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Introduction: Welcome to the New Normal,
Please Drive Carefully
T

he history books will show 2020 to be a truly historic year. Today, as we live
amid the maelstrom of ongoing issues we all face, in both our personal and
working lives, the story of the year is very much of hardship and unprecedented
challenges.

technologies and processes as we have seen with the move to remote service
delivery in 2020, there will be teething problems, disparities and of course
broader considerations as to what this shift may mean for the field service
sector as a whole.

Yet, let’s take a moment to step out of the present and look beyond the
constant barrage of issues we face. If we stop to see the wider picture, the
story of 2020 is as much a story of innovation and ingenuity as it is of pandemic
and lockdowns. The story of 2020 is the story that has flowed throughout the
history of mankind; it is a story of standing tall in the face of adversity and
finding new ways to continue.

In essence, the adoption of remote service delivery was an answer to a
significant problem we faced as a result of the pandemic and subsequent
lockdowns. However, as is often the case having found that initial answer, we
have now revealed further questions that need our attention:

That story is no more evident anywhere than within our sector. In field service,
we have long understood that it is our field service technicians and engineers
who are the unsung heroes of industry, quietly keeping the world turning,
keeping the lights on and making sure everything just works. We had known
this long before the term ‘essential workers’ became part of our everyday
lexicon, where field service workers, alongside frontline medical workers,
delivery teams and others were rightly acknowledged for their role in helping
us get through the hardships we faced.

•
•

For our part, as field service managers and leaders, we had to rethink the old
processes that had served us so well for so long, and we had to do it on the fly.
The digital transformation projects that had been neatly planned and scheduled
for seamless implementation across a period of years suddenly became
accelerated with timeframes reduced to months, in some cases weeks, out of
sheer necessity.
Overcoming new challenges that most of us had never even considered, like
protecting the rapidly, yet carefully arranged bio-security of our clients and
delivering service in a zero-touch environment, became urgent priorities almost
overnight. The most direct result of responding to these challenges being the
rapid, widespread adoption of remote service delivery tools.
These were tools that at the beginning of the year, were primarily only used
by organisations that would distinctly fall within a best-in-class category when
it comes to service delivery. Now, as we approach the end of 2020, these are
tools that have become commonplace.
However, the truth is that whenever there is such rapid mass adoption of new
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•

Should we move towards a remote-first approach to service delivery as a
default?
What exactly does remote service delivery mean?
Will the effectiveness of how we deliver remote services become a crucial
differentiator moving forward?

These questions and more are crucial to understand as we begin to move
forward into the new normal.
To find out more about how the field service sector is responding to these
questions, Field Service News Research in partnership with Salesforce has
undertaken a highly focused research study, talking to over 140 field service
management leaders across the world.
These companies are from a variety of different industry verticals including
Manufacturing, Utilities, Aviation, Pharma, Telco, Med-Tech and others.
The companies surveyed were of all sizes ranging from Enterprise to SMB and
with a range of field service team sizes from less than 25 engineers through to
teams with 800+ engineers.
The companies involved in this study came largely from EMEA, (predominantly
from the UK and mainland Europe), and the Americas (predominantly from the
US) regions, as well as some respondents from the APAC region.
The study was held late September to early November 2020.
Across the following pages, we will begin to take a look at the key findings of
this study and outline the important early trends of this essential emerging
conversation.
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The Prevalence of Remote Services in the
Field Service Sector
I

n a previous study by Field Service News Research conducted earlier this year,
we had already seen the evidence of the widespread adoption of remote
services. At this point, we had already seen that adoption of such tools had
reached over three quarters (76%) of market saturation.

We asked those companies who had indicated that they currently didn’t have
the capability to deliver remote services if they felt under pressure to introduce
such solutions since the pandemic. Tellingly, over half of this remaining group,
responded that they had.

