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The Evolution of Field Service Through the Eyes

of a Service Leader

James Mylett
SVP of Service
Comfort Systems

James Mylett is the Sr. Vice President of
Service at Comfort Systems USA, a leading
provider of commercial and industrial
heating, ventilation and air conditioning
(HVAC) and building automation services.
With more than 85 locations nationwide,
Comfort Systems delivers high quality
engineering, design, installation, energy
assessment, and repair and maintenance
services across the US and in a wide range
of customer sectors.

James holds an MBA and has over 30 years
of experience in the HVAC service industry.
He has led functions and managed
businesses across the Americas and is

a recognized champion for employee
engagement and personal development.

When not working or spending time with
his family, James is active in community
service, plays competitive soccer, and
enjoys time on his Harley Davidson
motorcycle.
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Despite working for 33 years in field service, | still find myself
amazed by the rate at which the service industry is evolving. This
year’s Field Service USA event provided even more insight into the
trends that we are seeing, and attending the event reinforced the
need to stay current with what's new and stay informed on what'’s
coming next. | can recall working for service organizations early

in my career where our main mission was providing warranty and
start-up support for newly installed equipment. As time passed,

| saw parts businesses begin to pop up. These new businesses
were later followed by a strategic focus on transforming service
organizations into profit centers. As | continue to network with
many of you at events like Field Service USA, I'm seeing a greater
recognition that service can be the relationship glue in the
customer lifecycle, and I'm also seeing the service experience itself
come to the fore as a central strategic focus for many companies.

My own service experiences have revolved around air conditioning
systems for large commercial buildings. The focus of the teams I've
led has been on creating more productive working environments
for our customers. Like many of you, we've been facing the
challenge of attracting new field service talent into our industry.
Those who do join us bring with them a new set of expectations
of us as employers. The employee value proposition is shifting.
Embedded technology is no longer a coming trend - it is here

and is quickly moving from being the key differentiator to being
expected by employees. Customers and employees alike are
expecting an effortless experience when interacting with their
selected service company. Winning companies are paying more
attention to the experience created for customers and employees.
Success in field service is now about growth and improvement
instead of just parts and warranty.

This report from Field Service USA 2014 reinforces some of these
trends and shines a light on emerging challenges. Approaches
such as frontline incentives, installing smart devices, and
establishing quantitative performance metrics may be new to
some of us but have been already established as best practices
for others. What this report highlights is what | appreciate most
from our collective participation in Field Service: our willingness
to share, learn, and improve. Peer reports like this one are a great
window into what’s happening now and what’s coming next.
Personally, | appreciate everyone’s participation and look forward
to continuing on this journey together.

The 2014/2015 Services, Revenue, & Trends Report 3


http://fieldserviceusa.wbresearch.com/
http://www.ptc.com/
http://www.wbresearch.com/wbrdigital/home.aspx

Evolution of Service

Field service has changed. There was a time when a customer
would be happy as long as the technician who arrived fixed
what was broken or installed what needed to be installed.
Those days are essentially over. As economic conditions

for customers become more precarious, their wallets are
continually stretched beyond their limits. The expectation

for service is “more for less,” and the average customer’s
willingness to pay for service has become a thing of the past.

Customers Expect More from Service

Field service is more important than ever. Field technicians are
the most forward-facing parts of a company and frequently act
as the only touch point between the brand and the customer.
As such, customer interaction with field technicians is, in many
cases, the primary way to measure the credibility, integrity,

and overall brand promise of customer satisfaction. According
to a recent Aberdeen report, organizations that reached a
90% customer satisfaction rate achieved 6.1% growth in
service revenue, 3.7% growth in overall revenue, and an 89%
level of customer retention. Satisfy your customer and reap
the benefits. If you fail to deliver an exceptional customer
experience, the reverse is true.

Field technicians are the most
forward-facing parts of a company and
frequently act as the only touch point
between the brand and the customer.

As customers continue to have more options for service and
support, service organizations can no longer afford to neglect
the opportunity to provide value-added services. Further,

as many products have become commoditized, service has
become the key differentiator to edge out the competition.

In order to provide the level of service needed to deliver on
increasing customer expectations, best-in-class organizations
know that they each must first get the right technician in front
of the right customer at the right place and the right time.

Progressive leaders in field service are reorienting how they
think about their employees’ contributions on individual and
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organizational levels. Savvy executives have realized the need
for the entire service organization, technicians included, to
move toward a customer-centric model to better understand
what constitutes the best possible value for their customers.
In industries that have long focused on customer service for
survival, these things may seem to be common sense. However,
for many field service industries that are more technical in
nature, soft skills have historically been ignored — until now.
This shift toward personalized service has dramatically altered
the role of the field service technician, transforming his or
her role from that of a break-fix technician to the supplier of
services that are both imperative and strategically significant.

Field Services Companies Are Adapting
to This Paradigm by Adopting Powerful
New Digital Solutions

Tools for service lifecycle management, customer relations,
remote on-demand training, and real-time automation and
information have become essential pieces of this new tailored
value proposition for service. These are just some of the

key innovations for transforming service delivery that
companies can use to leverage service offerings and improve
customer loyalty and satisfaction. However, companies are
realizing that the most crucial investment they can make is
the investment in their people. In order to succeed, one thing
is certain: a firm needs the right talent in place, and those
people must be ready to perform.

The combination of tight economic circumstances and
customers’ hesitance to pay for necessities of service has placed
a seemingly insurmountable amount of pressure on service
organizations to do more for less. Companies looking to build
a satisfied and loyal customer base need to realize that there
are multiple drivers of customer satisfaction that will come into
play in 2014.

It was with this in mind that the thought leaders of the
industry came together at the Field Service USA 2014
conference, where manufacturers and solution providers alike
discussed the changing landscape of the field service space.
Field Service USA 2014 addressed some of the key concerns
of field service providers, including how organizations can
deliver services that not only meet but also exceed customer
expectations, what the key innovations for transforming
service delivery are, and how companies can leverage their
service offerings to improve customer loyalty and satisfaction.
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The team behind Worldwide Business Research’s Field Service USA
conference - in conjunction with PTC, a partner organization - created

a benchmarking questionnaire for Field Service USA 2014’s audience of
service and support executives. The survey was distributed at the Palm
Springs conference, where more than 125 executives from cross-industry,
cross-vertical service and manufacturing companies answered guestions
about mobility, workforce management strategies, and best-in-class
strategies for training and development.

The roles of those surveyed included Senior Vice President, Global
Service Leader, President, and CEO of the Supply Chain. Further, these
industry leaders represented companies as diverse as Dell, Pitney Bowes,
Trane, and Johnson Controls.

