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Abstract: The reasons leading companies to the servitization strategy have recently been
supplemented with society-wide global trend of striving for sustainable development. To be
successful on the current markets, companies invest into services to increase the added value
for the customer, diversification, and new income; to ensure the lock-in effect; to use the
opportunity to grow and environmental burden reduction. These targets can be achieved by
implementation of a strategic approach to servitization. In this paper, a research hypothesis
that the manufacturers’ strategic approach to servitization has a significant potential to affect
achievement of sustainable development in a positive way has been constructed and
discussed. The paper outcomes were drawn up based on the analysis, comparison, and
synthesis of the information obtained (i) from a targeted professional literature review (ii)
from an outcomes of the conducted electronic questionnaire survey. The questionnaire
identified the level of the currently provided services related to their products and their
expectations concerning an increased interest in services by their management, their
customers, and their competitors. The outcomes should then help to direct companies in the
Czech Republic to more extensive application of the servitization business model as a

strategy supporting sustainable development.
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1. Introduction

In the era of globalization, companies are facing a lot of changes in the market
environment. These mainly include the growing competitiveness of developing countries
leading, besides other things, to margin compression and market saturation, rapid
development of new technologies connected with acceleration of the product innovation
cycle, growing demands of the customers and the relating commoditization, shortening of
the product life cycle, and changes in the customer demand. At the same time, manufacturing
companies face new challenges of a global character with society-wide impacts, particularly
on the environment, such as the sharing economy, circular economy, corporate social
responsibility, and sustainable development. Elkington (1997) and Maxwell et al. (2006)
identified three criteria, namely environment, social and economic, to translate sustainable

development into business context.



SERVITIZATION AS TOOL FOR SUSTAINABLE DEVELOPMENT

To be successful in this highly competitive environment and, at the same time, to satisfy
the society-wide demands placed on the business, companies are seeking and considering
new business strategies, which would bring a higher customer value, compared to the
competitors. One of the options for manufacturers is implementation of the developing
business strategies, largely known as servitization. It is the innovation of an organizations
capabilities and processes to better create mutual value through a shift from selling product
to selling product service system (PSS) (Baines et al., 2009). Since the term servitization was
tirst used by Vandermerwe and Rada (1988), different approaches to services provided by
manufacturers have been developed. Differences between them are given partly by the
growing demands placed by the customers on the scope and level of the provided services,
partly by different motivation and geographical origin of the manufacturers, and partly also
by the branch of industry. A successfully implemented PSS should then become a source of
income and profits, lead to new opportunities and advantages on the market, to
differentiation, and to customer satisfaction. As a result, successful servitization supports not
only the manufacturing company itself, but also the entire supply chain or network.
Moreover, implementation of a servitization business model itself may also have a significant
positive impact on sustainable development. For example, we have recently been coming
across the terms of a sustainable service business model (Liu et al., 2014), sustainable PSS
(Vezzoli et al., 2015), IPSS (The integrated product service system) which is in compliance
with conforming to triple bottom lines of sustainability, and Scandinavian concept PSS which
is closely coupled to the debates on sustainability and the reduction of environmental impact
(Baines et al., 2009).

However, the outcomes of the website analyses and structured interviews conducted
with selected chemical companies in the Czech Republic in 2018 and 2019 imply that although
the companies provided a wide portfolio of services, these were mostly rather
complementary services connected with a product in an effort to extend their portfolio to
increase the product sales. The manufacturing companies only sporadically offered advanced
services closely related to a product in cooperation with other supply-chain entities (Vlckova
& Podskubkova, 2020). Manufacturing companies in the Czech Republic use servitization as
a tool fulfilling their marketing targets, rather than as a way of redirecting their strategic
orientation towards PSS. In fact, the main target of the marketing approach to servitization is
differentiation of the offer to the customers, where products and services can be separated
and sold separately (Pistoni & Songini, 2018). On the other hand, the modern strategic
approach represents innovation of corporate abilities and processes to achieve a shift from
the sale of products (product-dominant logic) to the sale of a product-service system (service-
dominant logic), which better creates both the customer and the supplier value (Kryvinska et
al., 2014). The manufacturer’s and the customer’s sources are being integrated and
information is being shared mutually to make it possible for the manufacturer to help the
customer reach their targets, which should, on top of that, also respect the society-wide
requirement concerning permanently sustainable development. This requirement is also a
part of the strategic document CR 2030. It specifies the direction of our country in the next
decade. It defines long-term priorities of the development of the Czech Republic, whose
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fulfilment will help to increase the quality of life in all the regions and will direct the Czech
Republic to development that is sustainable in social, economic, and environmental aspects.
(Utad vlady CR, 2017)

