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Dokumen ini meninjau dampak servitisasi pada model perusahaan
manufaktur. Ini membahas bagaimana perusahaan yang berpusat pada
produk dapat bertransisi ke model berorientasi layanan dengan
memasukkan layanan perangkat lunak ke dalam penawaran mereka.
Tinjauan literatur mencakup konsep-konsep kunci seperti servitisasi, model
perusahaan, proposisi nilai, dan perubahan organisasi yang diperlukan.
Model analitis dikembangkan untuk menilai upaya servitisasi perusahaan
kasus melalui platform perangkat lunak CSA-nya. Data empiris dari
wawancara menemukan proposisi nilai tidak memadai karena
ketidakmampuan untuk menunjukkan manfaat CSA. Perubahan organisasi
tidak diterapkan dengan benar, menyebabkan kurangnya sumber daya yang
dialokasikan. Studi ini menunjukkan pentingnya faktor organisasi seperti
budaya, komunikasi, dan penyelarasan strategi dalam memungkinkan
servitisasi.
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This document reviews the impact of servitization on manufacturing
companies' corporate models. It discusses how product-centric firms can
transition to service-oriented models by incorporating software services into
their offerings. The literature review covers key concepts like servitization,
corporate models, value propositions, and organizational changes required.
An analytical model is developed to assess the case company’s servitization

efforts through its CSA software platform. Empirical data from interviews
finds the value proposition was inadequate due to inability to demonstrate
CSA's benefits. Organizational changes were not properly implemented,
leading to lack of resources allocated. The study shows the importance of
organizational factors like culture, communication, and strategy alignment
In enabling servitization.

jtrm.polman-bandung.ac.id

1. INTRODUCTION

To stay ahead of the commercialization trap, globalization, and price erosion, manufacturers must
rethink current corporate models make use of new developing technologies. As a result, manufacturers
have created services and other such initiatives to boost their customer value, they use operational and
performance services. interactions, downstream movements, market valuation, income stability, and
profits are all important factors to consider. Although there appears to be a clear incentive to develop
the professional corporate model and transition away from pure products, Manufacturers have sought
to find a suitable corporate model for customer solutions which is focusing on Customers that are loyal
and products that are of high quality. This technique, known as servitization, entails expanding the
product and service bundles available to customers and enterprises. It's a difficult task because
traditional business strategies are directed to the development, manufacture, and products sales.
Companies must reconsider their corporate models to incorporate services into product-driven firms.
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Companies may enhance their present offers by carefully analyzing how they generate, collect, and
provide value. Companies may discover that product-service bundles provide a modern alternative to
product-only offerings, keeping in mind the continual, natural cycle of product maturity.

The purpose of this topic is to have an outline of the historical backdrop of the thesis. The backdrop
section covers an introduction to corporate models as well as how organizations are changing existing
business strategies due to the growth of software systems and services in the marketplace. It has a
brief description of the manager and the featured company, which results in a problematization that
acts as a foundation for this thesis' scholarly contributions. The topic comes to a close with a summary
of the thesis' aim, limitations, and conclusion, followed by a detail of the thesis' conclusion.

1.1 Background

Servitization is a critical and substantial difficulty for manufacturing companies that are active in the
manufacturing sector, particularly in the automotive industry, in industrialized countries. Firms must
travel up and down the value chain to obtain certain competitive advantages to remain competitive in
today's market. This is especially true for high-tech companies looking to acquire competitive
advantages by moving up and down the value chain. As an alternative to only competing on price, they
will be able to bring additional value through design and services, rather than simply competing on price
alone [1]. Some of the best-known firms in the globe like IBM, Fujistu & Siemens have already begun
to base their operations on the value created by shifting their emphasis away from selling and toward
delivering services, and many more are likely to do likewise soon. Vandermerwe and Rada's work in the
1980s, which culminated in the forming of new business strategies, is closely linked with the expansion
of these fresh business operations. It is possible to effectively implement the servitization concept, which
adds value to products by providing services they are linked to since new ways of doing business have
been recognized and accepted.

A comprehensive strategic decision-making process must be developed before the effective adoption of
servitization in manufacturing organizations that must clearly define the process of their services.
Manufacturers will very certainly need to build some creative and replacement managerial concepts,
arrangements, and techniques to properly apply servitization in the future. companies must maintain a
continuous and steady flow of development as time progresses, not only by maintaining their focus on
customers, but also by considering how products are designed, shaped, conveyed, and promoted in the
marketplace. Observers have pointed out that organizations must consider how products are designed,
shaped, conveyed, and promoted in the marketplace, as noted by observers. This results in engineers
seeking design services at the same time that they attempt to deal with any problems that may come
up as a result of unwillingness in organizational procedures throughout the product planning process,
which is a negative outcome.

Even after all of this, the distinction between a product-centric approach and one that is focused on
customers is not broadly discussed. It is the reason of this dissertation to learn the universal concept of
servitization as well as process change management, both of which have the potential to aid newly
serviced enterprises in building excellent product-service processes. As a result, the primary target of
this dissertation is to come up with an expanded theoretical plan for organizational process shift from
product-centricity to customer-service orientation in each phase of the process, from research through
service and after-sales services, in each phase of the process.

1.2 Research Purpose

It is necessary to conduct additional research and exploration to make the notion of servitization more
accessible and understandable for businesses. Although servitization benefits both suppliers and buyers,
many experienced manufacturers are unable to grasp the notion of servitization. As a result, it is crucial
to increase awareness and comprehension of the critical idea of’ service." To develop a model of
servitization, we must first evaluate and reveal how producers have dealt with servitization through
interviews and the incorporation of existing literature. This is the primary reason for conducting this
study.

1.3 Research Question
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It's crucial to look into the concept of servitization, as well as how it relates to and interacts with the
operation's corporate model, to achieve the objectives of this thesis. Theoretically, servitization affects
manufacturing businesses in many ways. For instance, it alters the product portfolio, customer
interaction, and revenue streams. An awareness of how servitization can impact a company's particular
business plan is consequently viewed as crucial in today's society. This line of reasoning leads to the
first research topic.

1.4 Importance of the Study

This research will aid in the development of a framework for manufacturing organizations that are
focused on the servitization of their products. Furthermore, its findings will serve as guidance to the
development of a corporate strategy that will guide organizations through the process of alteration
management and the transformation of their operations. It will draw attention to the areas that require
improvement in business servitization current situations and concentrations, whereas current or
developing enterprises wish to provide services.

Servitization - is a process through which an organization transitions from product-based to service-
based corporate strategy. Servitization, on the other hand, suggests that businesses are progressing
not just in terms of their outcomes and value chain, but also in terms of how they handle their service
portfolio. Companies in such instances, according to Oliva & Kallenberg, should manage change when
migrating from products to services. As the business focuses on transitioning lucidity of the business's
positioning; earning, value chain & the firm's internal and external proficiencies, such challenges
necessitate a key adjustment in the corporate model.

Corporate model re-organization- is a strategy that encompasses the outline in which an
organization relays and delivers its value to consumers. It provides data about the firm’s target market,
market requirements, the role of its services and products in satisfying consumer needs. Corporate
model reorganization thereby refers to the activities of transitioning, re-linking internal activities in a
corporate model. During the integration of a service into a corporate model of manufacturing a company,
specific changes always take place in varying components in the essence of accommodating such
integrations.

A value proposition- is a marketing statement that summarizes why customers should purchase a
service or product. It is a key purpose as to why consumers choose a corporation over the other since
it is identified as the solution to customer needs.

Customer-Centricity- is a business strategy of putting the customer needs first or prioritizing
consumers in a business. This generates a long-lasting organizational value.

Value-Based Pricing- is a pricing strategy in which prices are set primarily, not exclusively, but
according to estimated values of a good or service to the customer rather than considering the historical
cost or price of a commaodity or service.

2. LITERATURE REVIEW

This topic contains the conceptual framework that acts as the basis for this thesis. It starts by explaining
the business approaches to designs as well as the relationship between models as a concept, before
moving on to discuss corporate models in more detail. In addition, the concept of business designs is
presented and analyzed deeply to serve as the foundation for the unit of analysis in this section. Using
examples from corporate model literature, the notion of servitization is developed further in the next
section. To bring the inquiry to a close, a closing analytic model is provided.

2.1 Corporate model Theoretical Background

Researchers from a range of fields have different perspectives on the fundamental theories that underpin
corporate models, and these perspectives are reflected in the literature. To appreciate this topic, the
strategic viewpoint and institutional theory are the two approaches that are most frequently utilized in
the literature [2]. The idea that firms function as institutions are depicted in the institutional theory of
business. This theory is concerned with social structures, and it highlights the importance of corporations
adhering to legal and social standards to be legitimate [2]. Because of the setting in which this study is
taking place and the problem that has been posted to the students, this theory will not be taken into
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account any further. The theory is however not taken into consideration due to its setting and the
challenges it poses to learners.

