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Building a brand

It' s time
to stoptalkingabouttheimportance of brandwithinserviceand

dosomethingabout it
. SaulSherrylooksintothetechandoutsourcing

implications of gettingbrandperception to matchup to expectations
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Brand

identityhaslongbeenheralded
as a keycompetition killerforservice
drivenbusinesses . A changeonthe

scale of transforminganentirecompany' s

approach to
thewaytheyareperceived

canoccurquickly ,

or it canhappen at a

snail '

s pace . Oftentheslower
it happens ,

themore lastingtheresultscanbe
.
The

signs of animpendingrevolution in an
approach to servicemanagementhave
beenappearingfor

a
whilenow .

While
I

willnotrefutethatadopters of
a more

holisticapproach to
theirservice

departmentshavealreadyseenhuge
improvements ,

theindustryas a wholehas
been languishingwithoutmodedways of

thinking . It is time to putbrandidentity at

thetop of theprioritylist.

Sweepingacrossservicemanaging
departments in theUK is a yearningforan
intelligentandholisticapproach to the
waytheirdepartment is seenwithinthe
organisationonthewhole

.
Brandcomes

down
to understanding thevalue of your

business
,

and
in manywaysthebest

approach is to simplifythis
to itsbasic

constituent blocks . At Service
Management ,

weseethebestway of going
aboutthisas to focusoninteraction at the
humanlevel

. Yourengineersarehuman
,

yourcustomersarehuman
,

andalthough
it doesn' t feel like

it sometimes
,

thepeople
upstairspullingthestringsarehuman.
Thepasthasbeendominatedbyeither
mobileengineerswhounderperformon a

personallevel
,

whilebeingproficienton
theengineeringside

,

or managers who
under-utilise engineerswhoaremorethan
capable of representingbusinesseson a

personallevel.

TheModemFieldEngineer
Wefeelsopassionatelyaboutthis
approach to valuinghumansandhuman
interaction

,

ourSeptember conference
`TheModernFieldEngineer' ,

heldduring
ServiceManagement Expo is

dedicated
to

theexploration of theseideas.

Followingthistheme
,

heateam
,

theservice
division of BDRThermea

,

a
UK

manufacturer of domesticheatingandhot
waterproducts ,

haveshownanability to

adapt in aneffort
to

enhance thebrand '

s

value
. Taking a technologicalapproach ,

heateamsought a
holisticway to

enable
theirteam to

offer
a newlevel of service

thatwouldreflectbrandvalues
. Partnering

withCognito ,

theirapproach involved
utilisingthecapabilities of

a Motorola
MC75 to

furtherenhancethecapabilities
of notonlythefieldstaff

,

butalsotheback
officestaff . Increases to servicecanbe

incremental
;

anexamplewithinheateam'
s

approachwas to enablethefieldengineer
to

book
in a

futurevisitwhileonsite . This
enablesthestaffwithin a business : taking
a processout of

a
controlloopandtrusting

yourengineer to control it

(

withhelpfrom
therighttechnologicalsolution

)

. For
heateam

,

thisstepbuildstheirreputation
ontwolevels

.
Thefirst is to show

themselvesas a companyable to respond
to

a customer' s
demandsonthespot .

The
second is

to
enabletheengineer to

solve
all of thecustomer'

s needsonsite
, thereby

empoweringcustomer-facingstaff
.
This

was a changebroughtaboutby
implementing a unifiedsolution including
ServicePower

,

while integrationwith
Infomillallowedforsimilaron-site

ordering of parts.

Otherbenefitscomefrommoreobvious
areas in thefieldengineer' s repertoire.
Workingalongthesameapproach of

allowingyourengineer to
become

a

trustedandreliablecontact
,

heateamuse
theERPsystem ,

Movex . Thissetupgives
on-siteaccess to

thelatestcustomer
informationandcorporatebulletins

,

removing hesitation from interactions with
bothcustomersandequipment again
casting thestaffmemberas a

credibleand
trustworthy specialist.

servicedepartments ,

wecanprobably
expecttheslideacross to a systemwhere
brand identityandservicedepartments
areregarded astwoparts of thesame
initiative to

beinitiated throughnew
revenuerealisation . Regardingyour
engineerasyourbrand

,

andasthe ' face' of

yourcompanyhasobviousbenefits
. They

arethemembers of
staffwhoarebest

placed to assessthedirectandimmediate
needs of customers

,

a positionanymember
of thesalesstaffwould love

to
be in

. From
a thoughtleadershippoint of

view
,

the
benefits of brandidentityawareengineers
aremanifest but it willmostlikelybethe
bottomlinethatturnsthetide . Jonathan
Chevallier

, StrategicDevelopmentDirector
of Cognito ,

seesthisasa patternalready
buildingamongsomeorganisations with
serviceprovisionarms .