Therefore, we formulated a research hypothesis: the manufacturers’ strategic approach
to servitization has a significant potential to affect achievement of sustainable development
in a positive way. To verify this hypothesis, we set the following targets: to conduct a targeted
professional literature review, focusing on the manufacturers’ strategic approach to
servitization, particularly on the reasons and circumstances leading the companies to this
business model. Then, to conduct a survey among companies in the Czech Republic, which
should bring more detailed information about the provided services from the point of view
of their scope and relation to the offered products. Then, based on these outcomes, to identify
the influence and possibilities of servitization with respect to achievement of sustainable
development. The outcomes should then help to direct companies in the Czech Republic to
more extensive application of the servitization business model as a strategy supporting

sustainable development.

2. Methodology

The formulated hypothesis was verified using primary and secondary sources. The used
secondary sources mainly included foreign professional articles, professional studies, and
company websites.

The primary sources refer to the outcomes of the electronic questionnaire survey we
conducted with the companies belonging, based on their main business activity, to Sections
20 (Manufacture of chemicals and chemical products), 24 (Manufacture of basic metals), 26
(Manufacture of computer, electronic and optical products) and 27 (Manufacture of electrical
equipment) under the CZ-NACE classification of economic activities.

The companies were addressed in September 2020 through their email addresses
acquired from the Amadeus database (database of comparable financial information for
public and private companies across Europe), where they were sent a link to an online
questionnaire created in the tool Lime Survey. In total questionnaires were sent 820
companies. The questionnaire contained 23 questions, structured in accordance with the
branch of industry where they classified themselves. The questionnaire identified the level of
the currently provided services related to their products and their expectations concerning
an increased interest in services by their management, their customers, and their competitors.
The paper outcomes were processed based on the analysis, comparison, and synthesis of the

obtained information.

3. Results

3.1. The Reasons for Servitization

The reasons leading industrial companies to introduction of the concept of servitization
can be different. They mainly include commoditization, market saturation (Pistoni & Songini,
2018; Vandermerwe & Rada, 1988), acceleration of the product innovation cycle (Benedettini



SERVITIZATION AS TOOL FOR SUSTAINABLE DEVELOPMENT

et al.,, 2015), competitive pressure, globalization, new technologies (Vandermars & Rada,
1988), and recently also environmental circumstances (Ahamed et al., 2013) pushing the
society-wide global trend towards sustainable development.

The company’s external environment and internal conditions, and thus also different
reasons for servitization, are affected by the branch of business the company belongs to
(Turunen & Finne, 2014)). Kryvinska et al. (2014) divides these reasons into three groups, i.e.
general trends in management (external reasons), financial factors and strategic reasons
(internal reasons). General trends leading companies to introduction of servitization include:
a companies’ shift from product orientation to solution orientation, which should complete
them ; shift from outputs to outcomes, transactionsto relationships (e.g. making
contracts with customers, guaranteeing a volume of sales); shift from suppliers to network
partners; a shift from orientation to separate elements to complex ecosystems.(Neely et al.,
2011)

The internal reasons for servitization relate to managerial decision-making (Pistoni &
Songini, 2018). The financial reasons relate to the customers’ pressure on the profit margins,
which results in the suppliers’ problems with achievement of higher income through the sale
of products, particularly commodities. Therefore, they are starting to invest into services as a
source of diversification (Pistoni & Songini, 2018) and new income (Ahamed et al., 2013).
Moreover, a significant effect is origination of a so-called lock-in effect, as it is the
manufacturer who can develop, sell, and deliver services best of all. The strategic reasons
then relate to the suppliers’ efforts to acquire competitive advantage (Ahamed et al., 2013) by
providing a range of services that is as specific and intensive as possible (Kryvinska et al.,
2014).

Therefore, companies can see servitization as an opportunity: how to differentiate
themselves from competitive offers through extension of their own offerings by services and
to increase the product sales and customer loyalty this way (Pistoni & Songini, 2018); how to
compete with mass production of large companies without a significant long-term increase
in the costs (Neely, 2008); how to get more opportunities for growth as the area of services is
more profitable than the area of products (Ahamed et al., 2013; Pistoni & Songini, 2018).
However, it is necessary to note that introduction of servitization is not necessarily always of
benefit to the company, e.g. in the case of a high role and function of products in operations,
or in an unstable operational product environment at the customers” premises (e.g. it did not
prove successful in the case of construction machines used outside companies). Then we
speak about undervalued services, which do not bring an increased customer value

(Jovanovic et al., 2016).

