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Decoding manufacturing challenges

To help manufacturers in their quest to deliver frictionless experiences across
the entire customer journey and increase product uptime and performance,
we uncover the challenges manufacturers must overcome. We also learn how
they are navigating technology investments to meet their priority outcomes,
while positioning themselves to innovate new service-based revenue streams.

As customer expectations are evolving, manufacturers are under pressure to improve customer experiences and
increase profitability. They must also invest in new, innovative recurring revenue models that drive growth and
create value with convenient, personalized services.

Roughly half currently provide these services to their customers,

and those who do not are likely to add them soon

% of total
In 2023, ServiceNow led a global survey of 1200 manufacturing leaders to uncover how they implement winning

strategies to elevate customer experience. The survey reveals that manufacturers highly prioritize and invest in

improving processes for both sales and after-sales services to provide great customer experiences. _
B Currently provide

Why? The redlity is that delivering a great customer experience in manufacturing isn't just about supporting Planned in next
and servicing customers after the sale is complete. Equally important is producing a positive experience across 12-18 months
the sales and order fulfillment process. Getting this part wrong can decrease customer satisfaction and loyalty. M No plans

- Don't know
Our survey shows that manufacturers are willing

to invest almost equally in improving core
processes of traditional services and new business
models or services. In fact, 40% say increasing

the profitability of existing services is a priority
outcome, as compared to unlocking new revenue
from servitization business models at 29%. Making
sure current offers are profitable before investing in

of manufacturers
place a high level of
830/ focus and investment
o on improving both
customer sales and
service experiences

new services is key.
Connected Connected products  Outcome-based

products as a service model pricing
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Navigating complexity:
Barriers to seamless experiences

The manufacturing sales and service motion remains full of friction, yielding an uneven customer experience (CX). Organizational silos, a shortage of useful data and analytics, and
disconnected systems and technologies are among the top factors manufacturers say impact their ability to improve customer service and lead to slow growth and increased costs.

Whether improving sales or after-sales service, the biggest barrier by far to improving CX is partner or reseller complexity.

Manufacturers report the following challenges that prevent great customer experiences

39%
%
34% 32%
only
o
38%
of manufacturing leaders

believe the existing

Partner or reseller Organizational Budget Skills Lack of data Siloed No centralized No role processes have a positive
complexity silos (teams not constraints shortage and analytics to systems and or standardized or team impact on the customer
(onboarding, set up to work inform business technologies system responsible
collaborating, data  closely together) decisions that do not
sharing, service work together
assurance)
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How manufacturers confront
and conquer CX challenges

The ServiceNow survey reveals that manufacturers see opportunities to improve channel

partnerships, eliminate siloes, automate work, and tap into data more effectively.

Areas of customer sales and service experience targeted
for investment or improvement

(% of total)

48%

Improve Enable Automate New Leverage Simplify
channel self-service work business real-time complex order-

partnerships: so customer assignment models insights to to-cash (02C)

new partner tasks and and routing (aftermarket improve processes with

service models, requests ACross sales and service levels automation

partner can be teams and service

and reseller accomplished partners models)

collaboration faster

Inside customer experience for manufacturing

customer loyalty by improving customer sales and service functions.

Desired outcomes by improving customer sales and service

(% of total)

34%
Increase Increase Increase Attract Improve Increase
customer customer profitability new dealer and lifetime
satisfaction loyalty of existing customers reseller revenue
services experiences
and
products

The top outcomes manufacturers prioritize are to increase customer satisfaction and

29% 29

Unlock new Enable Lower
revenue self-service cost
from of customer to
servitization issues serve
business
models



servicenow.

Leader insight

¢

Quality companies know

Driving results from targeted investment areas requires an ecosystem mindset: investing time and resources to understand what the customer they don't jUSt deliver
requires. Today, streamlining the customer experience from purchase to service is more important than ever, so every touchpoint is as o

- Yo J P P P ytodenp products, they deliver
frictionless as possible.

| | experiences. Digital
The goal of manufacturers is to make everything easier—for both customers and employees. All external and internal value chain partners f . bl
should work together seamlessly. This can be achieved by investing in customer self-service and by automating work across back-office transtormation enables

teams and partners. beCIUtifUI, effortless
experiences that depend
on automation, Al, and
self-service tools."