That same study, conducted only a few months earlier to this one, also revealed
that over two-thirds (67%) of the companies that had such capabilities had
implemented these as a direct result of the pandemic.

Moving back to the full response set of companies, we see further compelling
evidence of the market pull towards remote service delivery. Having asked
our respondents if their customers have shown an increased need for remote
services since the pandemic. The results show very clearly how profound the
impact of the pandemic has been on how we approach service delivery, with
84% of field service companies stating that this is indeed the case.

Further to this, of those field service companies who had yet to implement
such solutions, three-quarters stated they were actively seeking to implement
them in the near future.
Fast-forward just a few months, and we have seen that the trend that was
emerging in that earlier study has remained true within the findings of this
current study. In fact, we are now seeing an overwhelming majority of 87%
of field service organisations stating that they have the capabilities to deliver
service remotely (figure 1).
Furthermore, for the remaining companies yet to implement such solutions and
capabilities, there appears to be a growing market pull that will act as a driver
for them to do so.

Again, this is echoing the findings of our earlier study that the industry is
moving firmly towards mass adoption of remote service delivery. Having now
seen this trend sustain solidly across two separate studies, with mostly different
respondent groups, it is now explicitly clear that the field service sector has
overwhelmingly moved towards the adoption of remote service delivery.
The fact that remote service delivery has become a standard approach to
service delivery within the field service sector is now quite undeniable.
However, as we touched on in the introduction, what exactly does that mean
for the field service sector at large?

Fig. 1: Do you currently offer
remote services (i.e. the resolution of
problems away from the customer’s
site) as a part of your service delivery
offering?
•
•

No: 13%
Yes: 87%
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More Than a Solution for These Current
Times?
T

he first thing we should consider is that when there is such a seismic shift
across an entire sector, both from the perspective of the service provider
and the customer, the likelihood of returning to the status quo that came
before is exceptionally low. Indeed, while such an explosion of innovation, not
only in technology adoption but also more importantly, in our very thinking
around what service delivery means, would always have a lasting impact.
However, now as we enter into the second wave of lockdowns across the world,
the importance of having the capability to deliver service remotely has become
so fundamentally re-enforced, that the Genie is never going to be put back into
the bottle.
Again, the study findings completely endorse this assertion.

approaches to service delivery, of course, remains very much within its infancy.
Yet, even now at the early phases of this radical departure from the way things
were before, we can see an initial groundswell of companies moving towards
adopting a remote-first approach to service delivery as a default.
Having asked our respondent group if remote service delivery has become
their primary/default means of delivering first-level service delivery since the
pandemic, approaching half (48%) of field service companies confirmed that
they had (figure 2).
This begs the question, with such a dramatic break away from the status quo,
will we need to completely redefine the value proposition of service delivery as
our initial White Paper asked?

Building on the initial series of questions that were designed to understand
both the prevalence of remote service capabilities and also the market
pressures that are driving adoption, we turned our line of questioning towards
how this will shape the future of field service management.
To begin, we wanted to establish whether the shifts we are seeing appear now
were likely to become a fundamental aspect of the new normal. The response
was overwhelming, with 91% of field service companies represented within the
study stating that they believed this would be the case.
However, perhaps the more burning question is whether remote service
delivery is seen as an alternative solution that can allow field service
organisations to deliver service when on-site service visitss are either restricted
or not possible, or whether we will see remote service delivery become
the default approach that service companies adopt when it comes to issue
resolution.
There are many arguments for and against this premise, which Field Service
News explored in an initial white paper published in partnership with Salesforce
that ran as a prelude to this research study. This paper titled ‘Redefining
the Value Proposition of Service in a World of Remote First Service Delivery’
explored the different facets that balance this equation from both the service
providers’ and the customers’ ‘perspective.
We will explore this discussion further as we continue to analyse the findings
of this study, which will help shine additional light onto how the industry is
viewing the role of remote service delivery within the service delivery playbook
of the new normal. However, it should be noted that thinking around such new
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Fig. 2: Have remote services become the primary/
default means of delivering 1st level service delivery
since the pandemic?
•
•