3.2. The Integration of Products and Services - Opportunity for Sustainable Development

Servitization obviously includes both innovation of offerings, and innovation of the
manufacturing process and operation. Servitization can be represented by three steps,
characterized by different levels of offering complexity and by integration of different
products and services, which naturally affects the entire process of satisfying customer

requirements. In the first step of servitization, a product offering is supported by a few
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product services focused on improvements of its functionality; in the second step, some
product services aiming to improve the processes and some customer services improving the
relationships with customers are added. In the last step, products and services combine into
a new and unique offering in the form of a product-service system - PSS (Pistoni & Songini,
2018).

Integration of products and services itself can then take place in various ways. Park et al.
(2012) divides them into two groups. The first group is based on the marketing approach,
and it contains different forms of integration of product services aiming to observe the
marketing targets, i.e. differentiation of the company’s offering and increasing sales.
However, there is a relatively small space left for further improvements in the Environment
and ecology, which is more or less on the part of the manufacturer. It can refer e.g. to
improvements in a technological process, modernization of technologies, etc. However, this
usually requires considerable investments. In the period of the pressure on price reduction
resulting from severe competition, companies usually stay in this area on the level of the
parameters of their products, technologies, etc., given by the statutory limits. Only few
customers are, for the time being, willing to pay more for a more environmentally friendly
product.

The second group of the ways of integration is then based on the strategic approach, and
it refers to a change in the corporate strategic orientation. Most of these approaches to
product-service integration did not develop until after 2000, and they include Solutions
(Miller et al., 2002), Integrated solutions, Product-service system (Manzini & Vezzoli, 2003),
Functional sales (Aurich et al., 2006), Function product (Alonso-Rasgado et al., 2004),
Integrated product and service engineering (Pistoni & Songini, 2018).

However, to verify our hypothesis, the last three ways are most important. Functional
sales represent a comprehensive solution consisting of a combination of products and
services satisfying the identified customer need, taking account of the entire product or
service lifetime, from its design to manufacturing. (Aurich et al., 2006). In the case of
integration into a function product, the customer purchases a function provided by a function
product, e.g. space cleaning instead of a cleaning detergent (Alonso-Rasgado et al., 2004). The
highest form of servitization is then Integrated product and service engineering. This concept
incorporates the properties of a function product in the way to aim at the functions delivered
to the customer and at the complete integration of various components into corporate
offerings to better satisfy the customer needs (Pistoni & Songini, 2018). All these three ways
of integration of servitization create huge opportunities just for sustainable development. As
an example from personal practice, we can mention a company manufacturing, and earlier
only selling, catalysts, which has agreed with one of their customers on delivery of solutions
in the form of ensuring proper functioning of the catalyst. It means that the catalyst
manufacturer monitors the effectiveness of the catalyst in the customer’s operations and
ensures its partial regeneration and replacement. Differently from the previous way, where
the catalyst was only replaced and disposed, but not regenerated. As the customer pays for
the function, but not for the quantity of the catalyst and the supplier is a catalyst expert, this
results not only in a significant decrease in the consumption of the catalyst and all the sources
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necessary for its replacement and disposal, but also in an increase in its effectiveness in the
customer. This leads both to a decrease in the cost of the catalyst, and mainly to further
reduction of the environmental burden. Another example can be reduction of carbon
footprint using advanced services to monitor machine performance.

However, implementation of the strategic approach to servitization is much more
demanding than in the case of the marketing approach. It is related to creation of a new form
of corporate organization, its integration/change in the position in the supply chain, a change
in its structure, culture, and management control systems. It requires investments, a change
in the corporate attitude, and strong confidence.

Servitization mainly refers to services provided on the B2B market, where they are
offered together with a product for the purpose of increasing its added value. They are often
divided into services supporting a product (e.g. warehousing, transport, installation, training
of workers, maintenance, and guarantee period services) and ‘pure’ services (e.g. marketing
surveys, financial services, consultancy in the areas of management, finance, and law) (Ellis,
2011). They can also be divided in accordance with their relation to the product itself and the
possibility of their growth on the industrial market (Raddats & Easingwood, 2010).

