
Motivations
Economic motivations:
1. Reduction of the products profitability and (presumed) better

margins obtainable with the services
2. Greater stability of revenues and cash flows that services can 

provide
Marketing and strategic motivations:
1. Adding service to the product is considered a way to differentiate

company’s offer from that of competitors and gain a competitive 
advantage

2. Service is normally a process in which two parties interact and 
therefore has a relational value that the product normally has not



Servitizazion Benefits

• Financial: service, linked to the product, can be a 
source of additional financial flows

(e.g. the combined purchase of a car and the insurance policy 
offered by the manufacturer, or the combined purchase of an aircraft
engine and flight hours)
• Strategic; associating a service with a product allows

easier product differentiation
(e.g. accessing iTunes by purchasing the iPhone)

• Marketing; sale of the service can trigger sale of the 
product

(e.g. food and wine tasting events)



Servitizazion Strategies



Servitizazion Strategies, 
Meaning



Typologies of Products-Services



Servitization Process



Servitization Service System



Digital Servitization
• Potential explosion of "digital services

incorporated in a physical product”
• Digital technologies constitute the physical-

cybernetic infrastructure for continuous
evolution, based on the incessant flows of 
information and knowledge

• Thus requires an incessant increase in the 
companies skills to measure themselves
against a world characterized by digital ubiquity
and ubiquitous computing



New Skills

Data Scientist
and 
Cybersecurity
Expert

Service Architect and 
Digital 
Communication
Expert

Project Manager HR Manager 
and Social Media 
Manager



Examples



Examples



Contact points between KM & 
Servitization