The present study analyzes data gathered at Field Service USA 2014,
the premier conference for service and support. On the whole, the
study evaluates the transformation of services companies through an
assessment of both the obstacles that inhibit development and the
solutions that enable it.
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Majority of Field Service Units
Are Company Profit Drivers

Nearly three-quarters of respondents said that their
service organizations operate as profit centers rather
than cost centers. Twenty-seven percent of respondents
said that 31% or more of overall company revenue
comes from service revenue, and 35% or more of overall
company profit comes from value-added services.

Field Service Institutions See
Continued Success in Turning
Service into Revenue

The majority of respondents (70%) said that their
company'’s profit margin for service is as high as or
higher than that of product sales. Seventy percent of
companies surveyed reported that tailoring their value
proposition is a growth strategy that is working for their
organization today, coming ahead of diversifying service
business (47 %) and servicing competitive products (20%).

Room for Improvement in
Remote Diagnostics

Only 28% of respondents said that 50% or more of
their company’s service requests are resolved through
remote assistance. Forty percent of companies surveyed
reported an average first-time fix rate of 85% or higher.
When evaluating budgeting for deployment over the
next 6 to 12 months, 42% of those surveyed ranked
remote diagnostics as the number one area for spend,
coming ahead of knowledge management (40%)

and customer experience solutions (34%). Thirty-one
percent of respondents ranked remote diagnostics as
their main focus for technician training, coming ahead
of PCs (16%), smartphones (20%), and Customer
Relationship Management (CRM) tools (15%).

Continued Transition from
Field Technician to Sales
Representative

Thirty-four percent of respondents said that upselling
was the biggest opportunity for growth in the year
ahead, coming ahead of customer experience (33%)
and data management (13%). Thirty-five percent

of respondents incentivize their technicians to be
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qualified lead generators, and 28% reported to have a
formal strategy in place to incentivize reps to upgrade
contracts. Of the companies that do not already have
a strategy in place to incentivize reps, the majority of
respondents (56%) indicated that they will be working
on this in the next five years.

A Sharper Focus on Customer
Engagement

Eighty-nine percent of respondents cited soft skills as
one of their top three priorities for training, a 15%
increase over last year's respondents at Field Service
USA. Over half of surveyed companies (52 %) have
strategic timeframes in place to invest in tools and
solutions related to customer experience in this fiscal
year. An overwhelming majority (83%) are investing in
tools and customer experience over the next five years.
Seventy-nine percent of companies have metrics in place
to measure customer satisfaction.

Proactive & Preventative: A Trend
That is Here to Stay

Product repair and troubleshooting (42 %) remain

the number one priorities for training in the year
ahead, followed by soft skills (21%) and management
development (16%). Fifty-one percent of respondents
said that automation of knowledge management leads
to the greatest revenue growth, coming ahead of
warranty management at 45% and real-time updates
of technical information at 38%.

Remote On-Demand Training:
Not Crucial for Field Technicians

The most popular delivery method for technical
training content is still classroom and lecture at 52%
(a 33% decrease from the findings of last year’s
survey population), followed by traditional media
(13%) and online courses (11%). Similarly, the
preferred method for training in field sales content
is still in a classroom setting at 45% (compared to
85% for last year's respondents). Online courses
and webinars are being implemented by 28% of
respondents, and 13% of respondents are using
traditional media (e.qg., text, pictures, diagrams) to
deliver field sales training content.
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Revenue Generation, Profit, & Service
Organizations

+ Revenue generation is a top goal for field service organizations.
According to our research, 27% of respondents reported that 31% or

more of their company’s overall revenue comes from service revenue,

and 35% of respondents reported seeing 31% or more of their overall

profit from value-added services.

+ The number of organizations that attributed 31% or more of
overall profit to value-added services increased by 8% over last
year's survey population.

“Products have become somewhat more commoditized and are
therefore under constant pricing pressures that erode product
margins. Services, on the other hand, have remained more
proprietary, requiring specialized knowledge and/or skills to
execute. As a result, you can demand a higher margin for the
higher value services performed.” Len Van der Hulst, Global
Service Product Manager, Mettler-Toledo Inc.

What percentage of company revenue or profit
comes from services?

REVENUE
FROM SERVICES

M 31% 0-10%
24% 11-20%
18% 21-30%
27% 31% or higher

PROFIT
FROM SERVICES

M 20% 0-5%
M 11% 5-10%
10% 10-15%
5% 15-20%
11% 20-25%
10% 25-30%
M 35% 31% or higher

« Productivity and revenue generation go hand in hand. Forty
percent of companies surveyed reported to have a first-time
fix rate that is greater than 85%. It is not hard to infer why
higher first-time fix rates would garner greater returns of
revenue growth. Consider this: according to Aberdeen’s Field
Service 2013 research, organizations with first-time fix rates
greater than 80% experienced a 6.2% increase in profit over
the previous 12 months compared to a 1.6% increase for
those organizations with a sub-80% first-time fix performance.
For those organizations with less than 50% first-time fix
performance, service revenue decreased 2.8% over the
previous 12 months. Revenue growth is a top priority for service
organizations, and if they are not able to fix the product the first

time, they are not able to drive new revenue opportunities related

to efficiency (i.e., time, expense, and parts for break-fix) as well
as upsell or cross-sell from their service organization.

FIELDZ serVICE PTC WwBR

Cost Center or Profit Center?

+ Seventy-four percent of attendees view their service

organizations as profit centers over cost centers.

The days of the service function (i.e., field service, parts operations,
call center) acting as a cost center, purely from the sale of the
product, are essentially over. The importance of service has
transcended service operations and is now on the radar of senior
executives across the enterprise.

Does your service
organization act as a
cost center or a profit
center?

[ 74% Profit center
M 26% Cost center

Quick Facts

O of those surveyed reported profit
margins for service is as high as or
O higher than that of product sales.

organizations as profit centers
over cost centers.

7 :l ()/ of attendees view their service

+ Companies are more focused on driving efficiencies and

savings than in previous years. The main goals for best-in-

class organizations are increased revenue, improved customer
satisfaction, and increased productivity. Excelling in one area
garners greater return in the others. It is clear that companies

in field service are recognizing the value placed on service and
service performance. Executives are realizing that service is a
major growth engine for companies in the space and is the key to
increasing the bottom line and securing customer loyalty.

+ Adopting a profit-centric management strategy not only creates an

environment of accountability to cost containment but also drives
a greater focus on revenue. Although this is a good strategy, it is
important to remember to not let short-term gains supersede long-
term goals. Companies should ensure that these revenue goals do
not come at the expense of the customer relationship.

“Most organizations that I've worked with go through an
evolution where service evolves from being a warranty and
support organization to a strategically important profit center
that strengthens the overall value proposition. Product-centric
organizations will have service to support the sale of products,
and customers will gradually gravitate toward service
organizations that provide a more complete lifecycle services
experience. As service organizations grow and gain scale,
the opportunity for optimization and cost productivity gets
increased attention and resources.” James Mylett, Senior
Vice President of Service, Comfort Systems
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How Do We Stack Up?