According to certain academics, the corporate model concept is frequently recognized as a foundation
for business strategy and strategic positioning, with the latter two concepts serving as pillars of the
corporate model concept in turn [3], [1]. Other viewpoints on the topic are discussed, including
transaction-cost economics [3], resource theory [3], and resource-based theory. Williamson defined
formalized. As described by Morris et al., the corporate model exhibits two distinct characteristics: on
the one hand, it appears to be related to the price chain and seeks to initiate value within the association
as a tactical plan for management; alternatively, it does not appear to be associated with or set out to
drive value within the company. [3]contend that the idea of corporate models encompasses both
company tactics and judgments about transaction borders, thereby constituting a component of the
transaction-cost economics viewpoint (TCE), which was first proposed by Williamson in 1982 and has
since gained widespread acceptance corporate model Theoretical Background. A corporate model,
rather than a firm, is considered to be the pinnacle and instrument for visualizing all transactions within
a company, according to this viewpoint, rather than the other way around [3]. Transaction cost
economics (TCE) is a paradigm that emphasizes the use of economic changes and the cost of economic
exchanges to examine businesses to reduce and impose limitations on the expenses of an organization,
according to Barringer and Harrison [2]. According to Morris [3], business design can help structure
talents and resources due to its ability to address internal competencies.

As a result of this, the perspectives mentioned above will intersect in a variety of ways because plans
at higher executive levels may incorporate both external and internal transactions, in addition to internal
resources or activities, among other considerations. Strategists such as Magretta [4] define strategy as
a tool for managing the external environment; that is, to gain a competitive lead in the marketplace. To
avoid being seen as a rival in their sector - one where a corporate model is crucial for attaining a
competitive edge [4], [5]. Many scholars believe that executing plans in the context of a corporation is
a viable technique for acquiring a competitive edge [5].

Based on the work of Porter (1996), a strategy is about distinguishing oneself from the competition in
terms of being distinct and having explicitly defined operations within the organization. They should be
created to provide a one-of-a-kind mix of consumer value to the target audience as the primary
consideration. According to Teece [6], effective tactics must be integrated with external competitive
pressures to be effective. Strategies, according to Teece [6], are specific concepts about how a firm
divides the market, delivers value for its customers which is a distinct and long-term sustainable behavior
of successful firms.

In the opinion of experts, there is a more complicated relationship amid the concepts of policy and
corporate model than appears at first appearance. According to Richardson [5], a corporate model is a
framework that firms utilize to carry out their strategic goals and objectives to be successful. According
to Richardson, corporate models are frameworks that firms employ to implement their strategic plans
and objectives [5]. For their part, Zott and Amit believe that business designs and market models are
complementary to one another and should be studied in conjunction with one another. In the words of
Richardson and Zott [7], corporate models are patterns of transactions between a corporation and its
external stakeholders, whereas strategies are defined as the form of managerial operations through
which a corporation maintains and gains a competitive advantage. Corporate models and strategies are
two different things. As per Zott and Amit [8], these concepts are not necessities in equally composed
sets, and they are utterly different in aspects of entity — since organization frameworks concentrate on
external cooperative societies, whereas the centerpiece for strategies is internal — and, as an outcome,
they are utterly different in aspects of entity — since both concepts are not components in evenly
constructed sets, and they are distinctive in meaning relations. Strategic planning is the process through
which a firm decides on a corporate model for its operations; on the other hand, a corporate model is
a company's ideology and how it provides value to its consumers (as opposed to competing companies)
[9]. In actuality, according to the author of Magretta [4], corporate models indicate a company's
strategic decisions, whereas strategy describes how a company responds to competition. As shown in
Table 1, The summary is constructed based on four articles, each of which takes a distinct approach to
each issue and is presented sequentially. The literature on corporate models and strategy has several
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competing positions, and the perspectives offered here are meant to provide a comprehensive overview
of these viewpoints concisely.

Table 1 Corporate models and strategy

AUTHORS CORPORATE MODELS STRATEGY
Richardson Internal structure for strategy execution External means of competing have
been formalized and applied
through BM.
Casadesus-Masanell & Internal company operations logic The process of deciding on a
Ricart corporate model based on market
and company circumstances.
Magretta A structure within the company that External ways of competing on the
reflects strategic decisions market
Zott & Amit A transaction pattern involving external Maintaining and gaining a
stakeholders on the outside. competitive advantage by the
internal design of managerial
actions

When examined through the lens of a business perspective, there exist significant comparisons and
overlaps between corporate models and policies. Despite Zotti and Amit's [8] assertion that corporate
models are external patterns that are used on the inside to understand and obligate to all transactions
with external investors, corporate models, according to some, may be seen of as a framework that is
utilized internally to comprehend and commit to all dealing with external parties, irrespective of where
the company plan emerged. This thesis will begin with an explanation of corporate models, which are
interior frameworks, ideas, systems, sets, or even templates reflecting on a firm's strategy in terms of
processes and activities. For the rest of the thesis, this concept will serve as the foundation. As a result,
this thesis will be based on the idea that strategy and corporate model are inextricably linked because
the corporate model moreover defines which kind of policy will be applied or vice versa to gain an edge
[9], [8] and create the conditions for the conception of customer value [9].

2.2 Corporate models

Models of business have created a lot of debate, with some researchers suggesting that the phrase
"corporate model" isn't properly defined [8]. Regardless of the issue at hand, some common elements
emerge time and time again when scholars examine the foundation for corporate models or what the
actual goal of the corporate model is [8]. To begin with, it appears that many authors believe that
having a well-defined corporate model is vital for every organization's success. According to Zott and
colleagues [8], a corporate model can be a source of competitive advantage in and of itself. However,
according to Teece [6], a positive business plan will not be sufficient to provide a modest edge in the
long run. Aside from that, he says that the company model must be distinct to avoid being copied by
competitors [6]. Zotti and colleagues [8] agreed with this assertion, claiming that a company's economic
potential can only be completely realized through the creation of a distinctive business plan.

As previously said, experts appear to assert that corporate models establish the logic of creating and
capturing value within a corporation for the second time. Providing value to the consumer, as opposed
to simply capturing money for the organization in question, is emphasized by Teece [6]. According to
Teece [6], it is not sufficient to complete only one of the two tasks at hand to be successful. On the
other side, Fielt [10] believes that delivering value should not be encompassed in the formulation of a
firm's business plan. In contrast, he believes that "the separation of producing and delivering value, as
seen from a supply-side perspective focusing on producers giving value" is preferable in this situation
[10].

On the other hand, developing a corporate model is more than just figuring out how price is generated
and collected in a corporation. Researchers such as Teece [6] and Afuah [11] stress the need of
generating profits while doing so, as do other scholars such as Afuah [11] and Tucci (2001). Magretta
[4] As part of her description of a corporate model,) describes a corporate model that focuses on how
the corporation will make money while giving value to its clients, which is in alignment with this
approach. This paragraph does not appear to be a duplication of the previous one. There is a significant
distinction between earning a salary and making money through a successful venture.
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When academics examine corporate models, another point that comes up is the importance of having
a holistic approach to them. A corporate model underlines the significance of this approach since it
explains how value is formed within a corporation. According to Rosenbloom, the importance of this
type of systematic account or representation of a firm, in which the corporate model increases
comprehension of the organization's internal structures and processes, is also noted.

3. METHODOLOGY

This chapter delves into the overall procedure as well as the hypothetical foundations of the underlying
study. The research begins with an overview of the scientific method to the study, surveyed by
explanations and explanations of the research development as it is presented throughout the rest of the
work. This section also comprises a discussion of the study's general value and legitimacy, as well as its
response to moral and ethical considerations, which was covered in the previous chapter. This chapter
delves into the overall methodology as well as the theoretical foundations of the underlying research.
Introduction: A summary of the research's scientific approach is offered, followed by explanations and
reasons for the research's progress.

3.1 Scientific Approach

There are several techniques for gathering empirical data in general, as well as numerous strategies for
interpreting knowledge. The structure of the event under-investigated, the focus of the study, and
previous theoretical agreements in the field could all be utilized to construct a logical research strategy.
There are two forms of synoptic research to consider: quantitative and qualitative study.

As the literature shows, in quantitative research, the phenomenon of interest and the investigator are
independent of one another. As a result, the inquiry can be completed without the subjective influence
of the investigator, which is a strategy used in quantitative research.

The goal of quantitative research is to examine causation linking constructs and variables in an
environment devoid of subjective evaluations. As a result, large sample sizes are used in quantitative
research to demonstrate the existence of phenomena. Randomization, as well as defined templates and
protocols, are the foundations of this system. This is a way of applying statistical tools to the research.
Quantitative research may be challenging to employ when examining phenomena that are socially
formed since it is predicated on the notion that the researcher and the topic are to be considered as
independent and separated entities. The foundation of qualitative research is the idea that the The
concept that the inquiry and the investigator are inextricably linked and cannot be regarded independent
entities is at the heart of qualitative research. The outputs of qualitative research are co-created by
researchers, the persons engaged in the study, and the context in which the study is being conducted,
according to the ontological foundation for qualitative research. Furthermore, it contends that, when
examined from a qualitative perspective, social activities shape reality and understanding. In any event,
reality knowledge is not independent of the attitudes and intellect of each person who completes the
study. In qualitative research, interviews and participant observations are two common methodologies
and approaches.

Respondents in interviews are chosen based on their value and relevance to the topic under
examination, rather than having a larger sample size with a higher emphasis on attaining randomization
and impartiality, as is the situation in most research. Several sets of options and choices were studied
during the development of this study, using the thesis's objective, vital necessities, and scientific
research results regarding how a scientific inquiry should be done as guiding principles. In qualitative
research, the two most crucial questions to ask are "how and why," he says, adding that qualitative
studies should be carried out after determining a purpose that attempts to understand "how and why."
To achieve the exploratory aspect of the thesis's goal and to account for the exploratory nature of the
thesis's goal.

