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Vertical -  replication, 
geographical replication 

Horizontal ï expansion, 
growth of projects 

Simmons (2007)  

Leadership Requirements for 

Scaling Services Up

Dr Veronica Martinez

vm338@cam.ac.uk

Background

Industrial manufacturers face a large problem in 

scaling up their service innovations and solutions.

Å50 ï90% of innovations fail in the marketplace 

before achieving their full scalability potential. 

This is largely true in service industry (Downey, 

2007; Edvardsson and Olsson, 1996).

ÅThere is need for more research on ñScaling up 

Servicesò (Benedettini, et al., 2014).

Objective

The research objective is to perform an 

exploration of the leadership requirements and 

characteristics for scaling services up.

ñFirst mover advantage doesnôt go to the first 

company that launches, it goes to the first 

company that scales.ò 

Reid Hoffman, co-founder of Linkedin

Conference paper

Webinar

Podcast

Blog

What is Scale Up? 

Scale up is defined as the  increase, expansion or 

growth...

"...efforts to increase the impact of innovations 

successfully tested in pilot or experimental 

projects so as to benefit more people and to foster 

policy and programme development on a lasting 

basis.òSimmons (2007).
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Types of Scale Up

Scaling up services: Indicators of success 

Compe ve	
Indicators	

Á Is	the	service	
a	considered	
strategic	by	
the	client	?	

Á Did	the	
service	
displace	a	
compe tors	
posi on?		

Strategic	
Indicators	

Á Captured	
value	from	
customer	
throughout	
life me	of	
contact	

Á Cross	sales	
led	to	sales	
in	other	
brands			

Opera onal	
Indicators	

Á U liza on	

Á Availability	
achieved		

Á Customer	
feedback	

Á Customer	
value	

Financial	
Indicators	

Á Revenue	*	

Á Growth	

Á Opera ng	
margin	

Á Profit	

Á Sales	

Á Investments	

Context	
Indicators	

Á #	Years	

Á #	Customers	

Á #	Services	
contracts	

Á Por olio	of	
services	by	
industry	

Á Pipeline		-	
sales	

Leading	Indicators		Lagging	Indicators		

How Do We Measure Success 

in Scaling Services Up?

We need a mix of leading and lagging indicators.

How Do We Scale Services?

Iterations, decision points and brining business 

talents to complement technology talents are 

key.

Pilot 
Test 

Evaluation Simplification 
Plan 

Scaling 
Strategy 

Incremental 
Scaling 

Active 
Scaling 

Based	on	Linn,	2008;	Simmons,	2007)	

Defining what 
success looks 

like Pace of scale up 

Knowing the 
cost is key 

Time	
Off	or	Pass		Decision	Point	

Opportuni es	to	proceed	or	not	

Leadership Requirements & Characteristics for Scaling Up Services 
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A Process to Designing B2B 

Partnerships

Why Partnering

Customers demand better services and solutions 

from their suppliers. These often include very 

different capabilities and time to market is critical. As 

well low upfront investment to test innovations is 

seen as favourable. Many suppliers are delivering 

complex services with their partners. Sometimes 

these partnerships are even including competitors. 

The partnerships are described as complex as they 

combine multiple company cultures, differing 

processes and expectations.

Problem

B2B partnerships provide problems. With this 

research we are aiming to give a handrail process 

for consideration of strategists. We have had 

multiple meetings with experienced CSA partner 

companies to define case partnerships and how 

their design process worked and where problems 

and barriers had arisen. Our researchers have 

analysed the material gathered and organised a two 

day meeting between specialists from the 

partnership companies. After the workshop an 

additional analysis has led to the partnership 

process presented. 

Conference paper

Webinar

Podcast

Blog
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We found a four stage process: 

1. A company internal discussion defining what the need for a partnership is and defining a strategy need 

and capability need. 

2. The proposal will have to be announced to a potential partner company. The company has to be 

brought up to speed on what needs to be done and cultural inclusion has to take place on their 

processes as well as needs and worries. The outcome should be a future state vision for which the 

partnership should be standing. 

3. Both partners should then agree to enter into a partnership design stage, where the overall value 

exchange, the commercial model and management and government structures are defined. 

4. When the partnership is fully defined, the management and delivery phase starts where the partnership 

is executed and starts delivering to the customer. 

Overall the process should be reviewed and renewed at all times. Contracts should allow this flexibility and 

should certainly plan for a partnership exit. One aspect that came out of the research conducted is that 

change needs to be implemented, monitored and hence managed stringently.

Dr Florian Urmetzer

ftu20@cam.ac.uk

The Partner The Partnership

ωCustomer strategy

ωPartner strategy

ωDue diligence

ωControl for  
reputation risk

ωPartnering decision 
(go/no-go)

ωWhy partner

ωMemorandum of 
common 
understanding

ωBusiness imperative

ωFuture state

Go / 
No-go

ωValue exchange 
process

ωCommercial model

ωCulture

ωIncentives

ωGovernance

ωManagement 
Structure

ωContract

Go / 
No-go

ωCommunication

ωPerformance

ωStructure

ωContractual 
agreement

ωDynamic change

ωOutcome 
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Customer Experience Analytics: 

Dynamic-customer centric model 

Dr Mohamed Zaki

mehyz2@cam.ac.uk

Background

Customer Experience Management (CEM) is being 

acknowledged as the next competitive battleground for 

service firms to grow market share. The project proposes 

systematic multi-methods using text mining to capture 

and analyzecustomersô data, based on the 360-degree 

view of customers. We used social media data to identify 

critical pain points from real-time data and unmask 

underlying sources of friction at the various touchpoints. 

Also, the study used CRM data to understand how sales 

professionals can engage with customers and customize 

solutions offered to customers. 

Data Sources 

Call notes of sales reps on every customer 

stored in CRM - 18 months of data.

Crawl Social media data of different products 

and services.
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Importance of Text Analytics- Discussion ID 

Customer and Sales Rep Sentiment 

Sentiment per unit of information Sentiment per whole Message
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Sales rep sentiment

39%4%

14% 19%

7% 10%
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?The customer and sales 
rep sentiment plotted in 

a matrix 

The customer and sales 
rep do not always have 

the same evaluation

Sales rep generally 
more positive than 

customer

Customer-Buyer Relationship Recurring Customer Pain Points
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Resources

13% clients switched away or were considering a switch

19% clients largeled for using a compelilor