+ Although American firms are making great strides in customer
returns, European service companies are still outpacing their

US counterparts in profits and revenues. The findings we
gathered from our Field Service Europe 2013 conference found
that 31% of respondents said that 31% or more of their
company’s revenue comes from services as compared to 23%
of respondents at Field Service USA 2013 and 27% of Field
Service USA 2014 attendees. The data suggest that companies
in Europe are having more success generating profit and revenue
from their service propositions, and they could potentially teach
their counterparts in the US a thing or two.

“Service is becoming a much more strategic part of most
businesses. In product companies such as ours, service was seen
as necessary to support the product business. Now, service adds
a steady revenue stream to the business while providing very
good margins at the same time.” Len Van der Hulst, Global
Service Product Manager, Mettler-Toledo Inc.

What is interesting, however, is where US companies see
themselves in relation to their colleagues across the pond.
Although lagging in profits, 74% of American organizations
view themselves as profit centers, a 12% increase from the 66%
of European companies that view themselves as a profit center.

“We're in a world where people now buy solutions rather than a
single product. This will continue to be the trend as customers
move toward business outcomes. Business model innovation is
trumping product innovation. Overall, everyone is trying to grow
their total addressable market (TAM).”

Joe Pinto, Senior Vice President of Technical Services, Cisco

Measuring Profit Margins for Service

+ Seventy percent of respondents said that their company’s
profit margins for service are as high as or higher than
that of product sales.

As many products have become commoditized, service has
become the key differentiator and the “hidden gem” that has
only recently been recognized as a major growth engine for
companies.

Why is field service driving new profits? Two words: customer
centricity. By developing a value proposition designed with the
customer in mind, top-performing organizations have created an
environment of service where all business functions (i.e., sales,
marketing, and operations) work with service operations to
create, support, and improve offerings for their customers.

The findings suggest that companies’ services are key factors
influencing their bottom lines. Industry executives agree that
the smart companies are the ones that focus on customer
satisfaction and loyalty before realizing the revenue and profit
that result from those changes. The key to getting it right

as a service organization is to continually evaluate the value
proposition and understand how to deliver on your customers’
evolving needs.

DIGITAL
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“I recently heard a definition of service that revolved around
providing something of value to someone. Services are more
about experiences than tangible objects. As a result, service
creates more of an opportunity for value differentiation. This is
one of the key leverage points where profit margins for service
can be distanced from product margins. If we really understand
our customers, we can zero in on the value drivers for them in the
service experience. It's much more difficult to commoditize the
service experience. Remember: customers will define what they
value, not us. Their voices are the ones that are important here.”
James Mylett, Senior Vice President of Service, Comfort Systems

Are your company’s
profit margins for
service as high as or
higher than that of
product sales?

70% Yes
M 30% No

The Importance of First-Time Fix

+ Forty percent of companies surveyed reported an
average first-time fix rate of 85% or higher.

+ The first-time fix rate of an organization directly corresponds
with its ability to garner increased revenue and profit. If a
service call requires additional dispatches to solve the original
needs of the customer, additional resources (i.e., time, expense,
and parts for break-fix) must be allocated. A higher first-time
fix rate would undoubtedly be a boon for organizations.

It would also result in a huge return on investment for
organizations looking to improve customer satisfaction and
retention while attempting to contribute to the bottom line.

“In my opinion, an 85% first-time fix rate is still a little on the low
side. While diminishing returns come about as first-time fix rates
are driven beyond the low 90% range, getting to an 88%-90%
first-time fix rate as an industry standard would be better.”

Len Van der Hulst, Global Service Product Manager, Mettler-
Toledo Inc.

\

What is your average
first-time fix rate?

M 6% Under25%
10% 25-50%
18% 50-75%
26% 75-85%
40% 85% or higher

The 2014/2015 Services, Revenue, & Trends Report


http://fieldserviceusa.wbresearch.com/
http://www.ptc.com/
http://www.wbresearch.com/wbrdigital/home.aspx

Uncovering Today’s Effective Growth
Strategies

+ Seventy percent of companies surveyed reported that tailoring
their value proposition is a growth strategy that is working for
their organization today, coming in above diversifying service
business (47%) and servicing competitive products (20%).

“One size fits all is never true. Customers have similar needs, but
they will amplify the value that they place on specific deliverables
based on their preferences and business situation. Our industrial
B2B customers place safety performance at the top of their
value chains when evaluating service providers, while our
direct customers will place a higher emphasis on response time,
technical capability, or cost depending on their specific businesses.
The other side of this coin is understanding that it’s difficult to
be exceptional at everything and that making strategic decisions
regarding where you will excel are connected to deciding how
to tailor your value proposition for customers.” James Mylett,
Senior Vice President of Service, Comfort Systems

What growth strategies are working for you
today?

70% Tailoring your value proposition
47% Diversifying service business

20% Servicing competitive products

1% other

“We see the technicians that service our customers as the
customers’ ‘trusted advisors.” Their roles as the trusted advisors
should be to provide customers with the right information in
order to make the customers successful in their businesses. We
incentivize technicians for providing service and product leads in
making our customers successful, but we discourage them from
getting involved in the commercial aspects of these leads and
train them accordingly. The incentive drives the behavior. If the
incentives become too desirable for the technicians, they may no
longer have the best interest of the customer in mind.” Len Van
der Hulst, Global Service Product Manager, Mettler-
Toledo Inc.

Measuring Customer Satisfaction in
Field Service

+ Seventy-nine percent of companies have metrics in place
to measure customer satisfaction.

+ In 2013, companies recognized the need to look at processes
through the lens of the customer and continually evolve
and improve their operations to be competitive in the global

servicE PTC wBR
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marketplace. In 2014, companies are realizing that focusing
solely on customer satisfaction and loyalty is not enough to
stay ahead of the game. Customers continue to clamor for
better service, and organizations need to meet and exceed their
expectations in order to meet customer expectations for service.
According to the 83% of respondents looking to invest in
customer experience solutions in the next five years, improving
the customer experience is still a main driver for organizations.

Doing More with Less

However, service organizations know that improving customer
satisfaction cannot be done without significant cost. Increasing
investment in one area would naturally have to balance out with
a reduced cost in another area. That is why 42% of attendees
ranked remote diagnostics as the number one area for spend

in the year ahead, coming ahead of knowledge management
(40%) and customer experience solutions (34%) when evaluating
budgeting for deployment over the next 6 to 12 months.

“The challenge in creating a sustainable incentive plan for service
representatives is finding the right metrics to incent. Care
needs to be taken to not put the rep in a position where he or
she feels like the customer’s best interests are not being met.
Personally, | am a proponent of installing appropriate incentives,
including incentives for sales. However, | recommend checking
the plan against the Wall Street Journal test, which asks if |
would feel comfortable with the incentive plan being posted
on the front page with our customers having full view.” James
Mylett, Senior Vice President of Service, Comfort
Systems

Quick Facts

of respondents ranked remote
O diagnostics as the #1 area for spend
A O in 2014, coming ahead of knowledge

management (40%) and customer
experience solutions (34%).

of those surveyed reported an average
O first-time fix rate of 85% or higher.
A O Workforce productivity and workforce

utilization were seen as key metrics to
improve in 2074.