"I
thinkthis

is
both

becausetheyrecognisethat a customer' s

experience of theircompany is a critical
`moment of truth'fortheirbrand

( potentiallydestroyingmillions of pounds
spentonbuilding theirbrandthrough
advertising andpromotion )

andprobably
mostsignificantlybecausecompanies
increasinglywanttheirengineers to drive
incremental sales

,

"

saysJonathan.

Anyfundamental change in an
organisation ,

suchastheonethatwillsee

Enabletheengineer to solveall
of

thecustomer' s
needsonsite

, thereby
empoweringcustomer-facingstaff

Weoftenhear a
lot of marketing rhetoric

alongthelines of enhancingbrandvalue
andidentitythat is neverbackedupby
concrete plansandaction . Movingaround
theindustry ,

thisschismimpliesmore
than

a simpledisconnectbetween
marketingandtherest of thebusiness.
Brandidentityandbrandvalueare
conceptsthatcanonlybedefinedand
pushedfromthehighestlevel of

a

business . Whilebusinessescontinue to

think of servicedepartments ascost
centres

,

it
willbedifficult to getthosebig ,

companychanging ideas
to

trickledown
intoservice .

Anotherway of looking at it is

thatuntiltheboardroom startvaluing
service in

thesamewaytheyregard their
preciousbrand

,

therewillcontinue to
be

unrealisedpotential.

Basedonpreviousexperience of change in

Theimportance of brand to service
providingcompanies is

immense
,

andtherearetechnologiesavailable
to incrementallyincrease theway
a brand is regarded , implement
next-generation salesinitiativesand
evenmanageoutsourcedworkers.

CIBrandidentity is discussedmore
thanactedupon

D Image of engineersintrinsic to

brand '

s perception
CICompany-widechangesmean

newsalesavenues

O

Metricsforoutsourcing
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engineersusedas a tool to initiatethe
salesprocess ,

willneed to bebrought
aboutthroughalignment of goalsbetween
bothserviceandmarketingdepartments
aswellasserviceandsalesdepartments.
Withsharedvaluesand a pride in their
ownwork

,

themarketingandservicelink
uphasobviousbenefitsforan
organisation . Marketinghingeson a

brand '

s reputation . Differentcampaigns
andapproacheswillyielddifferent results

,

butonlywithintheparameters of the
public' s overallview of thecompany . By
understanding theincremental

improvements to a customer' s lifethe
engineercanmakepervisit

, theywill
understandthevaluetheycanadd to the
way a brand is

seen
. Similarly , byviewing

engineersasthesharpend of thebusiness
(

thoseguaranteedthemostface-time
)

,

marketingdepartments caninitiate
awarenessdrivesthattakeplaceright
withinthecustomer' s home . AsEditoran
alwayssearchingforground-level content

,

it seemsobvious to methat
a

mobile
engineerwitheffectivecommunication
skillswouldalsobe a greatsource of

'

good
news'customercasestudies.

Wheresalescangetinvolvedonthislevel
existsas a moreobviousscenario

,

butone
alsofraughtwithdanger . Withthe
engineeralreadyworkingonpremises ,

a

lot
of theset-upwork

is
done . In a

best-casescenariotheyaredoing a

thoroughandefficientjob , earningtrust
withtheircourteousnessanddiligence.
Theyare in

a primeposition to

recommend
anupgradeontechnicalandnon-sales
terms

. Similarly , theycouldbethere
simply to planttheseed of anidea to

he
followedupby a quicksalescallpost-visit.
Bothoptionsclearlyriskupsetting a

delicatetrustrelationship inherent to the
'

engineer in thehouse'scenario .
Thefirst

canhedisruptivewithregards to theway
anengineer is viewed

,

andthesecond
,

whilebeing a lessdirectapproach ,

canbe
similarlyfrustrating forcustomers . It

is

important to havetheseapproachesdriven
by a strategythat is bothclearand
transparent to customers .

