
Hardware is only 
half the story
A case for services mindset

McK – “There’s a gold mine in aftermarket services. But companies first 
need to know where to dig—and how hard.”
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Purpose of 
this 

document

To provide external perspectives on the 
importance of infrastructure services 
and how to drive sales acceleration.
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Question for the C-suite

How far is your IT 
Infrastructure taking you?

GrowthComplexity
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Statista: average cost per hour of enterprise 
server downtime worldwide in 2019

Downtime – An expensive deterrent to customer success

Source: IT Outage Impact Study 2019 by 
LogicMonitor



Co
py

rig
ht

 ©
 2

02
0 

by
 C

SG
 A

dv
iso

ry
. A

ll 
Ri

gh
ts

 R
es

er
ve

d.
 

5

McK on Services | OEM’s Secret Weapon
Companies that invest wisely in services are 

rewarded with high revenue growth
A services business generates value 

in numerous ways
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McK on Services Selling | A Street Fight
McK – “Selling in aftermarket is like a street fight: customers often buy services in a piecemeal, transactional way, and 
OEMs have to win over and over again, even with customers they thought were locked in.”
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Services Sales Acceleration Framework

Direct 
& 

Indirect

Customer 
Segments

Route-to-market Go-to-market

Competency Building

Digital & Insights

Programs & Incentives

Marketing & Communications

Operational Excellence

Portfolio Maximization

• Gather “Outside-in” and “Inside-out” perspectives
• Align to your sales strategy
• Ensure Speed and Agility in value creation
• Design to reduce seller burden
• Drive buyer enablement to enhance sales experience
• Steer cross-functional collaboration for faster time to market

Guiding 
Principles

1

2

3

4

5

6

Position & sell the entire portfolio. Leverage heatmap 
analytics for better targeting.

Focus on building “Services Mindset” through a systematic 
culture & skills building program.

Leverage digital tools for partner/customer engagement. 
Build an analytics engine to provide actionable insights.

Establish a marketing engine mapped to partner/ customer 
journeys for amplification & acceleration.

Develop a communication plan to periodically engage with 
key stakeholders.

Design sales play-based programs and target incentives on 
priority areas.

Drive operational rigor to execute on the plan and monitor 
progress.

1

2

3

4

5

6

Package this into a sales 
playbook for your direct & 

indirect salesforce
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“At high-growth industrial companies, services aren’t just 
an optional add-on, but an essential revenue driver 
deserving thoughtful investment…The growth of 
services is a key driver of both the top line and 
bottom line for any product-based organization.” 

McKinsey & Company (McK)



Thank you
For further guidance, meet us at:
www.csgadvisory.com
Connecting the dots | Building a narrative | Developing a point of view

http://www.csgadvisory.com/

	Hardware is only �half the story
	Purpose of this document
	Question for the C-suite
	Downtime – An expensive deterrent to customer success
	McK on Services | OEM’s Secret Weapon
	McK on Services Selling | A Street Fight
	Services Sales Acceleration Framework
	Slide Number 8
	Slide Number 9