3.2 Approach to data collection
Using empirical data collected through research to make sense of it is based on two major paradigms
or approaches, which are addressed in greater detail below: interpretivism and positivism. Interpretative

techniques are used to examine cases in which data samples are provided to a computer system, which
then generates interpretations based on how well the data is related to the specific case under
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investigation. On the other hand, positivistic research makes use of a hypothesis-driven strategy to
attempt to explain data, in which hypotheses and propositions are evaluated to see if they are consistent
with additional occurrences of the phenomenon that has been seen.

A common method of collecting information when conducting research in which the phenomenon under
study is subjective to humans and their surrounding environment is the interpretive approach to
knowing. Taking social activities into consideration when interpreting information — for example, the
distinction between social context and theoretical ideas — is necessary to grasp the knowledge that is
sought after. A two-pronged strategy was used to gather data for this thesis due to the wide variety of
definitions of corporate models and servitization that exist, as well as the reality that effective corporate
models are typically firm-specific and must be understood in their respective contexts. Initially, a survey
of corporate models and definitions of servitization was conducted. This was the first step. The second
strategy was to create a questionnaire that included questions on corporate models and definitions of
servitization. The first step was to conduct a review of the relevant literature in the field. The second
strategy used was to survey the attendees of the event. It is possible to argue that a positivistic approach
was utilized in the process of developing the analytical model with a foundation in the frame of reference
and that this approach was necessary in this particular case. However, the evidence does not support
this point of view. In this particular instance, the analytical model was likely developed as a result of the
literature inquiry, which has resulted in the current state of affairs.

To gain a more in-depth contextual understanding of the company's corporate model, the interpretive
technique was employed throughout the data collection phase. This was done following theories
regarding the integration of interpretivism and qualitative studies in the research phase. Because the
information presented in this thesis is acquired through interviews, it was determined that the
interpretative technique would be the more straightforward option. The respondents utilized a range of
vocabulary and thought patterns to describe what the thesis writers considered to be the same beliefs
and thoughts, which resulted in inconsistencies in the study's findings.

3.3 Reasoning and Logic

Logical thinking, inductive reasoning, and advanced innovative logic are the three primary forms of
thinking in scientific study. Once all premises have been demonstrated to be true, deductive reasoning
can be utilized to obtain conclusions. The inference is a top-down logical thinking process in which
assumptions are built and assessed, and conclusions are drawn once all assumptions have been proven
correct. The deduction is frequently used with the use of experiments to reach conclusions [12].
Inductive reasoning, often known as the inductive technique of logic, is defined by the observation of
empirical examples as a source of information, according to Bryman and Bell [12]. Induction, according
to Kudo et al. [13], is a technique that, unlike deductive thinking, is based on the provision of general
rules from specific facts. If what has been noticed is a constant pattern throughout the research process,
it is possible to construct basic principles based on specific facts discovered throughout the research
process [13]. Academics define abduction as a method of reasoning that blends deductive and inductive
reasoning [13], [14]. Abduction is a "rationale procedure for giving a theory that thus describes a fact
in a certain typical context," as per Kudo et al. [13].

This study used adductive reasoning because it was founded on a deductive literature review that led
to the building of an intelligible analytical model that was then used inductively through qualitative
interviews. One of the goals of the project, according to Kudo et al. [13], is goal of adductive thinking
is to lay the groundwork for hypothesis development. Following this statement, the purpose of this
thesis is to develop hypotheses at the junction of the domains of servitization and the corporate model.

3.4 TYPE Of STUDY

When carrying out qualitative research, it is critical to take into consideration methodologies that are
founded on underlying theories. Based on the findings of Yin [15], a survey and a case study are the
two most essential methodologies to take into consideration in this study (there is also an experimental
strategy, but it does not apply to this study). A great amount of data from a variety of sources must be
collected and organized for it to be combined into a single cohesive notion of the phenomenon (Baxter
and Jack (2008) and for the phenomenon itself to be comprehended) [15]. Gerring [16] offers an
alternate definition of case study: "a sort of research that is often undertaken through participatory
observation of a subject and in which the research assesses the qualities of a case that is concerned
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with the issue under investigation." Because of the setting in which it was conducted - with an employing
case firm and time and resource constraints - and because of the nature of the research topic, a case
study rather than an experiment was used in this thesis.

Every theoretical term, including corporate models and servitization, is conceived uniquely in theory,
making it hard to separate the notions from their environment. As a consequence, the qualitative case
study technique was chosen since it was thought important to collect empirical data from a well-
researched case and to map out the underlying contextual conditions of the case under investigation,
both of which were considered critical. Cassette studies are widespread in research settings where the
purpose is to elaborate on new theory or new components of theoretical, but they are also popular in
other settings.

Eisenhardt and Graebner (20070 point out that case studies comprise "the construction of constructs,
hypotheses, and/or conceptual theory based on case-based, empirical evidence," which is a theoretical
part of case studies. A case study is highly regarded in academic work, according to Eisenhardt and
Graebner (2007) and Gerring [16], because it is considered traditional theoretical research. Case studies
are also frequently used in the case study industry. While conducting case study research, on the other
hand, it is feasible to perform both multiple-instance and single-case studies, which are both types of
case studies [17]. According to Tellis [17], the likelihood of replication must be considered in a multiple-
case research, as opposed to a single-case study, which depends on a well-grounded picking of the
cases. A single-case study can be robust provided the case's evaluation and sample are well-founded;
nonetheless, multiple-case studies are more robust than single-case studies, thus multiple-case studies
are recommended above single-case studies [17]. It was determined that the single-case study
approach would be appropriate for this thesis because it is based on a single case firm and that the
research's contextual environment is confined in terms of time and resources. Likely, the adoption of a
case study approach rather than a multiple-case study approach will have an impact on the
generalizability of the findings of the study. It is important to note that the fact that this is a single-case
analysis does not diminish the fact that experts' opinions of generalizability are strikingly similar across
domains. The ability to generalize from single-case studies is dependent on three factors, according to
Eisenhardt and Graebner (2007) and Tellis [17] , among others: the sampling logic used the richness of
the data used, and how complete the representation of the data used within the text is when it comes
to the data used, among other things. However, when it comes to generating broad generalizations
regarding theoretical concepts or developing new well-grounded theory, a single-case study has its
limitations, as previously stated. This thesis is designed to elicit theories and pave the way for future
research in the field of service-oriented architecture given the nature of the thesis — that is, to explore
how businesses in the phase of servitization can incorporate software services into their corporate
models — and the academic record it produces.

As a means of bringing the scientific approach and this methodological segment to a close, a qualitative
single-case study is done to provide a succinct summary of the findings. To build an analytical model,
the researchers used a positivistic strategy while collecting empirics; nevertheless, they used an inter-
pretivist method when compiling and gathering data throughout the collection process. In addition, an
abductive approach is used in the deductive reasoning process, which leads to the formation of
conclusions and the execution of the research itself.

3.5 Research Process

A pre-study, a literature review, the construction of interview templates, the gathering of empirical data,
and data analysis were all involved in the completion of this thesis work. The literature review, on the
other hand, was done on a continuous basis throughout the thesis project, ensuring that the phases
were completed in the sequence in which they were specified in the thesis proposal.
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Stages of the Methodology

Pre-study

Literature Study

Continuous Literature Study
Creation of Interview Template - Business Model and Servitization Literature
Qualitative Methodology Literature

Collection of Empirical Data

Data Analysis

Figure 1 The stages involved in the research process

3.5.1 Pre-study

Before the inquiry began, three pre-study interviews with employees from the organizational setting
that will be assessing this thesis were conducted to gain a better understanding of corporate servitization
and how the phenomenon might alter the present business model. These interviews were done in order
to gain a better understanding of corporate servitization and how it can alter current company strategies.
The purpose of these pre-study meetings with case firm staff was to obtain a better understanding of
the fundamental problems connected with changing the corporate model as a result of servitization
inside the organization. These interviews provided a foundational understanding of which theoretical
topics to pursue further while performing literature studies.

Before the research, semi-structured interviews took place per the ideas of Bryman and Bell [12]
regarding semi-structured interviews, which were used to conduct these interviews. According to
Bryman and Bell [12], these kinds of interviews are conducted in such a technique that the interviewee
can speak liberally, on the spur of the moment, and with limited awareness of field-specific terminology.
Because of this, Bryman and Bell [12] say that, depending on the circumstances under which the
interview was done as well as the individual interviewed, this method has the potential to be
tremendously trend-setting. However, it is likely that corporate representatives reacted and answered
with a subjective bias toward their organization, although the study's quality could have been influenced
by the study's location and context.

3.5.2 Literature study

Before conducting any research, an evaluation of the literature was carried out to add an understanding
of key concepts, past interpretations of these concepts, and competing perspectives on these notions
[12], particularly concerning the concepts of "servitization" and "corporate models." Construction of the
prose study was carried out following the iterative methodology represented in the picture below.
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Figure 2 The iterative methodology used in the construction of the prose study

It should be noted that the authors of this thesis had no previous understanding of servitization other
than what they learned during the preliminary investigation. It is likely to have influenced the
experimental approach to the building of the point of reference, as well as the later empirical and
analytical discoveries. However, to gather knowledge on the subject at hand, the abstracts and findings
from well-known papers were reviewed and documented methodically throughout the process. The
quality and credibility of the articles listed in this section were assessed in terms of servitization and
marketing strategy conception as a first stage in the review process as an initial assessment of the
material obtained. Following the examination, the literature was reviewed, and extra material was
prepared to supplement the findings. In this phase, the identification of new relevant concepts,
terminologies, and references was ongoing, and these were set aside for further investigation through
additional reviews or searches of the literature after being identified.