It wouldbe a

veryseriouserror
to treatyourcustomer

asanidiotbyphoninguponthegrounds
of a

'

quality of visit'survey , only to try to

segueinto a salespitchbasedonthe
engineer' s comments.

Evenwith
a

correctstrategy in place ,

there
is stillplenty of roomfursuch a dramatic
shift in business to cause issues-withinthe
workforce

.
Mobileworkersalreadyhave

overarchingissuesrelating to
GPSand

scheduling , feelingwatchedandhaving
theirfreedoms impinged . Thesudden
addition of beinginvolved in

a subtle
,

targetedmarketing /

salescampaignmay
heenough to drivethem to distraction . As
usual

,

involvement willdependonhaving
therightstaff

,

therighttrainingandthe
rightexpectations.

TheOutsourcingAngle
Maintainingstaffmorale in

terms of
a

long-termjobrole is onlyanissuewhen
thestaffareyourown

.
In theinstance

whereplurmobileworkforce are
outsourced

, youbecomesomewhat
removedfromthatissue . Unfortunately ,

it

alsomeansyourfieldengineers ,

thosebest
positioned to represent yourhardfought
brandvalues to theworldon

a day to day
basis

,

becomeonestepremoved fromthe
company' s vision of values

.
Some

companiesmightgetawaywith
outsourcingtheir IT needs

,

butwho in

theirrightmindwouldopt to have a less
handsonapproachwiththeirvitalfield
workforce?

Bearing in mindtheexploration of a

company' s
brandidentityabove

,

it

a
vendorassessmentservicefreesup

valuablehoursspentensuringthose
externalstaffhired to completethetasks
areupforthejob . There is

theadded
benefit

of puttinganorganisationwithan
establishedsystemandtrackrecord for
determiningquality of workers in charge
of theprocess.

Solongasproceduresarerigorous ,

this
method of outsourcingshouldallowbrand
values to beproperlycommunicatedvia
externalstaff

.
SGPPropertyandFacilities

Management' s
Director of Risk

Management ,

Peter I tall
,

seemsconvinced

bythisapproach .

"

Weareconfidentthat
everycontractorwedealwithhasbeen

through a transparentandrobust
assessmentprocess_pertinent to the
activitiestheymayundertake

,

andthat
theyarewellequipped to providethe
stringent , professional standardswe
require ,'

hesays .
SGPpartneredwith

AltiusVendorAssessment to ensure
contractorsarefullyassured

,

and it is

Peter'
s
use

of theword ' standards' that
shouldmakeothermanagerssitupand
takenotice

,
Whatdrives a brand '

s identity
otherthanitsstandards?

Theoutsourcingconundrum is anarea

CognittesChevallierhasalsobeenpaying
attention to

" Therearereallytwoaspects
to

this
,

" hesays .

" Thefirst is providingthe
tools to supporttheengineer in

performingtheirroleandthesecond
relates to themanagement .

Forbothwe
[ MD

Byviewingengineersasthesharp
end of thebusinessmarketing
departmentscaninitiateawareness
drivesthattakeplacerightwithin
thecustomer' s home
becomesclearthatthroughcleveruse of

dataandtechnology , outsourcingonthis
scalebecomes a manageable solutionthat
couldsuit a greatmanybusinesses .

Weall
knowthepossiblecostbenefitsmade
available throughoutsourcing (

scalable

workforcesizes
,

reducedadministration
strain

)

,

butwhatwould
it

take to make it

feellikeyoucouldstillbeassured of
the

quality of
workbeingcarriedout?

Oneexampleinvolves a meta-assessment
of theservicedue to berendered

. Utilisire

wouldrecommendusingthesame

principlesandprocessesthatyouwould
use to manageyourown in-house

engineers.
"

1137171

In-houseearoutsourced
,

it is clearthatwe
are in anera of servicewhereonlythose
whogotheextramilewillstandoutloan
competition .

In linewiththetrend of ever
moredemandingSLAs

,

thismeansthat
gettingyourbrand to standout in the
mind of customerswillbecomemoreand
moredifficult.
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