Do you have metrics
in place at your
organization to
measure customer
satisfaction?

79% Yes
M 21% No
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Incentivizing Technicians as Revenue
Generators

+ When asked whether there was a strategy in place to
incentivize field service technicians as revenue generators, 35%
of respondents indicated that they provide incentives for
technicians to operate as qualified lead generators, while
only 19% said they incentivize techs to directly sell parts
and services. Twenty-eight percent reported to have a formal
strategy in place to incentivize reps to upgrade contracts.

+ While lead generation is still the preferred role for field
technicians, this year’s findings for direct sales show a significant
increase from the findings of the Field Service USA 2013/2014
Benchmarking Report, where only 9% of companies incentivized
their techs to directly sell services.

« Itis clear that companies in the US market are increasingly
trusting their field service technicians to take revenue generation
into their own hands instead of outsourcing it to a third
party. Field technicians are the most forward-facing asset of a
company. Through training and incentivization, field technicians
are constantly developing their skills to meet the needs of today’s
customers. Companies such as Xerox are incentivizing and
coaching their technicians to deliver on the ever-changing needs
of today’s customer.

Do you have processes in place to incentivize
your field reps to:

35% Provide qualified leads
28% Upgrade contracts
19% Directly sell parts

10% Conduct consumable sales

+ Perhaps most interesting is the difference between the
findings in the US market and the practices of organizations
across the pond. When asked whether there was a strategy
in place to incentivize field service technicians as revenue
generators at the Field Service Europe 2013 conference, 44%
of those surveyed viewed their technicians as qualified lead
generators, while only 31% said that they incentivize techs
to directly sell parts and services. Only 21% reported to have
a formal strategy in place to incentivize reps to upgrade
contracts, and 22% said that they have a strategy in place to
sell consumable goods. This stands in significant contrast
to the findings of the Field Service USA 2013/2014
Benchmarking Report, where 56% of those surveyed
reported having a strategy in place to provide qualified leads,
and 47% reported incentivizing reps to directly sell services.

service PTC ws

Quick Facts

of organizations are investing
8 3 Cy in tools related to customer
O experience of the next five years.
O of those surveyed see upselling
3 4 /O as the biggest opportunity for
growth in 2074.

O of companies will be implementing
5 / a strategy to incentivize field
O technicians over the next five years.

Performance-based incentive programs
increased significantly from 2013,

“There is a fine balance between a technician being a sales
person or a trusted advisor. Emphasis needs to be placed on
the technicians being solutions providers — recognizing a need
and providing solutions versus trying to push a solution that
a customer might not need.” Carolina Desmone, Global
Services Leader, GE Healthcare

“There may be some organizations or industries where field tech
incentives have less value, but | suspect that number is smaller
than many think. A skilled field technician can discover and
propose new services regardless of industry.” Jeff Zirker, Senior
Director of Global Technical Support, Americas, Cisco

Planning Ahead for Field Sales and
Customer Experience Solutions

+ Of the companies that have a strategy in place to

incentivize reps, the majority of respondents (56%) have
strategic timelines in place to invest in tools related

to field sales in the next five years. However, 44% of
companies surveyed are not looking to make this leap and
currently have no strategy in place to invest in field sales training
tools, nor will they be looking to do that in the next five years.

Over half of companies surveyed (52%) have strategic
timeframes in place to invest in tools and solutions
related to customer experience in this fiscal year. An
overwhelming majority (83%) are investing in tools and
customer experience over the next five years.

Only 17% of companies surveyed currently have no
strategy in place to invest in tools and solutions related
to customer experience, nor will they be looking to do
so in the next five years. This is an interesting point to note
because 100% of the companies surveyed at Field Service USA
2013 reported having strategies in place to motivate reps to
either directly sell services and provide qualified leads or were
looking to put those strategies in place in the future. The
majority of companies (over 56%) had a strategy in place to
motivate their field service representatives to provide qualified
leads, and nearly half of surveyed companies (47%) had a
strategy in place to incentivize reps to directly sell services.
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Do you have strategic timeframes to invest
in tools and solutions related to field sales or
customer experience?

TIMEFRAMES TO INVEST
IN TOOLS RELATED TO
FIELD SALES

[ 52% In this fiscal year
31% In 2-5 years
17% Not at this time

TIMEFRAMES ALREADY
IN PLACE TO INVEST IN
TOOLS/SOLUTIONS

I 28% In this fiscal year
28% In 2-5 years
B 44% Not at this time

“There is a conflict between delivering good service and being a
customer’s trusted advisor versus selling. If companies use the
trusted advisor approach to guide the customer on additional
product and service selections and then pull in sales to close, it will
eliminate the friction.” Gail Norris, Director, Customer Service
Division, Siemens Industry Inc.

“In general, service people cannot sell very well! It boils down
to choosing and incentivizing the right sales channel for service
products. Many businesses make naive choices and then feel it isn't
a profitable venture. | feel as though B2B is like mining minerals.
Finding the vein with the ore is the challenge.” Ron Zielinski,
Global Customer Service Leader, Coherent Inc.

“Companies that do not strategically invest in their service
businesses are not performing to their potential in good
times and are creating more risk for themselves in during
down-cycles. The key message is that service is a strategic
part of building a healthy profitable business.” Ron Zielinski,
Global Customer Service Leader, Coherent Inc.

Finding Opportunities to Enhance
Revenue Growth

+ Thirty-four percent of respondents said that upselling was the

biggest opportunity for growth in the year ahead, coming
ahead of customer experience (33%) and data management
(13%). Interestingly, the lowest priority for companies looking to
boost their bottom line was training (5%).

Where do the biggest
opportunities lie for
revenue growth?
T 34% Upsell
33% Customer experience
13% Data management
9% Other
M 6% CRM
B 5% Training

+ The push for service revenue has been extremely significant over
the past 12 months. According to our findings, the majority
of respondents (70%) said that their company’s profit margins
for service are as high as or higher than that of product sales.
Seventy percent of companies surveyed reported that tailoring

Future Investment Planning for Field
Service

+ Of the people who reported that their company did not have

a strategic timeframe in place to invest in tools related to
customer experience, 63% plan to invest in these in the next
five years. Although customer experience is a key metric in
evaluating a company’s value proposition, 17% of companies
surveyed currently have no strategy in place to invest in tools
related to customer experience, nor will they be looking to do
so in the next five years. Of those respondents, 38% say that
they have no plans to invest in the near future.

When do you plan to
invest in field sales or
customer experience

tools/solutions?