At various points over this study's course, new jargon was presented, such as the terms "product-service
system," "service infusion," "corporate model innovation," "value proposition," and "customer value." It
was concluded that each of these notions was taken from either the literature on servitization or the
literature on corporate models and that each of them was relevant in terms of improving one's
knowledge and understanding of the portents under consideration. The literature was selected primarily
based on its recently published report, interconnection with other literature sources, subjective bias with
the study's purpose, and the sort of study conducted. These criteria were utilized as a reference when
judging the relevance of a particular article or source; nevertheless, no guidelines for eliminating
literature were developed before the literature evaluation.

3.5.3 Interview Process and Empirical Data

It was necessary to construct an interview template as well as collect empirical data through the conduct
of interviews with a sample of respondents to complete the empirical data collecting technique
successfully. These processes are explained in greater depth farther down this page.

3.5.3.1 Creation of the interview template

When initially utilized, the interviewing template should include a brief description of the interview's
purpose, as well as a quick review of the thesis' goal and how the interviewee's participation in the
interview contributes to the fulfillment of that objective. The following section of the interview form
includes several background questions meant to guarantee that the respondent and their opinion apply
to the research and the topic matter.

As a result, the analytical model and its inherent component; the customers; the revenue model; the
organizational arrangements; the value proposition; and administrative anchoring served as a
fundamental foundation for both the content of the interview template and the content of the interview
itself. Note that the corporate model is made up of four constituents, which should be taken into
consideration. Although organizational anchoring was not directly asked about, inferences were reached
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about it based on the reliability of the responses composed and what the responses indicated about
organizational anchoring, rather than on the specific issues addressed. To determine whether or not the
case company met the theoretical privileges and hypotheses that were stated underneath each theme,
the interview form was developed. This section's themes and features were generated from the concepts
presented in the frame of reference. Because this was an explanatory study, the subjects themselves
are not mentioned or discussed in the interview pattern, which was a drawback of the study's design.
Alternatives to structured interviews included outlining pertinent questions for each subject so that the
interviewers may assess interview responses and, as a consequence, have a better understanding of
the current corporate model structure of the example company in question. According to the
philosophies of Bryman & Bell [12] (2013) and Sjéstrom (2016), which argued for the use of open-
ended and non-leading questions before going on to more particular inquiries, to create possibilities for
logical digestion of each topic, a set of interview questions was created. The use of this method,
according to Sjostrom (2016), is intended to limit the likelihood of misdirection and misinterpretation of
topics presented in the interview template, among other reasons. Also recommended is the use of
roundup questions, which allow interviewees to add something that was not previously stated
throughout the interview, according to Bryman and Bell [12]. The final roundup questions were included
as a result, to guarantee that the interview template was as comprehensive as feasible.

Even though the interview template was modified numerous times in response to feedback from the
thesis supervisor, it was also amended several times after the first few interviews had taken place.

3.5.3.2 Collection of empirical data

Following the development of the interview with the customers; pattern, many stages were performed,
including checking the language, conducting a test interview, and assessing the results. Taking
advantage of this chance allowed us to restructure the interview form before performing future
interviews, which was quite helpful. For questions to be removed from the interview template, the
following criteria were used: whether or not a question was too difficult to answer, whether or not it
was deemed suitable to respond, and whether or not it provided any type of contribution to achieving
the thesis's goal.

Additionally, the interviews were done as semi-structured interviews, allowing the interviewee to talk
openly about his or her corporate perspective without having to comply to field-specific vocabulary, as
per Bryman and Bell (2013) [12]. The interviews were conducted in English. According to Klein and
Myers [18], this technique also permits the employment of a qualitative interpretive research approach,
which they describe as follows: The permission to record the talk was obtained from interviewees in
each interview; this, according to Sjéstrom (2016), is a reasonable measure to ensure that accurate
information was provided. To ensure the data's inherent quality, Sjéstrom encouraged respondents to
assist in the collection of empirical data following their interviews. Interviewees were offered the option
to help compile empirical data from their particular interview (2016). Only seven interviews were
conducted in person, while nine interviews were conducted through an online meeting —This might have
influenced the results of each interview and the study's general performance, as both Bryman and Bell
[12] and Sjostrom (2016) suggest that face-to-face interviews are preferable. All of the interviews took
between one and two hours to complete, with an average of roughly one hour and twenty minutes per
interviewee.

Although it was determined to collect empirical data through interviews, it was also conceivable to do
so utilizing secondary sources — such as yearly reports, official remarks made by the firm, as well as
internal papers — to supplement the data collected.

3.5.3.3 Selection of Respondents

When they were selected for the interview, all of the respondents were currently employed by the case
company. To mitigate biases in the empirical data obtained, a large nhumber of respondents from a
varied range of departments were interviewed for the study, following the views of Eisenhardt &
Graebner (2007) about the quality of interviewers. The gathering of diverse viewpoints on the
phenomena, i.e. the company's business model, from a number of sources was also deemed relevant.
As a result, the interviews covered a wide variety of organizational levels, functional areas, and
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groupings. This method was adopted in order to gain a thorough grasp of the phenomena being studied.
Figure 6 is an example of a sample of interviews for illustrative purposes.

3.5.34 Data Analysis

Following each interview, participants were asked to take part in a brief discussion aimed at identifying
the main themes and topics of interest that they had learned about during the interview. All findings
were put into a single paper that contained all of the relevant material, as well. Each participant in the
study was given a copy of the empirical data that had been collected and analyzed during the interview
sessions, which served as a means of confirming the information that had been recorded and interpreted
during the interview sessions. There was also more room available for extra data to be processed and
captured, as well as more space available for erroneous data to be rejected as a result of this increase
in capacity. A technique such as this, according to Yin [15], has the potential to aid researchers by
allowing them to validate empirical data and so determine the results of their investigation.

3.5.3.5 Quality of the research

In the following sections, the literature review, analytical model, interview template, empirical data, and
data analysis will all be reviewed in terms of their impact on the study's general quality. If the study is
compared to other studies in the same field, it will be determined whether or not the study can be called
rigorous, and this will be determined according to the goal of the discussion. The term "rigorousness"
will be used in this context to define the degree to which results are reliable and valid, and it will be
used to characterize the degree to which they are reliable and valid.

3.5.3.6 Reliability and validity

A high level of reliability and validity, according to the authors of Gibbert et al. [19] , is necessary,
particularly in case studies. In subjects such as modern management theory and organizational
behavior, there is a significant lack of rigor in case studies in terms of reliability and validity, with the
latter being particularly prevalent in the former [19]. This is backed by the fact that they are critical in
the setup and analysis of core components and their interactions, among other things, and in the context
of case study application [19]. It is generally understood in the theory development process that there
is a lack of dependability and validity in the early stages of theory creation, and that this lack of
dependability and validity has a tendency to ripple through succeeding phases of the process when the
theory is tested (Eisenhardt & Graebner, 2007).

The necessity for high validity, as pointed out by Sjéstrom (2016), is also a precondition for assuring
high dependability; however, the reverse relationship is not valid. The ability to measure what it claims
to measure reliably and correctly is defined as high reliability by Sjéstrdm (2016), whilst the ability to
verify that the measuring unit is valid and correct is defined as high validity by Lekvall and Wahlbin [20].
According to Sjostrom (2016), the two forms of validity that may be examined are external validity (the
generalizability of findings) and internal validity (the dependability of outcomes). Internal validity (the
dependability of outcomes) and external validity (the generalizability of results) are two types of validity
(mainly content, construct and face validity). Construct validity refers to the dependability of suggested
constructs and ideas outside of research, as opposed to content validity, which refers to the reliability
of proposed constructs and concepts within investigations. Face validity is self-explanatory and pertains
to perceived dependability, which in this case refers to the perceived reliability and quality of empirics
obtained during interviews. In the context of face validity, perceived dependability is often referred to
as face validity. The construct validi dependability categories are distinct from one another.

3.5.4 Literature study, analytical model, and interview template

According to Bryman and Bell [12], the study's literature review, analytical model, and interview
template must all be used in conjunction to ensure that the data collected is being used legitimately.
This will ensure that the data collected is being used legitimately. There is additional material accessible,
in addition to Lekvall and Wahlbin [20], Sjostrém (2016), and other sources, such as the literature
review. A condition for high content and construct validity, according to Sjostrom (2016), is that what
is articulated in the frame of reference may be supported by a significant number of theories from within
each field of study. Sjéstrom (2016) established the literature research and its key principles based on
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triangulated theories from various authors, which he then applied to the literature, to ensure that this
is the case. Several academics, like Sjostrédm (2016), believe that this is a requirement for strong content
and constructions validity while doing research. To determine whether the case company's initial
approach to problem-solving was within the parameters of the theoretical framework that was used to
form the basis for the sample's initial approach to problem-solving, a preliminary investigation was
conducted, which included interviews with respected members of the case company's management
team. Both the initial problem presentation and the preliminary research completed at the case company
serve as the foundation for developing the frame of reference that is used in the analysis. A preliminary
analytical model was developed as a result, which was then tested in the context of the frame of
reference to ensure that it was consistent with current research findings before being refined and finally
finalized. Sjostrém (2016) defines this strategy as a methodological approach to improving construct
validity in research investigations that can be put into practice. According to Sjostréom (2016), the
development of a competent analytical model and measuring equipment is the only means of making
large generalizations about theoretical conceptions. After conducting a thorough and triangulated
literature review, the authors of this study were able to establish an analytical model that would support
both the construct and external validity of the study's approach to the case in issue [20]. Because the
authors of this thesis were unfamiliar with the concepts of corporate models and servitization at the
time of writing it, the validity of the study has been carefully examined before being published. This
issue has been brought to our notice because it has the potential to damage the overall quality of the
study, both in terms of its content and construct validity, as well as in terms of its dependability.