With an automated platform that unites your entire customer ecosystem, manufacturers can successfully secure multiple
benefits, including:

- Automating complex order management and order exceptions processes
« Adopting on-demand insights to improve service levels

+ Enabling self-service for customers CEO, Industrial Manufacturer, Germany
 Providing predictive and proactive field service

« Creating an intelligent workspace for customer-facing teams

Inside customer experience for manufacturing




servicenow.

To grow company revenue, manufacturers must optimize and expand distribution models. However, delivering effortless experiences is
useless if they are not repeatable.

Automation and Al unlock
the benefits of seamless

The biggest barrier by far to improving CX is partner or reseller complexity, including onboarding, collaborating, data sharing, and service
consistency. Manufacturers also say this is their top targeted area for improvement. In addition, ensuring that customers, no matter where . .
they are, receive the same frictionless sales and service experience through partners is undeniably a main priority for manufacturers. collqboratlon Wlth deqlers'

"Your partner and resellers are an extension of your brand,” says Allen Hackman, global head of manufacturing industry solutions at rese"ers' cmd service
ServiceNow. “"Setting them up for success is critical. You have to give them a great service so they can, in turn, provide an exceptional prOVIders
service to your end customers.”

Increase agility and speed to market:
Automate reseller onboarding with
standardized and easy-to-deploy
service models that ensure order support
processes.

Streamline support services: Optimize
reseller and dealer experiences and
allow them to adopt new ways of
working with customers for related
support functions.

Generate new and better insights:
Measure and improve the value
manufacturers deliver to resellers and
customers with end-to-end visibility.
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Your path to efficiency and
extraordinary customer experiences

Digitalizing customer interactions is just one part of the puzzle for manufacturers aiming to reach their full potential. By streamlining interactions
across internal and external partners in the value chain, manufacturers unlock optimum efficiency, maximizing profitability in both existing
services and introducing new service revenue streams. Manufacturers who leverage a unified platform experience heightened customer
satisfaction and loyalty by streamlining and simplifying the customer journey.

Revolutionize your manufacturing journey

With ServiceNow, manufacturers can automate end-to-end order management, support, and service operations, enabling new
business models while reducing the cost to serve.

$ Sell = - & SUpport === == === ﬁ Service =====e=-a @’) ’ Collaborate

Simplify order processing Efficiently and Deliver field services Deliver an exceptional
to reduce order delays effectively resolve when and where customer and dealer
and loss of revenue product issues needed, seamlessly experience

It's time to prioritize profitability, elevate efficiency, and streamline

customer journeys with Al-powered automation and unified solutions.
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About this
survey

ServiceNow engaged Dynata to conduct a
global survey of manufacturing executives. It
evaluated how manufacturers are using digital
transformation to drive outcomes and manage
macro uncertainty across the value chain.

Responses from 1901 respondents were collected
via online surveys conducted between March 13
and April 13, 2013.
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Global respondents

U.S. 415
UK 322
Australia/New Zealand 269
Japan 248
Germany 203
India 201
France 130

Korea 13

o®

Management-level 9
breakdown

CEO M C-level executives M VP or Director

C-level executives: COQO, CFO, CIO, CTO, CISO, CHRO, CRO

Global revenue L4L%
breakdown

16% of respondents reported
>$1B in annual revenue

usD
$1B-$5B
B $5B+
B $350M-$1B

Regional revenue

breakdown
4L6% 45%
4L2% 41%
28% 28% 26% 27%
I 17%
usD I
$350M-%$1B $1B-$5B $5B+

US. M Europe M Asia-Pacific/Japan
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we recommend the following content:

The future-ready manufacturer Customer insights—manufacturing industry testimonials
Gain access to insights from over 1200 manufacturing leaders and discover Discover the manufacturing strategies our customers are
how manufacturers can harness technology investments to navigate present implementing to achieve business outcomes, and drive action

and future macro challenges. across the entire value chain.

Read Ebook Read Ebook

About ServiceNow

ServiceNow (NYSE: NOW) makes the world work better for everyone. Our cloud-based platform and solutions help digitize and unify organizations so that they can find smarter, faster, better ways to make work flow. So
employees and customers can be more connected, more innovative, and more agile. And we can all create the future we imagine. The world works with ServiceNow™. For more information, visit www.servicenow.com.
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https://www.servicenow.com/content/dam/servicenow-assets/public/en-us/doc-type/resource-center/ebook/eb-the-future-ready-manufacturer-report.pdf
https://www.servicenow.com/content/dam/servicenow-assets/public/en-us/doc-type/resource-center/ebook/eb-customer-insights-manufacturing-industry-testimonials.pdf