Our questionnaire was based on classification of services according to their orientation
to outcome, i.e.: basic services (their outcome is focused on provision of products, facilities,
ensuring spare parts, guarantee, etc.), intermediation services (they are focused on
maintaining the product condition, e.g. status monitoring, on-site services, scheduled
maintenance, technical assistance services, repairs, direct-to-site delivery, installation,
training of operators), and advanced services (wWhose outcome is oriented to the abilities
delivered together through the product performance, e.g. takeover of product performance
control by the service provider, contractual provision of customer support and related
contract on risks a reward sharing, revenue-through-use contract and rental agreement).
(Baines & Lightfoot, 2013,) We added category Smart services (they use new smart
technologies to collect data from the operation of a facility or equipment at the customer site
and to analyze them). These services then aim to increase productivity decrease the failure
rate, increase the operating cost efficiency and the operations safety (Kariovska, 2018). As a
result, they can significantly contribute to sustainable development, e.g. through the above
carbon footprint reduction.

3.3. Services Provided by Manufacturing Companies in the Czech Republic (Survey Outcomes)

Individual types of services obviously differ in accordance with the branch of business
the service provider operates in, and in accordance with their prevailing customers from the
point of view of their share in profit creation, i.e. according to the fact, whether the customers
are manufacturer (B2B), end consumers (B2C), or intermediaries (distributors). Therefore, we

chose two groups of industries for our research.

e Group CZ-NACE 20 (Manufacture of chemicals and chemical products) and 24

(Manufacture of basic metals),
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e Group CZ-NACE 26 (Manufacture of computer, electronic and optical products) and 27

(Manufacture of electrical equipment).

The rule was that members of one group operate in very similar branches of business,
while the groups differ from each other significantly in terms of their products, type of
production, applied technologies, and so also in terms of the possibilities of services suitable

for servitization. On the other hand, we dare to declare that we know these branches of

business from our previous scientific activity at the given faculties.

That is why the questionnaire was structured in the way to first divide the respondents

into the above groups by industry. Assignment of questions to individual groups relating to

the respective types of services is specified in Table 1.

Table 1. Questions on individual types of services provided

Questions: Do you

Examples of provided services

provide your customers 1st Group 2nd Group
with:
Basic accompanying - necessary product information (incl. - necessary product
services necessary documentation, samples; tests, etc.); information (incl. necessary

- professional consultancy for the serviced
type of customer to the technology and
product usage,

- training, helpdesk

documentation,
- services related to product
delivery and invoicing

Advanced accompanying
services

- environmental programs:
- assistance with waste reduction, recycling,
and waste disposal,

- logistic services: supplying, warehousing,
transport, professional consultancy for
finetuning processes; -process optimization;
- safety programs;

- product quality control

- ensuring spare parts,
service/inspections, first
training,
preventive service
maintenance,

service-level agreements

Complete and
comprehensive solutions,
i.e. products in the form of
services (complex services)

- protection, cleaning, or disinfection of
materials, equipment, production halls at the
customer site;

- pest control,

- coating, painting, another treatment of
facilities/ materials;

- ensuring operation and service on the
equipment at the customer site (effectiveness
monitoring, catalyst regeneration and
replacement, oil lubrication, including regular
inspections),

-provision of tests, service, and guarantees for
overall flawless operation of the equipment

- product design, where the
end customer does not have
to solve technical details of
the product, and the supplier
is the one who solely ensures
the entire product operation
and service, including
regular inspections,
service, repairs, and
guarantees overall flawless
operation of the product

Accompanying services
using smart technologies,
so called smart services

- remote monitoring,
- remote diagnostics,
- remote repairs,
- predictive maintenance, etc.

- remote monitoring,
- remote diagnostics,
- remote repairs,

- predictive maintenance, etc.

The questionnaire was filled in by 88 companies in total, 33 of them in Group 1 and 55 in
Group 2. Most of them supplied B2B market, and most companies had up to 50 employees.

If we are to suppose that the questionnaire was mainly filled in by companies interested in
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servitization, this result was expected in view of the facts that small companies are usually
more flexible and that the questions were mainly aimed at services complementing a product.

For the outcomes of the questioning conducted with the companies concerning the
respective types of provided services structured by group of branches of business, prevailing
customers and company size, see Tables 2 and 3.