When designing the interview template, it was vital to consider both the theoretical framework supplied
in the frame of reference as well as the analytical model to guarantee that the measuring instrument,
in this case, the interview template, was valid and trustworthy.

It took a long time to develop the interview template. This is the case, according to Lekvall and Wahlbin
[20] and Sjostrdm (2001) theories of strong external validity, as well as the findings of the study in
question (2016). To boost external validity even further, it was decided to conduct 16 one-to-two-hour
interviews with a total of 16 distinct respondents, each interview lasting between one and two hours.
This falls within the range of a general heuristic regarding generalizability proposed by Sjéstrom (2016)
and supported by Kvale and Brinkmann [21], which is premised on a total of 16 interviews lasting 1 to
2 hours with a total of 16 different respondents and is based on a total of 16 interviews lasting 1 to 2
hours with a total of 16 different respondents.

3.5.5 Collection of empirical data and data analysis

It was chosen to offer interviewees with a collection of empirical data that had been compiled as a
method of giving support and leverage in order to support and leverage the construct and content
validity of this study. These modifications were made to allow for the incorporation of extra information
into the material and, as such, to lessen the likelihood of the material being misread by an interviewer
during the interview process [15]. It was decided to tape interview sessions with participants' agreement
to confirm that the information presented was correct. It is explained in more detail by Yin [15] that
this promotes construct validity by allowing information to be presented numerous times with perfect
transparency, hence raising confidence in the information. In addition, the framework-based approach
to data evaluation and interpretation is something that, in a variety of ways, contributes to constructing
validity in scientific research, as previously stated [22], [23]. According to Eisenhardt and Graebner
(2007), the process of matching patterns in acquired empirical data is advantageous for assuring validity
and measurability, which was accomplished using the framework method to empirical data analysis.
Due to the subjective nature of interpretative research and data collection, a variety of challenges may
arise when doing interpretative research or collecting data utilizing an interpretive approach. If you are
looking for a technique for a specific issue, Klein and Myers [18] present an outline of the concepts that
should be considered. To put these theories into effect, it is essential to take into account a wide range
of varied qualities associated with human cognition and interpretation. Understanding and observing
coherent patterns is a fundamental idea in mathematics that serves as the foundation for all problem-
solving activities [18]. Before any other research could begin, interviews were conducted to acquire a
complete grasp of the example company's business plan as well as its history and potential for change.
This was done following the first premise of Klein and Myers' work [18]. It is essential, according to
Klein and Myers (1999), for interviewers and interviewees to have a shared awareness of the setting to
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establish rapport with interviewees and uncover areas of common ground between the two of them.
The provision of thorough context and reflection on current situations, as well as current
problematization, resulted in the development of a first strategy for building common ground with
interviews. Klein and Myers [18] postulate that the record from this study may have been contaminated
in terms of interpretive bias as a result of the interpretations that were made throughout the process of
acquiring and synthesizing empirical data from interviews. A study conducted by Klein and Myers [18]
discovered that expectations and past experiences of both interviewer and interviewee have a
substantial impact on how data is understood and, as a result, how the interview will turn out. This
thesis' authors reached the following conclusion: It is reasonable to infer that the authors of this thesis
share a common academic background and have had similar work experiences and that their
preconceived concepts of constructs, thoughts, and ideas may have had an impact on the outcomes
and interpretations reached during the research process. This condition resulted in a high level of
sensitivity to faulty assumptions and prejudices throughout the thesis writing process, which proved to
be a great asset. To ensure credibility, according to Sjostrom (2016), it is essential to verify whether or
not the individuals who are being questioned have the appropriate expertise and experience in the
phenomenon of interest. Even though all of the interviewees were current or past employees of the
case company, it is likely that the data in the study is not true, raising questions about the study's
trustworthiness. The fact that some of the respondents had extensive experience in their respective
domains within the company did not surprise us; however, we were surprised to discover that some of
them had no prior experience with the constructs provided within the notions of corporate models and
servitization, which was unexpected. The freedom to express oneself freely in a relaxed environment
allowed participants to provide more accessible and transparent information during the interviews, which
resulted in more accessible and transparent information being acquired from them. Also benefiting from
this is the advancement of the process of objectively and rationally examining factual information [22].

Face validity, according to Sjostrém (2016), is described as the overall quality of the interviews, as well
as perceived validity, in addition to perceived validity. It was decided that face validity would be
reinforced by urging each interviewee to be honest and neutral toward the organization to develop
credibility with the organization. The fact that all of the interviews took place on corporate property
raises the possibility of discrimination or general dishonesty throughout the interviews - because
employees may feel obligated to promote the company's image throughout their interviews - as a result
of the location of the interviews.

3.6 MORAL AND ETHICS

The writers who worked on this study signed a non-disclosure agreement with the case company for
whom they had been employed after the project was concluded. This thesis was created to comply with
a confidentiality agreement that forbids the disclosure of any sensitive firm information, including
financial information. The identity of the company and the names of its personnel are kept anonymous
throughout this thesis to ensure that the confidentiality agreement is adhered to as closely as is
reasonably practicable during the research process. This was a significant accomplishment in and of
itself because it ensured that the principles of the Swedish Council for Study were followed throughout
the entire research effort. This topic is explained in greater detail in Table 3, which can be found to the
right of this paragraph.

The purpose and general conditions of the
Principle of Information conducted research are presented to
interviewees before interviews are held
Participants agree to the conditions of the

Principle of Consent
research

Figure 3 Explanation of the moral and ethics during the research process

4. EMPIRICAL DATA

Presented in this chapter are the findings that were acquired throughout the interview process, as well
as the gathering of data by conducting interviews and use of secondary data sources i.e. internal
documents. On a different level, this chapter provides an overview of the case company and the software
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service it provides; in this case, the CSA software service is being discussed in detail. Additionally, this
chapter addresses the present corporate model for a software service, which includes the value offer
components, revenue model, clients, and organizational arrangements that allow it to run effectively.
This is followed by a discussion on the topic of organizational anchoring of the currently running
corporate model.

4.1 CASE COMPANY

Case Corporation, a world-class manufacturer and global leader in its sector, specializes in the
development and manufacture of industrial hardware applications and solutions. Business-to-business
(B2B) is the primary focus of the case company's operations, and it often serves large and mid-sized
customers from a varied range of sectors around the globe. The automation of several activities, such
as production and logistics automation, has become a significant later emphasis point for the instance
corporation. To establish the example company in question, it was agreed to form a corporate group
consisting of approximately 50 affiliates, as well as co-owned firms. Affiliates and co-owned firms are
involved in the business in many different areas across the world. The company generates revenues
above one billion euros in a given year and employs around 10 000 people worldwide. Following the
announcement by the organization, the case manufacturer announced that they have recently
introduced a software service to their profile that can be used in conjunction with their industrial
hardware applications and other software services. Onward, this software service shall be referred to as
the Company Software Application (or simply as the Company) from this point on (hereinafter CSA).

4.2 CSA

There are currently a large number of hardware goods available from the case company's current
product range, which includes, among other things, industrial applications and solutions and other
similar items. Automation is achieved by the use of applications and solutions from this category in a
variety of companies. While the company's product range is predominantly comprised of hardware-
based components, the case manufacturer has introduced a software-based platform, known as the
CSA, in some different regions across the world. This project was carried out per the concept of Industry
4.0, which refers to the transformation of production into smart factories. The CSA platform, which is
comprised of two software tools that work together as a team to deliver software services, is comprised
of two software tools that work together to give software services. It is the first of them that is concerned
with designing software programs that can be run on hardware that has been built by the case
manufacturer. Secondly, it is a software development environment that allows developers to create
software programs that can be run on hardware that has been built by the maker of the case in question.
It is being created and deployed tailored for applications that are specific to the user and allow them to
customize the hardware's capabilities to match their specific requirements. CSA B, another software-
driven solution, is meant to assist service employees with the installation, deployment, and maintenance
of software-based systems. CSA A is provided to clients, allowing them to develop solutions and sell
them to their customers, and it is also used internally by the case firm to develop solutions that it then
offers directly to customers, as described in the preceding section. An appreciable number of customers
have not yet been drawn to the CSA A software solution, which has not yet shown to be a commercially
viable software solution on the market, at least not under the current market conditions. The CSA and
its related instruments are depicted in Figure below.
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Figure 4 The CSA and its related model

4.3 CORPORATE MODELS SURROUNDING CSA

The CSA corporate model will now be discussed in depth as the empirical results will then be discussed
per the guidelines of the analytical model with different parts for the value proposition, revenue designs,
customers, organizational arrangements, and organizational anchoring.

4.3.1 Value proposition

CSA provides elasticity to its customers, according to all respondents. This is correct since the software
allows users to create, sell, and employ unique apps and solutions to solve specific problems. One of
the primary reasons why CSA is a good concept and what distinguishes it from other goods, according
to the respondents, is its high flexibility to adjust to each particular customer's requirements.

CSA, according to respondents, may improve communication within the organization and across different
corporate departments, as well as between different company clients. The different consumers who
utilize CSA cause consumer-to-consumer contact. Knowledge regarding the product is shared. This form
of the developer community, on the other hand, hasn't been consistently established. CSA is thought to
be beneficial by 50% of those interviewed.