B 19% In this fiscal year
[ 44% In 2-5 years
38% Not at this time

FIELDZ serVICE PTC WwBR

their value proposition is a growth strategy that is working for
their organization today, coming ahead of diversifying service
business (47 %) and servicing competitive products (20%).

“The role of technicians is going to evolve
by moving from reactive case solving to
trying to upsell and helping customers solve
their business problems. They’re in the best
position to see where they need support
with a balance between one-third soft skills
and two-thirds technical skills and to enable
business-level discussion around outcomes.”

Joe Pinto, Senior Vice President of
Technical Services, Cisco
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Prioritizing Field Service Training

+ Over half the attendees (42%) cited product repair
and troubleshooting as their number one priorities for
training in the year ahead, followed by soft skills (21%)
and management development (16%). Interestingly, 89% of
respondents cited soft skills as one of their top three priorities
for training, a 15% increase over last year's respondents at Field
Service USA 2013.

Which areas of training are you currently prioritizing?
Rank 1 through 5; 1 being highest priority, 5 being lowest.

[ Rank 1

Rank 2

M Rank 4 M Rank 5

Rank 3

1% 2%

1%

5% 1%

Soft skills Other

Product repair &
troubleshooting

Management
development

Cross-training

“Soft skills are important. Providing a technical solution or

a repair is the basic expectation. However, a poor service
experience anywhere from the call contact to the resolution
can negatively affect the customer experience and could
ultimately result in losing a customer. It’s like having a dinner
at a nice restaurant. The food could be excellent, but if the
server is rude, you would likely give the restaurant a bad
review and never go back.” Len Van der Hulst, Global
Service Product Manager, Mettler-Toledo Inc.

“Customers will remember how you made them feel long after
they specifically recall what you fixed or maintained. Soft skills
are the top priority in training, especially in field service where
the service experience is largely unsupervised and happens
in an uncontrolled environment. Knowledge management
tools will continue to gain prominence in scaling out technical
skills, and the methods of delivering training for technical
and soft skills will continue to move toward a more virtual
learning environment. One item I'd add to this is the need to
include evaluation of soft skills into interview processes. We
should be hiring for the brand we are looking to create, and
knowing that soft skills are a priority issue should cause an
adjustment in what we are interviewing for.” James Mylett,
Senior Vice President of Service, Comfort Systems

“Look to other industries for ideas and solutions to your
challenges. Many best practices are transferrable across
industry boundaries. Train technicians on the soft skills,
empathy, communication, and alignment to customer needs.”
Jeff Zirker, Senior Director of Global Technical Support,
Americas, Cisco

FIELD % SERVICE DIGITAL
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Product repair and troubleshooting were
ranked as the number one priorities for training
efforts in the year ahead, followed by soft skills
(@2nd), cross-training (3rd) and management
development (4th). These rankings are in the
same order as last year’s responses.

Automating Processes for Increased
Revenue

Fifty-one percent of respondents said that automation of
knowledge management leads to the greatest revenue growth,
coming ahead of warranty management at 45% and real-time
update of technical information at 38%.

“You decide which tools to adopt through an evaluation of
their field input, product complexity, offers, and customer
feedback. Hard skills productivity (i.e., money and time saved)
and soft skills (i.e., ease of use) are both vital.” Joe Pinto,
Senior Vice President of Technical Services, Cisco

When automated, which of the following leads
to the greatest revenue growth?

45% 38% 37%

35% 21%

15% 13%

M 51% Knowledge management M 31% Scheduling & dispatch

¥ 25% iPad, iPhone, &
GPS capabilities

21% Mobile & offline

45% \Warranty management

38% Real-time updates of
technical information

37% Inventory & parts 15% Route optimization
logistics

. 13% Signature capture
M 35% Reporting

Identifying High-Priority Areas for
Spend in the Next Year

When evaluating budgeting for deployment over the
next 6 to 12 months, 42% of attendees ranked remote
diagnostics as the number one area for spend, coming
ahead of knowledge management (40%) and customer
experience solutions (34%).

Despite growing emphasis on customer centricity, investment in
solutions related to customer experience was ranked as the third
most important area for spend in the coming year.
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+ Use of remote diagnostics in field services has exploded over the
last ten years. Using this technology increases efficiency and
utilization in the service delivery chain, and trailblazers in the
industry have also effectively increased their quality of service while
simultaneously decreasing the cost of execution and delivery.

Which of the following areas do you rate as the most
important for spend over the next 6-12 months?

42% 40% 34% 27% 25% 20% 19% 14% 6% 3% 3%

42% Remote diagnostics 19% Parts management
M 15% Tablets

B 14% Smartphones

40% Knowledge management

34% Customer experience

solutions 14% Real-time updates
27% CRM 6% PC/Laptops
25% Scheduling & dispatch 3% Social
20% Call center technologies 3% Other

“Having industry standards around first-time fix will only
happen when installed technologies allow companies to
track this quantitatively. We are still far off from that. The
technology has been there for a number of years now, but
the adoption is not widespread beyond the major OEMs and
large regional/national service organizations.” James Mylett,
Senior Vice President of Service, Comfort Systems

“The companies that can leverage technology and human
assets in a combined service approach will be most successful.
The technician profile will continue to evolve toward a
customer-centric, value-creation mindset. \What will be
that one extra service that techs can provide when visiting a
customer? Those added touches will increase loyalty in new
and exciting ways.” Jeff Zirker, Senior Director of Global
Technical Support, Americas, Cisco

Quick Facts

A7%
o1%

Real-time metrics are imperative to gauge
performance and improvement in the field.

of respondents ranked product repair
and troubleshooting as the number
one priorities for training in 20714.

knowledge management will lead to the

SERVICE DIGITAL
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of those surveyed said that automation of

greatest revenue growth in the year ahead.

Which of the following areas do you plan
to invest in long term but have not yet
budgeted for?

29% Remote diagnostics
29% A connected service system
21% Call center technologies
20% Mobility

18% Parts management

14% CRM

12% Tablets

11% Social

5% Smartphones

2% Other

1% PC/Laptops

Balancing Long-Term Planning and
Budgeting

« Twenty-nine percent of respondents cited remote
diagnostics as an area where they are primarily looking to
invest long term but have not yet budgeted for. Similarly,
29% of respondents cited a connected service system as an
area where they have yet to budget despite planning to invest
for the long term. Despite growing attention paid by companies
to implementing mobility solutions in their field forces, the
investment in mobility ranked fourth for field service professionals.

“Services organizations are moving from reactive to proactive
and preemptive. This will change how decisions are made.”
Joe Pinto, Senior Vice President of Technical Services,
Cisco

Through which of the following methods are
you primarily delivering technical training and
field sales content?