Table 2. The proportions of companies from Group 1 divided according types of provided services as
structured by prevailing customers and company size

Number of
Type of provided services companies | Basic | Advanced | Complex |Smart

Prevailing B2B 21 100% 71% 24% 5%
customers B2C 5 100% | 60% 20% | 20%
Intermediaries 7 100% 43% 299 0%

Total 33 100% 64% 24% 6%

The size of Not Answered 7 100% 29% 14% 0%
the company Small (do 50) 12 100% 67% 17% 8%

according to

1 - 100% 70% 30% 0%

the number | Medium (51 - 250) 10 7 % 7 7
of employees | Large (250 and more) 4 100% 100% 50% 25%
Total 33 100% 64% 24% 6%

All 33 companies from Group 1 who filled in the questionnaire completely provide basis
services regardless of the customer type or their size see Table 2. Together with the growing
complexity of the provided services, the number of companies providing them gradually
significantly decreases. Intermediaries and medium-sized companies don’t even provide any
smart services. The other companies do, but sporadically only. From two to three times more
companies (ca. 70% small and medium companies, and at B2B) then declared provision of an
advanced service than it was with provision of a comprehensive solution for customers
(between 20% and 30% companies).

Table 3. The proportions of companies from Group 2 divided according types of provided services as
structured by prevailing customers and company size.

Number of
Type of provided services companies | Basic | Advanced | Complex | Smart
Prevailing B2B 30 87% 70% 33% 33%
customers B2C 1 100% | 83% 50% 42%
Intermediaries 13 100% 92% 31% 54%
Total 55 93% 78% 36% 40%
The size of Not Answered 11 91% 82% 36% 36%
the company Small (do 50) ”» 95% 82% 36% 32%
according to
the number of | Medium (51 - 250) 12 83% 50% 17% 42%
employees | Large (250 and more) 10 100% 100% 60% 60%
Total 55 93% 78% 36% 40%
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Almost 100% of the companies from Group 2, see Table 3, also provide basic services.
Similarly, growing (with exception of smart services) complexity of services results in a
decreasing number of their providers, as it is among Group 1 companies. However, the
decrease is not as dramatic, and, except for medium-sized companies, more than 70% of the
companies provide advanced services, and more than one third of them provide
comprehensive services. As for large companies and B2C offerings, it is even more than 50%
companies. The biggest difference in the expectations between the selected groups is in smart
services. While in the first group, there were in total 6% of providers of these services, in the
second group there were 40% of them.

3.4. Expectations Concerning Increased Interests of Services Provided by Manufacturing Companies
in the Czech Republic (Survey Outcomes)

The questionnaire also asked whether the manufacturing companies expect an increased
interest of their customers, their management, and their competitors in individual types of
services. The questions relating to their expectations concerning customers were answered
by 77 companies, concerning management by 74 companies, and concerning competitors by
70 companies. Result are shown in Tables 4 and 5.

Table 4. The proportions of companies divided according to their expectations concerning increased
interests on the part of their selected stakeholders in types of services

Type of service Basic Advanced Complex Smart
Expectations | No. of Don’t Don’t Don’t Don’t
of: Co. Yes | know No | Yes | know | No | Yes | know | No | Yes | know | No

Customers 77 32% 26% 2% | 29% | 29% |43% [31% | 29% [40% |31%| 32% | 36%
Management 74 42% 19% 39% | 30% | 26% |45% [35% | 20% |45% |39% | 27% | 34%
Competitors 70 39% 27% 34% | 34% 30% |[36%|34% | 33% |33%|31%| 36% 33%

Table 5. The proportions of companies divided according to their expectations concerning increased
interests on the part of their selected stakeholders in types of services as structured by industry.

Type of service Basic Advanced Complex Smart
CZ- | Expectations | No. of Don’t Don’t Don’t Don’t
NACE of: Co. | Yes | know | No | Yes | know | No | Yes | know | No | Yes | know | No

Customers 28 46% | 29% [25% [39% | 32% |29% |43% | 29% |29% |29% | 46% | 25%
20 & | Management 26 62% | 15% |23% |42% | 27% |31% |42% | 19% |38% |38% | 35% | 27%
24 Competitors 26 58% | 27% |15% |42% | 31% |27% |42% | 31% [27% |31% | 38% | 31%
Customers 49 | 24% | 24% |51% [22% | 27% |51% |33% | 29% [39% |33% | 24% | 43%
26 & | Management 48 31% | 21% |48% |23% | 25% |52% |31% | 21% |48% |40% | 23% | 38%
27 Competitors 44 | 27% | 27% |45% |30% | 30% |41% |30% | 34% |36% |32% | 34% | 34%

Table 4 outcomes show that about one third of companies expect an increased interest in
each type of service from their customers, and a little more from their management. 19-33%
of the companies do not know what they can expect from in the area of development of
services from their customers, their management, or their competitors. As many as 45% of

the companies do not expect any growing interest in certain services. If we look at these
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outcomes more closely, see Table 5, we can see that the expectations of companies from
different branches of business differ.