A summary of the empirical findings regarding the value proposition of CSA can be found below.
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Walue Proposition
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Figure 5 A summary of the empirical findings regarding the value proposition of CSA

4.3.2 Revenue Model

A development license charge for CSA is the only direct revenue stream CSA generates. Customers that
want to utilize CSA as a development tool must pay a charge every year. Customers that acquire an
answer using a combination of hardware and CSA, where significant functionality changes are not
possible, are exempt from the licensing cost. CSA-created software applications, according to 63% of
respondents, cannot be sold separately but must be coupled with hardware to produce an article number
for an item that the case manufacturer can then sell. CSA isn't designed to be a direct income generator,

according to about half of the respondents, but rather the objective of the program is to help people
learn new skills.

Revanue Madel

Revenus streams Pricing methads

Thiz act of prcing offerings is pnmarily based
on hardware product costs

Arnual davelopmant licensing faa
Ve o Ma additional pricing method for software

Figure 6 The revenue model
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4.3.3 Customers

The answers of the respondents, along with internal papers, reveal that CSA, as the case company or
organization, covers all industries. Companies in fields like production and logistics, for example, fall into
this category. However, a pattern in segmenting clients appears to be based on the criterion of "how
the customer uses CSA." According to about half of the respondents, there are two types of clients:
developing customers and configuration customers. Developing customers purchase a development
license price by using CSA as a tool to develop their apps. Customers who do not create apps utilizing
CSA fall into the latter category, configuration customers. These consumers, on the other hand, may
not be aware that the CSA system was used to increase their production. The answers of the
respondents, as well as organizational papers, reveal that CSA, as the case company in general, services
all industries. Companies in fields like logistics operations, for example, fall into this category. However,
a pattern in segmenting clients appears to be based on the criterion of "how the customer uses CSA."
According to about half of the respondents, there are two types of clients: developing customers and
configuration customers. Customers who are developing applications utilize CSA as a tool or platform;
hence they must pay a development access fee. Customers who do not create applications with CSA fall
into the latter category. These clients, on the other hand, maybe use offerings built on the CSA platform
without realizing it. These clients are not paying for a development license. The remaining half of the
responders use the end-user, system integrator, and machine builder segments. Customers who acquire
CSA-powered products but do not pay the developer license fee are referred to as end-users. Developer
license fees are purchased by system integrators to add value to solutions by changing the software's
code.

Finally, gadget developers are frequently original equipment manufacturers (OEMs) that build bigger
systems and modify CSA-powered systems or products from the case business to fit their needs. These
consumers might be regular users who are unaware that the product is powered by CSA, or developers
who require development rights to update software code. End-users configure customers, system
integrators develop customers, and machine builders can also configure and develop customers — but
the segmentation of end-users, system integrators, and machine builders will be employed in the future.
The following diagram depicts these segmentations.

Customers

Target cusiomers Customer relationships
Mastly tightly bonded customer
reletionships

Mostly co-created sclubons
Busingss unit with ownership
"Ig his lack customer interachon

End-user, Machine buiders and
System ntegration

Marketing toward target
customers

CEA is not necassarly

prometed m ifsef

Specic applicatiens within CSA

arg used as marketing tools

The official markeding messags

primanly addresses developing

customers (machine builders

and system integrators)

Figure 7 Segmentation of the customers
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4.3.4 Organizational Arrangements

The respondents' replies varied in terms of what organizational resources they consider are most critical
to support CSA and its further development. Some respondents say that devoted CSA specialists with a
complete grasp of the program, which they believe is presently missing, are required. All of the
respondents agreed that additional application programming engineers are required to create programs
and offer end-user support. The need for salespeople who can sell software and explain the benefits of
CSA was also cited by a majority of respondents. About 30% of respondents said there isn't enough
infrastructure to provide CSA-created products and services to customers, and that the distribution
process is cumbersome and confusing. Figure following shows the distribution of responses in terms of
the most important organizational configurations for CSA.

Most Critical Organizational Arrangements

Resources Actitivies Competences
- R&D (100%)
Application engineers and ) E%Llf:;ng strategy and goals - Technical competence
software developers ) ! . (100%)
(100%) Working mare customer Sales competence (63%)

1 iy
Peaple dedicated to oriented (25%) Marketing competence

e B - Cust rt (25% i
working with CSA (38%) ; szn;”:ﬁir:a‘:i‘(ﬁ"upgn ﬂ?e (19%)

C5A subject (19%)

Figure 8 The distribution of the answers in terms of the most critical organizational
arrangements regarding CSA

The percentage of respondents who said the resource, activity, or competency was crucial to the
development of CSA is indicated next to each resource, activity, or competence.

4.3.5 Organizational Anchoring

There do not appear to be any official strategy documents that include CSA or the CSA business model.
Respondents from diverse departments hypothesize and reflect a variety of viewpoints on the purpose
and broad strategic goals of CSA as a corporate software service within the overall range of goods and
services. 50 percent of respondents considered it exclusively as a tool for the case company to use
internally to create consumer assistance. The second section of the study focused on external clients
and how CSA may be modified to increase its performance in the commercial sector. The CSA corporate
model, according to respondents, differs depending on the customer's geographic location. Furthermore,
25% of respondents believe the case company should clearly outline its CSA strategy and goals, as they
believe company-wide strategies and goals are currently lacking. The case company, on the other hand,
has dedicated workers who are in charge of developing and implementing new corporate models. In
the case of CSA, however, this procedure has not yet been finished.

All respondents indicated varied worries with CSA and its surrounding corporate paradigm, as described
in the preceding subsections. They did note, however, that CSA can help a company flourish if the
company's most critical problems and the underlying business strategy are addressed. According to over
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70% of respondents, one of the primary benefits of CSA is that it can be used on a range of automation
technologies that the case business provides its clients. However, one of the CSA benefits is still
untapped since not all business divisions work with CSA on automation technology adoption.
Furthermore, half of the respondents stated that their company's workforce was unable to work with
CSA due to a shortage of qualified individuals with appropriate platform knowledge. According to these
replies, the unwillingness to engage with CSA is due to the platform's technological inadequacies.
Furthermore, 50% of respondents say the company lacks a software-friendly culture. While the case
firm has always been primarily a hardware manufacturing company, they believe that the introduction
of CSA offers a hurdle because staff are used to working with and selling just hardware.

The picture below summarizes the empirical data addressing the organizational anchoring of the CSA
corporate model.

Organizational Anchoring

Strategy and goals Internal communication Promotion and culture
No official strategy documents - No supporting culture
No generic business model or - Lacks dedicated perssonel with
strategy with CSA, differs - Inconsistency in, and lack of, sufficient knowledge
depending on geographical communication surrounding CSA - Has a business unit with product
Iocation ownership - but with lack of

customer interaction

Figure 9 A summary of the empirical findings regarding the organizational anchoring of the
corporate model of CSA

5. ANALYSIS

This section elicits an assessment of each component of the case organization's plan of action, including
the proposal, income model, clients, and authoritative courses of action. In addition, the investigation
of the plan of action's hierarchical anchoring is introduced. The research focuses on the relationship
between observational data and the edge of reference, with special attention paid to the logical situation
in the context of the organization.

The examination of the case study data begins with a preliminary assessment, based on evidence, of a
shift in the company's mentality about creating value, from product to service, and proceeds according
to the framework of the interview script, which was created from the suggested hypothesis.

5.1 VALUE PROPOSITION

According to respondents, one of the primary benefits of the value proposition is CSA's flexibility and
capacity to build customer-specific services. According to scholars (Kindstrom & Kowalkowski, 2009),
the ability to customise client-specific contributions is crucial for increasing consumer engagement.
Service-based goods, in contrast to earlier product-oriented products, should include not only the
technical and economic components of the offering, but also the social aspect [24].

One of the key components of the value offer, according to respondents, is CSA's flexibility and capacity
to design customer-specific services. Scholars [25], [26] argue that the ability to tailor consumer inputs
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is essential for increasing customer involvement. In contrast to prior product-oriented commodities,
service-based goods should include not only the technical and economic aspects of the offering, but
also the social one [24]. This is an example of failing to describe the value-in-use of the offering, which
Kindstrom and Kowalkowski [27] feel is critical when delivering a service. The CSA platform for
generating applications and solutions is difficult to use, according to respondents, making it difficult to
demonstrate the technical benefits of CSA [24]. The absence of presently constructed apps and
customers who use them, according to respondents, makes demonstrating the financial benefits [24]
of continually building apps with the aid of the CSA stage more difficult. However, due to the intangibility
of service performance, conceiving the advantage of a service-based supply of services is more
challenging than it is for a product-based offering [28]. To be effective in visualizing the value of a
service, the example firm might try to employ visualization strategies or approaches to make
performance measurement tangible [28]. Demonstrating how CSA interacts with the example company
is one way to show how it links with the product categories with which it is associated. Because CSA's
intangible service value is tied to a concrete product, customers will grasp it [28].

There are presently no direct software service revenue streams from end customers, and pricing is
based on hardware and development expenses plus a fixed margin. As previously said, valuation is
difficult to portray because to CSA's present state, which hinders the application of almost any value-
based valuation technique. Another issue with value-based pricing is that it necessitates consumers to
be more sophisticated in terms of service purchase [26]. Because the platform's price methods are
based on conventional value-based pricing, notions such as those proposed by Kindstrém [26] and Oliva
& Kallenberg [29] argue that this area need modification. The larger issue is that end-users are not
always paying for the software services provided by CSA, and hence are not paying for the software
service-based value gained by integrating CSA-created apps into the hardware of the case firm.