Field sales

B Technical training

A5% PAL 19%I 14% 6% 14% 1% 6% 6% 2% 2%

Traditional Live Online Web-based Other
streaming courses clips

Classroom/
lecture media

The most popular delivery method
for technical training content is still
classroom and lecture at 52%
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Delivery Methods for Technical Training
and Field Sales Content

« The most popular delivery method for technical training
content is still classroom and lecture at 52% (a 33%
decrease from the findings of last year’s survey population),
followed by traditional media (13%) and online courses (11%).
Similarly, the most preferred method for training field sales
content is still in a classroom setting at 45% (compared to
85% for last year's respondents). Online courses and webinars
are being implemented by 28% of respondents, and 19% of
respondents are using traditional media (e.g., text, pictures,
diagrams) to deliver field sales training content. At Field Service
USA this year, “remote on-demand training” was just one of
the many key themes we uncovered. That said, given all the
innovations in training methods and technology, classrooms are
still the most preferred venues for training.

“For most technical skills, hands-on working with the product
is required. Therefore, the classroom method is the most
preferred method of delivering training.” Len Van der Hulst,
Global Service Product Manager, Mettler-Toledo Inc.

Which of the following are you training your
technicians/service reps on? Rank 1 through 8 in
order of priority; 1 being the highest priority for your
company currently, 8 being the lowest.

Rank 1 Rank 2 Rank 3 Rank 4
M Rank 5 M Rank 6 Rank 7 Rank 8
5% 3% 10% 4% 4%
5% 2o 8% 9%
(]
(]
16%
22% 7%
179 10% [EEZA
13% e -
5% 15%
. 3% 19% Q)
20% 199
: 14% o 7% %% 769
% 12%
1% e 119 14% %
12% 16% 1470 |

4%
20% 15% 1% 10% 14% 9%
Tablets

31% 16%

Remote PCs
diagnostics

Call center  Other
technologies

Smartphones  CRM Sales

“Although classrooms are the preferred medium, | see this as
a fallacy. People can be passive in a classroom. We've found
that instruction via video is more interactive, and students are
more apt to be assertive in this type of forum.” Joe Pinto,
Senior Vice President of Technical Services, Cisco

SERVICE
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Training Technicians and Service Reps

+ Thirty-one percent of respondents ranked remote
diagnostics are their main focus for technician training,
coming ahead of smartphones (20%), PCs (16%) and
CRM (15%).

+ Despite the industry push for upselling and tailoring the value
proposition, respondents reported that the lowest priority for
field technicians is training in sales.

“While we don’t train our technicians to sell products or
services, we do train them to generate leads by looking for
opportunities that will help make the customer a success, as
well as our company.” Len Van der Hulst, Global Service
Product Manager, Mettler-Toledo Inc.

What percentage of your incoming service
requests are resolved through remote
assistance?

29% 0-5%
22% 5-20%

M 7% 20-30%

8% 30-40%

6% 40-50%

28% 50% or more

Resolving Service Requests with
Remote Assistance

+ Twenty-eight percent of respondents said that 50% or
more of their company’s service requests are resolved
through remote assistance.

“It’s not surprising to see the move toward smart-connected
devices. Technology has advanced so much in recent years —
both in terms of connectedness (e.q., ability to talk machine
to machine or machine to person) and miniaturization

(e.qg., smaller and smaller connected devices, sensors, etc.).
Companies really have no choice but to figure out how to
exploit these new capabilities. They can drive new revenue
opportunities through access to data, devices, and user
behaviors. They can also leverage automation to control the
cost to support through remote monitoring and proactive
alerting.” Jeff Zirker, Senior Director of Global Technical
Support, Americas, Cisco

Twenty-eight percent of respondents
said that 50% or more of their
company’s service requests are
resolved through remote assistance.
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Anticipating the Use of Next Generation At the end of the day, the core of field services comes down to

Tools the people. Whatever technology is rolled out is just a means to
solve the problem at hand. All technology is strongly tied to M2M
+ Forty percent of industry executives plan to implement smart- to help navigate the field service landscape. When evaluating the
connected products in their field forces in the next 5 to 10 years. implementation of a new technology, one should consider how
According to 33% of respondents, smart-connected products are mobility extends the customer lifecycle and how mobility can be used
the most exciting of the next generation tools. to enhance customer experience and improve service revenue.

“This is a real win for customers. Our ability to drive out cost, dramatically improve responsiveness, and move to a more

proactive method of delivering service will happen with the continued deployment of connected products. Today, products

are communicating with us and giving us alerts well in advance of serious issues developing. Over the next 5 to 10 years,
organizations that survive and thrive will be those who embrace this evolution and find new ways to differentiate and deliver
service. Those organizations that are slow to adapt and change will be at risk of becoming extinct. What will be interesting to see
is how the OEM'’s strategies evolve here.” James Mylett, Senior Vice President of Service, Comfort Systems

Which of these next generation tools will actually be implemented on your team over the next 5 to 10 years?
Which of these are you most excited about?

WHICH OF THESE ARE YOU MOST EXCITED ABOUT?

40% Smart-connected products B 33% Smart-connected products

35% The Internet of Things (M2M) B 32% The Internet of Things (M2M)

12% Wearable technology (e.g., Google Glass) ® 14% Wearable technology (e.g., Google Glass)
6% Augmented reality 7% Augmented reality

4% 3D printing 7% 3D printing

2% Driverless cars 7% Driverless cars

1% Other

“Care needs to be taken to not put the rep in a position where he or she feels like the
customer’s best interest are not being met. The tug of war between the customer’s
expectations and the company’s expectations plants the service rep right in the middle.
| don’t believe the pendulum will ever swing too far away from a focus on the customer
experience. The main reason for that is the customers won't allow it. They will always
recenter us if we listen. If we stop listening, we cease to exist.”

James Mylett, Senior Vice President of Service, Comfort Systems

b service PTC’ ws
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Conclusions:

Where are your service markets going over the next 5 years and why?

Shrinking as a percent of customer Predictive
Effective repair base due to a) improved product Become
(reduction of

MTTR, Fast

/ install quality and b) improved a SerVice

: : More service
remote diagnostics

revenue revenue as China
gets us to pay

Upselling to oty cients ~ CENTLETr for service

Response)

Moving into SLA’s,

After Market services [ Reactive - oV .
Upgrades/conversions on existing systems t considering outcome based partnering
proactive -
1 ; Semiconductor Solutions, professional
Remote diagnostics predictive increase due to a:gicreesr;qgwtfg:jﬂi;a;oons,ﬂsif
S Improve customer steady growth 12 = ;
when customer Wllllhg experience, & fix, predictive, solving

customer problems as
a partner - outsourcing

|_| ea|thca re non-core & even core
. : . L . : competencies

They will be increasing in size educa‘uon,

and expectations for delivering . : industrial,

precision service. GlOballzatlon commercial

best industries

Expansion expanding with
IClelglglelleleYA & Growth in money to spend

upgrade - Emerging markets
(BR, CN, IN, RU)

enabling scaling,

tO pay tO Support It reduce costs

Self service and smart
product diagnostics

Moving to
self serve

via the end user

Into the

goVv't sector

cost center to Becoming . .
rofit center or biomedical
Sl semviiee o 5 more complex |[EESNSINSERwIT
" . Require more hospitals. Customers
get more services _ .
at the hand of the Lower prices, global solution are expecting more
customers Expanding within increased competition, type approach levels of support for
US, Canada, value from actionable less money.