As for industries in Group 1, see Table 5, higher or the same percentage of companies
always expect a growing interest in a type of services (29-62%), compared to the companies
expecting no increase in the given service (15-38%). As for Group 2, with one exception
(management’s interest in smart services), it is in the opposite way. The percentage of
companies expecting no increase in the interest in a type of service is always higher (34-52%),
than that of companies expecting a growing interest in the given service (22-33%). The biggest
difference in the expectations among the chosen groups is in basic services, where more than
46% of Group 1 companies expect a growing interest in these services on the part of their
management, their competitors, and their customers. On the other hand, less than 31% of
Group 2 companies expect a growing interest in basic services. The smallest differences are

in the expectations of a growing interest in smart services.

4. Discussion and Conclusions

The reasons leading industrial companies to the servitization strategy have recently been
supplemented with society-wide global trends: solving environmental issues, worsening
environment, and striving for sustainable development. The reasons for which companies
approach different forms of product-service integration (servitization) are affected by the
company’s external environment and the internal conditions that are also related to the
industry the company belongs to. To be successful on the current markets, companies invest
into services to increase the added value for the customer, diversification, and new income;
to ensure the lock-in effect; to use the opportunity to grow and environmental burden
reduction. The above targets can be achieved through services by implementation of a
strategic approach to servitization. That means mainly by implementation of comprehensive
solutions (complex services) and smart services. However, implementation of servitization
does not necessarily always have to be of benefit. It is necessary to keep an eye on services
undervalued by the customers.

The questioning outcomes imply that practically all of 88 companies filling in the
questionnaire provide basic services, regardless of the branch of their business. For
companies from CZ-NACE 20 and 24 (see Table 2) is fact that the number of companies
providing services is gradually significantly decreasing together with growing complexity of
these services. Advanced services are provided by 64% of the companies, complex services
by 24% of the companies, and smart services by a negligible number only (6%).

As for Group 2 companies (see Table 3) there we can also see the trend of a decreasing
number of providers together growing complexity of provided services (except smart
services), but the decline is not so sharp. Advanced services are provided by 78% of the
companies, complex services by 36% of the companies. For large companies and offers on
B2C, it is even over 50% of companies. However, the biggest difference between the groups
is in provision of smart services, which are provided by significantly more companies from

Group 2, i.e. 40%. This difference is, in view of the close relations among the branches of
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business of production of computers, electronic and optical apparatuses and devices, and
production of electrical facilities and the contents of smart services (see Table 1) is explicable.

If we come out of the fact that they are just advanced services, and particularly entire
comprehensive solutions and smart services being applied in the strategic approach to
servitization (see the research outcomes) can most contribute to sustainable development,
then it is possible, in view of still unused potential of these services, particularly in Group 1
companies, to make a conclusion about acceptance of the formulated hypothesis, i.e. that a
strategic approach of manufacturing companies to servitization has a significant potential to
affect achievement of sustainable development in a positive way.

As for the other research outcomes, see Table 4, it is possible to see a positive fact that, in
each type of service, almost one third of the companies expect an increased interest on the
part of their customers, and also the fact that a similar number of companies expect an
increased interest in these services on the part of their management. What is a little
surprising, in view of the growing trend of transition to servitization, is the finding that as
many as 45% of the companies do not expect a growing interest in certain services, and 19-
33% of the companies do not even know what they can expect in the area of service
development from their customers, their management, or their competitors. These companies
probably still have not duly appreciated the importance of servitization.

A more detailed analysis (see Table 5) affirmed our assumption that expectations of
companies differ in different branches of business. As for Group 1 companies, a higher or the
same percentage of companies always expect an increased interest in a type of service,
compared to the number of companies expecting no increase in the interest in the given
service. As for Group 2, except for management expectations concerning a smart service, it is
in the opposite way. It can also be given by the fact that more Group 2 companies are already
using higher forms of servitization (see Table 2). The biggest difference in the expectations
between the selected groups is in basic services. A growing interest in these services is
expected by more companies in Group 1. The reason can be found in the fact that companies
belonging to NACE 20 and 24 still perceive implementation of services rather on the level of
the marketing approach to servitization aiming to increase the sales of their products, but
also higher demands concerning implementation of the strategic approach to servitization.
However, it is possible to expect, taking account of the society-wide global trend to
sustainable development, that these companies will gradually seek, under the pressure of the
competition and customers, ways where and how to implement the strategic approach to
servitization.
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