabrics, collars or cut shapes that can be combined by the 

customers according to their wishes. 

 

If this form of customizing according to the customer’s needs is not sufficient, there is a 

further possibility called individualization. Here together with the client an individual solution 

is worked out. The tools that are used are the same as for service engineering. The only 

difference here is the customer's participation in the development process. 

 

If a service no longer meets the required demands of the market and is therefore no longer 

economically, it must be removed from the portfolio. There are also tools that can assist in 

this process. Table 10 shows some of these tools. 

 

 

 

Application area Characterization Sample Tool Selection 

Improvement  Tools that support the 

implementation of small 

changes of services 

 Tools that are used for 

rectification of errors 

 Process Mapping, Change 

Ideas and PDSA Cycles, 

Demand and Capacity, 

Statistical Process Control, 

Six Sigma, Lean, care 

pathways, process mapping. 

 Stage of Project (identifies 

tools that are relevant to 
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Table 10: Selected Methods for the Support of Service Re-Design and Dismiss 

 

 

  

implementing a service 

improvement project, e.g. 

starting out, diagnosing the 

cause etc.) 

 Type of Task (identifies tools 

associated with addressing 

specific tasks, e.g. mapping 

the process, thinking 

creatively etc.) 

 Type of Approach (identifies 

tools linked to a specific 

approach, e.g. Lean, Six 

Sigma, analytical tools etc.) 

 Seven Ways to No Delays 

(identifies ways to improve 

customer flow and design 

delay-free services in order to 

achieve better customer care.) 

Re-Engineering  Fundamental rethinking and 

radical redesign of business 

processes to achieve dramatic 

improvements in important 

metrics such as cost, quality, 

service and turnaround time 

 Design Review Based on 

Failure Mode (DRBFM) - 

TOYOTA 

 Hazard Analysis and Critical 

Control Points (HACCP) - 

NASA 

Customization  Small adjustments according to 

a customer's individual 

requirements based on 

predetermined parameters 

 concept in which the growing 

client demand for 

individualization of its product 

is taken into account, while 

striving for high 

standardization 

 Customer-Specific 

compilation of the product or 

service (customized shirts - 

Bivolino, MyMuesli.de,  

Mybeans.com,  

personalnovel.de, personal 

notebook – dell.de) 

Individualization  Personalized services or 

service individualization  

 Modifications to suit the  

requirements of very specific 

customer wishes or needs 

 Cf. The various aspects of 

service engineering and their 

according tools (Deliverable 

12.3) 

Decomissioning  Final singling out certain parts 

of the portfolio. 

 CADCT – CA Decommission 

Tool 

 NetBackup Media Server 

Decommissioning Tool 7.0 
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5. Summary and Outlook 

 

In this deliverable, the relationship of the different phases of the service lifecycle management 

has been demonstrated. It was shown how the individual phases are interconnected and how 

they are interdependent. The individual parts were presented in different deliverables, now a 

graphic illustrates the entire process of SLM. The last part of the Service Operations 

Management will be presented in Deliverable 14.5 – here, the Service Re-Design or Dismiss 

is explained in more detail. 

 

It has been shown that numerous methods and tools are available to support the various steps 

in Service Operations Management. However, no complete or comprehensive collection is 

available, which can be used for the operations management of services. Rather, service 

providers must seek out appropriate methods and tools from this pool, and find out what are 

the methods and tools most suitable for them.  

 

In the further project work it can be shown explicitly on the basis of the use cases what 

methods and tools are important for the individual services of the use cases. It was shown that 

some methods and tools are already used in the use cases, but there are also a variety of 

methods and tools whose application could be helpful as well. Using the example by 

BIVOLINO, a small selection was provided within this deliverable and it was shown what 

further methods and tools can be used as with BIVOLINOs competitors. 
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