From break-fix Europe business intelligence

: Supportin )
to more solutions and improved bporting From break-fix
L new equipment .
based product availability . to more solutions
o Salfelel=te! based duct
support Energy monitoring ased produc
services - customer support
value creation Providing a service mgmt system
Towards g g y Real time diagnostics
total. . , with M2M reporting
solutions Improving The customers are requesting mobile tech for and projected failure
offerings productivity and speed, communication, and record access. service intervals
customer satisfaction The challenge is still cost decision making.
thru job prep ‘ The customers want the technology, but our
processes, scheduling, industry has not done a good job on the value [ Middle market as
and soft skills training proposition for that service. a sales strategy

Highly skilled
but fewer people.

Market is growing
(slowly) 3-4% per year

Upward!
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Appendices

The 2014/2015 Services, Revenue, & Trends Report

Appendix A: Methodology

For this study, Worldwide Business Research conducted in-person and online surveys of 125 service and support executives in the field
services industry. Survey participants included decision makers and executives with responsibility for their firms’ field services dispatch,
training, and recruiting capabilities and strategies. In-person surveys and interviews were conducted on-site at the 2014 Field Service USA
Conference in Palm Springs, CA. Responses were collected in April and May of 2014.

Appendix B: Demographic Information

+ Of the companies in attendance at Field Service USA 2014,
17% reported to have 10,000 employees or more in their

organizations.

How many employees are at your company?

17%

+ Though primarily a US conference, 17% of the companies

in attendance operate on a global scale.

M 31%
21%
20%

1%

Under 500
501-2,000
2,001-5,000
5,001-10,000

10,000 or more

[ 83% USA

1%
2%
3%
1%
1%
H1%
M 1%
1%
H1%
1%
1%
1%

Puerto Rico
France
Canada
Argentina
Chile

Spain
Luxembourg
The Netherlands
India
Singapore
Belgium

Switzerland

Appendix C: Related Research
« The 2013/2014 Services, Revenue, & Trends Report

+ The 2014 European Services & Trends Report
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+ Twenty-eight percent of participants service construction

and industrial products.

What are the primary products that you service?

\

[ 28% Construction/industrial B 3% Domestic appliances
products and electronics
23% Imaging, medical, scientific B 3% Utilities
15% Other M 2% Transportation
12% Commercial appliances 2% Commercial computers

and electronics

12% Enterprise network
support services

“It’s surprising to me to see how quickly
disparate industries are coming together in
terms of capabilities, inter-connections, and
shared goals. More and more companies are
focusing on customer success over company
success. From traditionally labor-intensive
field service to the new technology-

enabled service businesses, there are more
commonalities than differences.” Jeff Zirker,
Senior Director of Global Technical Support,
Americas, Cisco
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SERVICE

“Field Service motivates people
from different industries to strive
and challenge themselves for
higher standards and success.
During the conference this year,
we were able to share, engage,
collaborate, and learn from peers
and colleagues facing the same
challenges.”

Juan Ramirez, Operations Manager,
Applied Materials

SERVICE
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SERVICE

Field Service is the leading service and support event that attracts senior-level service and
support professionals from 15 different manufacturing industries, including Aerospace,
Medical Device Manufacturing, Hi-Tech Electronic, Semi-Conductor and Capital Equipment,
Construction, Automotive, Telecommunications Equipment, Energy, Industrial and Agricultural
Equipment, and more!

Field Service tackles the latest strategies in core service functions, including, mobility,
workforce management, technical support, and knowledge management. Additionally, be
sure to gain as much insight into the new areas hounding service and support professionals
all over the world, including innovative developments in increasing service revenue, customer
soft skills, technician utilization, developing service leadership, and effective mobile resources
management.

Download the Field Service East Agenda Here

The Field Service Blog, launched in April 2013, serves as a source of exclusive content
generated by and for field service industry leaders. Every week features new articles on what's
happening in the industry, how to educate ourselves about best practices and challenges, and
how we can use this information as leverage for our own businesses in the competitive field
service space.

The Field Service Blog features articles, weekly polls, interviews, how-to tips, and Q&A's

from the leaders of the field on the following topics: service revenue, mobility, integration,
proactive/preventative services, and bridging the talent gap in your organization, to name a
few. Stop on over to the blog, and watch out for our annual benchmarking report to see how
you measure up to your peers.

Free exclusive content, social networking,
and the best kept secrets to service from
leaders in the field service industry.

Editor-in-Chief: Field Service Blog
Deanna Gillen
646-200-7950
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About PTC

PlC

PTC Corporate
Headqguarters

Steve Morandi
Vice President,
Service Lifecycle
Management, PTC

140 Kendrink St.
Needham, MA 02494

smorandi@ptc.com
781-370-6163
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PTC (Nasdaq: PTC) delivers technology solutions that transform the way you create, operate
and service products for a smart, connected world. PTC’s Service Lifecycle Management
system of best-in-class solutions connects people, products, processes and service to the
enterprise (ERP, CRM and PLM) to optimize services outcomes. PTC empowers companies
to transform themselves into strategic service organizations that increase customer value,
profitability and revenue. For more information, please visit www.ptc.com/go/service.

m u n See more PTC in the news

“Our top priority is to deliver service
proactively to our customers as
effectively and efficiently as we deliver

it reactively. With PTC’s SLM solutions,
scheduling and dispatch are now so
tightly tied to mobile access and parts
planning that we can truly optimize
logistics. Skills-based routing gets the
right resources with the right availability to the right locations. We
now have a rich source of service data consistently at our fingertips to
mine for insights and improve our performance. This helps ensure that
our service managers and service technicians everywhere are working
together for our customers as one.”

John Dodd, Director of Customer Service Operations, EMC
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About WBR/WBR Digital

WORLDWIDE BUSINESS RESEARCH

FIELD

SERVICE

WBR is the world’s biggest large-scale conference company and part of the PLS group, one of
the world’s leading providers of strategic business intelligence with 16 offices worldwide. Our
conference divisions consistently out-perform their industry sector competitors on the quality

of the events we produce and the relationships we nurture with both attendees and sponsors.

Every year, over 10,000 senior executives from Fortune 1,000 companies attend over 100 of
our annual conferences — a true “Who's Who" of today’s corporate world. From Automotive
events in Bucharest to Logistics conferences in Arizona to Luxury conferences in New York and
Finance summits in Hong Kong, WBR is dedicated to exceeding the needs of its customers
around the world.