The overarching test for highly engineering-driven businesses in servitization contexts, according to
Kindstrom and Kowalkowski [28], is to emphasize availability and client above innovation when nurturing
an offering. Despite the fact that the example company's approach of handling client contributions
includes a market side, the test is clearly visible when looking at the instance organization. Customer
association appears to be required by the sphere unit with proprietorship privileges, offering issues in
detecting the genuine demands of certain customers while also organizing the showcasing effort
required to aid product management. The focus is on addressing the issue for the client, regardless of
what extra specialized, financial, or social advantages are offered, because the case organization
interacts with the client to establish arrangements. While making contributions at client sites, there
should be possibilities for co-creating the actual value with the client, allowing for utilization scenarios
and shared goals, as Payne et al. advocate [30]. Individuals that contribute to customer contributions
may be able to grasp the value supplied by the product as a result of this. As a result, one might claim
that contribution co-production could help the case organization understand, visualize, or demonstrate
acceptance, which is a problem it encounters. As a result, one might argue that co-production of
contributions could assist the case organization in comprehending and envisioning or demonstrating
approbation, which is a problem the case organization faces. With such design, the case organization
might assign a cost to such a value, as the sector has done. Customers who do not pay or are unaware
of the product managements and benefits provided by apps inside CSA are considered to be the most
important client segment.

The showcase memo is, by all accounts, unimportant from a marketing standpoint. There is very little
advertising dedicated to CSA, whereas the most of the showcasing is dedicated to apps created on the
CSA platform. Another difficulty is that the majority of clients who benefit from CSA are not targeted by
the government's marketing message, and they aren't even aware of CSA and its role in making their
adjusted contributions. To make clients aware of the shift toward servitization, Grénroos [24] and
Kindstrom and Kowalkowski [26] argue that there should be a clear and increased permeability available,
focused on indisputably illustrating the shift. This is the type of item that hasn't been done for the
situation organization yet, and the shift to programming administrations hasn't been intelligently
demonstrated within or remotely. According to some responders, there is a risk that clients in these
types of initiatives that CSA targets are not yet ready to acquire programming. Similar responders also
note that these clients are unlikely to enjoy or evaluate the provided programming services in a way
that is favorable to the case organization. However, because the competitors to the example company
may communicate with comparable types of clients at the same time, this might also be applicable to
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the unique condition and the particular firm as a whole. This may suggest, in addition, that the
environment does not provide clear opportunities of benefiting just from the product side of a
contribution.

However, one possible way to mitigate this risk, as proposed by Gronroos [24] and Kindstrom [25], is
to nurture more established client organizations. As a result, the client co-creation process that begins
today should be designed in such a way that potential clients are aware of the benefits of adding
programming services to an equipment item offering. As a result, the customer will have a better
understanding of what they are purchasing and what they would get from it. To summarize, the case
organization collaborates with clients and maintains strong client relationships, as demonstrated by Day
(1994) and Kowalkowski [31], among others. There is still a problem with the competent specialist unit's
approach to putting innovation in charge of the ship while nurturing contributions, since they require
client connection and market knowledge. This might also be linked to Horbach et al. [32] market pull or
move processes hypothesis, in which market pull approaches are used instead of innovation push
systems. Furthermore, problems appear when making joint offers and following through on the benefits.
The shift toward servitization for case management isn't explicitly indicated, which is something that
Gronroos [24] and Kindstrdm and Kowalkowski [26] consider crucial. One concept that goes along with
this idea is that the authority promoting message isn't comprehensive enough to address all of the target
customer segments.

5.2 ORGANIZATIONAL MEASURES

When an organization progresses into more advanced contributions and degree management-focused
action plans, the assets and abilities required to complete the change should be identified and procured,
according to intellectuals such as Adrodegari and Saccani [33] and Kindstrom and Kowalkowski [28].
The case arrangement and experimental findings of the review demonstrate that this is not the case.
The case company has been unable to devote sufficient resources to the CSA project since it was shipped
off, according to all responders' reasons. In any case, failing to dedicate enough resources to support
charitable contributions while running a manufacturing company isn't appealing [28]. Organizations in
this position ought to keep a drawn-out center and make inward attention to the assistance offering
and its true capacity, to relieve the absence of devotion of assets to the improvement of the help offering
[28]. Furthermore, researchers such as de Brentani [34] and Lapierre [35] assert that developing
methods to aid the deals of the support supplied is critical. In any event, respondents claim that sales
skill is lacking when it comes to marketing the help offering, claiming that sales people are unprepared
to handle the transition from item to service.

Respondents argue that genuine correspondence routes and conventions have not been formed, and
that there are no persons who are solely dedicated to working with CSA, adding to the argument that
there are no organization assets allocated to CSA. Nonetheless, the case organization has dedicated
sales units that are in close touch with customers while forming end-client agreements, enabling a
strong client-driven approach that researchers like Kindstrém [25] and Kindstrém and Kowalkowski [26]
promote while providing support contributions. The case organization's deals units existed prior to the
launch of CSA, but because they now employ application developers, they can provide extremely specific
adaptations to each client while working closely with them along the way. [33], [26], [29] recommend
that the organization's assets, exercises, and abilities be arranged in a way that allows it to support the
incentive, income model, and customer properties.

It's reasonable to state that this criteria is unsatisfactory when it comes to the value proposition. This is
due to the fact that CSA was not designed in such a manner that it can provide the advantages that it
is meant to, and respondents claim that there aren't enough business resources dedicated to CSA work.
It's unclear if the firm's lack of resources is due to underpricing and a lack of prioritization of CSA
expansion as a result of its origins as a hardware company, or if it misvalued consumers and their
interests.

5.3 ORGANIZATIONAL ANCHORING

When providing a plan of action development, researchers such as Bucherer et al. [36] and Porter [37]
emphasize the need of having a consistent and communicated method that is attempted by all
organization personnel. Respondents said there is a lack of proper contact about the CSA issue, as well
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as what the overall system and goals are, and that they need to be defined. These assertions, together
with the lack of genuine major archives similar to CSA, may lead one to feel that CSA's communication
and general purpose and organization were insufficient. This is evident in many respondents' remarks
when they are provided information on the purpose for and general procedure for CSA, since the quality
of these responses varies.

Similarly, a few respondents claim that the dedicated specialist unit in charge of promoting the CSA
stage isn't concentrating on the most fundamental development projects to increase the commercial
value of, and advantages provided by, CSA. This also demonstrates that the future held believes is the
best way for CSA to move forward is incorrect. Furthermore, these statements demonstrate that
beginning a tighter collaborative effort between speciality units may be beneficial, as it would aid the
case with better locating client demands while also preventing confrontations between specialized units
[38]. At this time, not all organization offices have included CSA in their computerization innovation.
This is true, even though responders point out that one of the outstanding benefits of CSA is its capacity
to be used with any of the 63 types of robotization breakthroughs.

The justification for some organization offices not involving the CSA stage in their improvement cycle
isn't clear. In any case, respondents distinguish an absence of individuals with information and
eagerness to work with CSA as an issue, partially brought about by the specialized piece of the stage
not depending on norms. This experimental finding is per the discoveries of Bucherer et al. [36], who
express that one of the overall issues in mooring plan of action advancements inside the association is
that the representatives can need eagerness to work with the drive. Notwithstanding, deficient with
regards to information on new advantages and values that are given because of the advancement is
likewise a typical problem [36]. Respondents express that backup society is absent with regards to
programming, which CSA can, other than being a help, be characterized as. According to Bock et al.
[39], the lack of a supporting society might pose a problem, as these designers state that a supportive
and imaginative culture is essential if a development drive such as the one CSA entails. Nonetheless,
the review's experimental findings support the claims stated by [27], who claim that many organizations
struggle with the social component. Organizations should establish familiarity with the assistance drive
and the possibility it rewards to create a solid culture for administrators [27].

Subsequently, having the option to picture the worth of the contribution isn't client select, it is likewise
essential to do so inside. Organizations ought to likewise plan to foster help administration abilities and
keep a drawn-out direction while assessing the consequences of the drive, as progress got from the
assistance probably won't come straightforwardly [27]. By and large, as there is a positive insight in
regards to the potential open doors concerning CSA among respondents, opposition because of the
ability to adjust to the idea of CSA is still up in the air to be critical. Respondents rather recognize, as
prior referenced, that the protection from work with CSA may be brought about by the way that the
specialized part of the stage has already not been adequate. However, the unwillingness to engage with
CSA might also be due to the lack of a supportive community for the drive and the opportunities it
provides. Bucherer et al. [36] and Jenssen and Nybakk [40] found that when confronted with these
types of new development safeguards, internal advertisers were crucial in implementing the new
strategy.