In addition to our industry leading conferences, our professional services marketing division,
WBR Digital, connects solution providers to their target audiences with year-round online
branding and engagement lead generation campaigns. WBR’s marketers act as an extension
of your team, relieving strain on your internal resources while promoting your brand and
solutions to your prospects. Solution providers can target identified accounts or relevant
industry/function segments of WBR's entire global database of over 500K senior-level
decision-makers.

PTC ws
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Make Your Mark in the Field Service Industry

Be a part of next year’s benchmarking
report at one of our 2014/2015 Events

Still Not

FIELD

Convinced?

+ You'll gain access to the largest and
most senior-level speaker faculty
consisting of cross-industry
service and support executives
with key insights and strategies to
help you improve your customer
experience and service delivery.

« You'll find a tailored program
developed by service executives for
service executives. Field Service's
agenda was created from the
insight of 76 senior-level service
executives, highlighting the latest
challenges and strategies that have
swept the industry.

+ Ninety-eight percent of 2014
attendees said they’d recommend
Field Service to colleagues. We
think that means you'll like it too.

« For the last 10 years, the Field
Service USA conference has
been the venue of choice for

the world’s leading manufacturing
service executives to gain
actionable takeaways and create
real improvements within their
organizations. You cannot afford

to miss out on this unparalleled
networking opportunity. Call our
customer service team to get the
best available discounts for your
firm at 1.888.482.6012, or email us
at fieldservice@wbresearch.com

Add to Calendar

servicE PTC WBR::DIGITAL

medical REGISTER NOW

Field Service Medical
February 23-25th, 2015 « Rancho Bernardo Inn ¢
San Diego, CA

FIELD =) SERVICE

Field Service USA
April 20-23rd, 2015 « Omni Rancho Las Palmas
Resort & Spa * Palm Springs, California

FIELD CLICK HERE TO
ERVICE REGISTER NOW
EAST

Field Service East
September 15-17th, 2014 « Westin Buckhead -
Atlanta, GA

FIELD =) SERVICE

CLICK HERE TO
CURGPE REGISTER NOW
Field Service Europe
October 20-22nd, 2014 « Movenpick Hotel

Amsterdam City Center « Amsterdam,
The Netherlands
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BEGIN:STANDARD
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DESCRIPTION:On September 15th\, join the thought leaders of Field Service a

	t Field Service East\, the premier event for senior-level service and supp

	ort executives designed to give you the best practices needed to maximize 

	service revenue and enhance customer satisfaction. New to 2014 is our Inte

	ractive Roundtable Day\, which is your opportunity to learn from our speak

	ers and network with your peers in a relaxed setting. Field Service East w

	ill also of course feature presentations and panel discussions that tackle

	 your top challenges like using service as a way to differentiate your bra

	nd\, increasing daily performance of your field technicians through soft s

	kills and sales training\, and improving equipment productivity and custom

	er loyalty through remote management and predictive services.  Whether a C

	EO or Director\, from a company with large field force or small\, Field Se

	rvice East is the premiere event for field service professionals\, where y

	ou will gain the practical knowledge needed to reach your customers' needs

	 today and be seen as a â��true business partnerâ�� tomorrow.\n* See more 

	at: - See more at: http://fieldserviceeast.wbresearch.com/#sthash.rQySI1VY

	.dpuf \n\n\nHere are the details:\nField Service East <http://fieldservice

	east.wbresearch.com/\n15 - 17 September\, 2014\nWestin Buckhead\, Atlanta 

	Georgia\, United States\n* See more at: http://fieldserviceeast.wbresearch

	.com/#sthash.rQySI1VY.dpuf \n\n\nRecognize your value and jumpstart your c

	areer path from back office to board room. Reserve you place now at Field 

	Service East.\nhttp://bit.ly/15IBfcN\n\n
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	s and network with your peers in a relaxed setting. Field Service East wil
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	our top challenges like using service as a way to differentiate your brand

	\, increasing daily performance of your field technicians through soft ski

	lls and sales training\, and improving equipment productivity and customer

	 loyalty through remote management and predictive services.Â Â Whether a C

	EO or Director\, from a company with large field force or small\, Field Se

	rvice East is the premiere event for field service professionals\, where y

	ou will gain the practical knowledge needed to reach your customers' needs

	 today and be seen as a &#8220\;true business partner&#8221\; tomorrow.</F
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	ANG="en-us"><FONT SIZE=4 FACE="Calibri">Here are the details:</FONT></SPAN

	></P>\n\n<P DIR=LTR><SPAN LANG="en-us"><FONT SIZE=4 FACE="Calibri">Field S

	ervice East &lt\;</FONT></SPAN><SPAN LANG="en-us"></SPAN><A HREF="http://f

	ieldserviceeast.wbresearch.com/"><SPAN LANG="en-us"></SPAN><SPAN LANG="en-

	us"></SPAN><SPAN LANG="en-us"><U><FONT COLOR="#0000E9" SIZE=4 FACE="Calibr

	i">http://fieldserviceeast.wbresearch.com/</FONT></U></SPAN><SPAN LANG="en

	-us"></SPAN></A><SPAN LANG="en-us"></SPAN><SPAN LANG="en-us"></SPAN><SPAN 
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	E="Calibri">15 - 17 September\, 2014</FONT></SPAN></P>\n\n<P DIR=LTR><SPAN
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	a\, United States</FONT></SPAN></P>\n\n<P DIR=LTR><SPAN LANG="en-us"><FONT

	 SIZE=4 FACE="Calibri">* See more at:Â </FONT></SPAN><SPAN LANG="en-us"></

	SPAN><A HREF="http://fieldserviceeast.wbresearch.com/#sthash.rQySI1VY.dpuf

	"><SPAN LANG="en-us"></SPAN><SPAN LANG="en-us"></SPAN><SPAN LANG="en-us"><
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	search.com/#sthash.rQySI1VY.dpuf</FONT></U></SPAN><SPAN LANG="en-us"></SPA

	N></A><SPAN LANG="en-us"></SPAN><SPAN LANG="en-us"></SPAN><SPAN LANG="en-u
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	PAN LANG="en-us"><FONT SIZE=4 FACE="Calibri">Recognize your value and jump
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	ow at Field Service East.</FONT></SPAN></P>\n\n<P DIR=LTR><SPAN LANG="en-u

	s"></SPAN><A HREF="http://bit.ly/15IBfcN"><SPAN LANG="en-us"></SPAN><SPAN 

	LANG="en-us"></SPAN><SPAN LANG="en-us"><U><FONT COLOR="#0000E9" SIZE=4 FAC

	E="Calibri">http://bit.ly/15IBfcN</FONT></U></SPAN><SPAN LANG="en-us"></SP

	AN></A><SPAN LANG="en-us"></SPAN><SPAN LANG="en-us"></SPAN><SPAN LANG="en-
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