Additionally, as the obstruction isn't brought about by lacking information on CSA yet rather by its
properties, power advertisers [36] might be utilized to beat the opposition. This case organization has
a devoted specialty part holding possession towards CSA with obligation regarding additional fostering
the CSA stage. There additionally exists a committed specialty component dealing with the execution of
fresh plans of action, which Christensen and Overdorf [41] guarantee are required while improving the
plan of action. This specialty unit has anyway not finished the course of the plan of action execution
concerning CSA, and there rather exists different plans of action contingent upon the geological area of
the client, to sum up, there is no extensive consistency concerning objectives, purposes, and systems
concerning CSA. There is an absence of ability from organization representatives to be working with
CSA, which would benefit from outside intervention with the utilization of inward advertisers [40].
Besides, there is additionally an absence of strong values of advancement. Be that as it may, there is
an assigned specialty unit for dealing with the execution of organization plans of action, yet this cycle
has not been yet finished for the CSA model.
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54 SYNTHESIS OF ANALYSIS

After a contrast between both the studies that were done and the initial conceptual method and its
qualities, the relative relevance of each element from the inside of the business strategy will be explored.
The evaluation will be done in the context of business servitization to see which corporate model
elements proved to be the most important for the example business when launching the CSA project.
The part concludes with a new analytical answer based on the empirical data and investigation's
following analysis.Importance of each corporate model component and its properties.

In regards to experimental discoveries, the case business monitors the suggestion of a few researchers
[30] in the manner in which they are cooperating per their clients, through firmly fortified client
connections and concretions of contributions. Regardless of this, it has not yet stimulated a stage where
the CSA model is extant. This matter can rely upon various things inside the plan of action system or
the securing of the plan of action in the association. Respondents dislike respect to the offer, more
explicit the advantages of CSA. The intricacy of using CSA is extremely high, according to respondents.

Although the advantages now appear to be to some extent without, the display of price is also a
concerning matter - as the price being used and the price being shown with CSA turns out to be hard
to appreciate for the client. Respondents point out that one of the reasons why the value is being
exploited and given with CSA is because the benefits are, to some extent, absent. While evaluating a
supplied plan of the action plan, the exact discoveries in regards to the offer illustration that price is
used, benefits, customization, and depiction of substantial worth are basic features. While
maintainability may be a significant factor in determining the incentive, the results of the research reveal
that it hasnt been a significant issue in this environment after considering the synchronization of
programming authorities in the action plan. The properties in the logical model for the client element of
the plan of action are improved client connections and increased permeability available. The two sections
are of significance for the case organization starting today, as client connections, cocreation of
contributions, and showcasing are depleted subjects in the experimental discoveries. Despite the fact
that extended absorbency has been cited as a concern, the case organization's main concern has been
that the marketing message isn't comprehensive enough to touch all target customer segments. As a
result, the prominence of the promoting message inside the advertising sub-part has increased - which
is remembered for the revamped logical model.

Looking deeper into the experimental findings, the income model might also indicate a problem with
surviving with CSA accessible. In any case, scholars such as Kindstrom [25] and Oliva and Kallenberg
[29] advocate for innovative estimating models, which the case organization has included to some extent
into their strategy.

Concerning end clients and those machine creators who don't buy an advancement authorizing expense,
the product administrations given by CSA are not charged for. Subsequently, this couldn't be deliberated
as an inventive estimating prototype while taking a gander at CSA - as programming administration
income isn't gotten from these client sections. Nonetheless, for framework integrators and those
machine manufacturers who truly do buy an improvement permitting expense, there is an imaginative
valuing model with yearly membership-based installments. It may be the case that the overall thought
behind the current income model, with membership-based estimating of administrations, isn't
appropriate for any of the client fragments - notwithstanding, this has not been recognized in the exact
discoveries as an issue with regards to drawing in clients.

Conflicts have arisen over how CSA should be used and further developed because the objectives,
systems, and reasoning with CSA were not clear and far-reaching. Respondents realize how it has led
CSA to refuse to provide the business price and remunerations that they believe it can and should
provide. Nevertheless, there is additionally an absence of a steady culture of programming
administrations as well as predictable correspondence in regards to the CSA project inside the
association. It is subsequently unrealistic to reach determinations in regards to which of these properties
are generally urgent to appropriately secure the advancement drive inside the association.
Notwithstanding, everyone is distinguished as significant while coordinating programming
administrations into the current plan of action.

In summary, even though the case organization uses a client-driven approach [25] and a creative
evaluating strategy [29], it has not yielded financial success or aided the withdrawal of a significant
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number of clients. All other factors being equivalent, the most obvious reason for its failure to obtain a
competitive advantage has been identified as the incentive's inadequacy in terms of the benefits it
provides. In any event, researchers [26] advocate for the advantages CSA could provide, citing its great
adaptability and monetary, social, and specialized benefits.

The lack of assets, exercises, and abilities allocated to the CSA project has been identified as the
rationale for the benefits of the incentives not being supplied. In any case, this has been identified as
the result of insufficient authoritative securing of CSA development and the overall plan of action. It has
long been acknowledged that targeting the proper clientele with a certain marketing message is crucial
in terms of the access and support of the strategy. While taking a glance at the authoritative securing
of the plan of action, it has been distinguished that reliable correspondence, a reasonable procedure,
and a steady culture are of additional significance while moving to a serviced plan of action.

5.5 REVISED INTELLIGENT MODEL

The findings of this study back up researchers' claims [33] that there is a link between the assets,
training, and abilities invested in the drive and the acceptance of the offer. Failure to appropriately
devote and structure the authorized plans (such as the assets, activities, and talents) may result in the
offer failing. However, one common obstacle in moving the plan forward is the representatives'
reluctance to work on the plan's development [36]. According to Bucherer et al. [36], the results of this
research demonstrate that its critical to accurately anchor the development drive inside the organization
to assign the properly authorized courses of action. Furthermore, the findings of this study reveal that
hierarchical courses of action influence the customer and income model element of the plan of action,
as discovered by experts [33], [25], [27], [29]. The vice versa of this is also true, although the customer
and gain competitive model components have a stronger influence on the hierarchical course of action
planning, whilst the authoritative plans are concerned with the recognition of the other two.
Furthermore, it is found that the incentives and consumer segments are linked, like offers that place a
strong emphasis on client customizable offerings will result in improved client relationships, and vice
versa.
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6. CONCLUSION

The research questions will be answered in this chapter based on the empirical findings and analyses
from chapters 4 and 5. All through the research, steps were engaged to determine how hardware
engineering organizations may transition to software services while maintaining their current corporate
model. Because the dissertation is a background study, the outcomes are centered on experimental
observations of one definite example of a company, it is not safe to make broad conclusions while
answering research questions. Although corporations in a similar state can undergo similar effects and
problems from servitization within the business and implemented corporate model.

The concepts analyzed in this study are general concepts that are common within the servitized
corporate models’ literature area. This supports the indication that businesses altogether might
experience similar effects and limitations during the implementation of software services to a current
corporate model.

The practical evidence presented in this study proves that servitization can have a wide range of effects
on a company and its existing business strategy. In this case, a company's value offer may include
flexibility, social benefits, and personalization. However, organizations in this situation may face
difficulties in establishing and implementing a customer-pleasing value proposition. It has also been
demonstrated that visualizing such benefits is a time-consuming process. Another issue that businesses
in this situation may face is the shift near customer-centricity. According to previous studies by
Kindstréom & Kowalkowski [26], putting the marketplace and consumers in the driver's seat rather than
innovation appears to be a big difficulty.

This is also true in the setting of the current study, as the software provider's responsible business units
may struggle to prioritize market-driven technology above internally pushed technology. In another
perspective, servitization could have an impact on how organizations develop relationships with
customers in this setting, since empirical data show that having closer bonds with consumers can assist
co-creation of contributions and client assistance.

6.1 DISCUSSION

The goal of the research was to figure out how product manufacturers may include services into their
existing corporate models. To grasp this, one must first understand the impact of servitization on existing
paradigms It is reasonable to assume that comprehending how servitization impacts the sales model in
terms of critical variables, risks, and hurdles, as well as other factors to consider, makes it a lot easier
to comprehend how the incorporation can occur. The first study topic focuses on how servitization
impacts a corporate model, and how a production company's organization and business strategy could
change in response to changing conditions from hardware to business software. The research proposes
a framework for comprehending software services that may be incorporated into the existing
architecture.

6.2 MANAGERIAL IMPLICATIONS

The findings reveal that when shifting from hardware to software applications, managers strive to
provide clear goals and methods for the change. It also shows how important it is to communicate to
employees and make sure the company is at work towards a similar goal. If there are differing
perspectives on transition goals and tactics, the results reveal that company employees will have a
negative impression of the effort, which might lead to a lack of excitement for its development.

6.3 HYPOTHETICAL IMPLICATIONS

The theoretical knowledge concerning the business concepts models and the implementation of services
offered towards a prevailing corporate model is extensive. This research proves findings of previous
researchers have stood within the topic matter while also displaying the results can be applied to the
context of research in different ways. In terms of theoretical implications, the study's findings are an
addition to the existing frameworks for evaluating and mapping out the corporate models of servitized
hardware manufacturing enterprises. However, it can only be utilized in uninterrupted industries by a
slow rate of technological growth in this situation.
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6.4 LIMITS AND FUTURE STUDIES

Like other academic research, this study and the situation findings have limits. These limitations are
mentioned below, along with a suggestion for how imminent studies might be constructed towards
improving the findings of the study. The client's viewpoint was not taken into account during the
research phase, which was a fault. Internal documents and discussions with internal workers were used
to gather all empirical data. With the consumer perception in place, another component of the challenge
may have been investigated, such as the new service's market position and perceived customer value.

The scope of this research was also limited to a single case business in a single industry. Finding probable
disparities in servitization between industries could be an interesting future study, implying that you
could apply the same methodology to another business. By undertaking more comprehensive research
into other sectors, it may be possible to gain a greater understanding of the linkages between various
aspects of the business model, as well as a more in-depth appraisal of the worth of each component.
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