No: 48%
Yes: 52%
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How do we Define Remote Service
Capabilities?
B

efore we begin to explore the critical question of what the impact the
adoption of remote service delivery could be on the fundamental aspects of
service revenue and service strategy design, we should take a moment to clarify
exactly what we mean by remote service capabilities.
As perhaps is to be expected with such a rapid and widespread adoption of
new processes and technologies, the definition of what exactly defines remote
service capabilities remains undefined. At its core it is, of course, a reasonably
easy definition, remote service capabilities are precisely what it says on the tin,
the ability to deliver service remotely.
Yet, with a significant portion of field service companies moving to a remoteas-a-default approach to service delivery, it would also follow that exactly how
remote service is delivered may become an area of differentiation amongst
competing service providers. With this in mind, it is important to understand
the differing types of tools field service companies deem necessary for remote
service delivery.
To ascertain this, we asked the field service companies within the study
which tools they were using to deliver remote services. The results here were
particularly enlightening, for while there is widespread adoption of remote

service capabilities, it would appear that in no small degree these capabilities
remain relatively rudimentary.
The most widely cited tool for delivering remote services amongst field service
organisations remains the telephone, which 83% of companies cited. (figure 3)
Of course, for many organisations, this may be because the phone remains a
fundamental layer of communication and is the go-to tool for all companies
when it comes to communicating with customers, not just in emergency
situations, but also as, if 2020 has taught us anything good communication
understanding and empathy are important and often overlooked components
of excellent customer service. Phone offers, an effective yet familiar tool at such
times. Ultimately, the phone remains an integral part of the communication
chain, regardless of additional technologies.
The obvious next step in terms of technological sophistication within this
context would be the use of video conferencing tools. However, when we look
at the respondent data, we now see a significant drop in companies using such
tools to deliver remote services. Just over two-thirds (67%) of companies stated
they are using video conferencing tools to deliver services remotely.

Fig. 3: Which tools are you using to deliver
remote services? (Tick all that are relevant)
•
•
•
•
•

Augmented Reality:
21%
Real-time analytics:
46%
Remote diagnostics/IoT: 65%
Video Conferencing:
67%
Phone: 			83%

www.fieldservicenews.com
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However, in the context of genuinely efficient remote service delivery, while a
significant move beyond the confines of the phone, even video conferencing
tools remain relatively rudimentary.

Those findings are very closely mirrored in this study also, with almost twothirds (65%) of respondents stating that IoT and remote diagnostics are tools
they are currently using to deliver remote services.

In practice, video conferencing can be cumbersome to use in the field,
particularly when compared to the more sophisticated tools currently available
that leverage and utilise the latest Augmented Reality (AR) technologies.

Yet, only 46% of companies say that they are using real-time analytics of the
data as part of their remote services delivery.

Yet, when we look at the level of organisations leveraging AR technologies, we
begin to see once again a best-in-class emerging with just over a fifth (21%) of
field service companies falling within this category.
We also see a similar pattern, when it comes to connected assets within the
field and the ability to pull data from those assets and run remote diagnostics.
As revealed in a previous Field Service News study, we have now reached
a point where three quarters (75%) of field service companies have the
capabilities to read data from their assets in the field.
Yet, that study also revealed there is a far smaller number of these companies
(46%) that can process that data and act upon it in real-time.

The findings of the study here appear to be painting a much more nuanced
picture than the broad narrative we have seen within the headlines of the
industry press. Undoubtedly, we have seen the widespread adoption of remote
service delivery in 2020.
However, the vast gulf in sophistication in how remote services are being
delivered is perhaps much more significant than we may have assumed –
ranging from the rudimentary to the highly sophisticated.
What this does of course mean is that this is an area in which forward-looking
service companies, keen to differentiate on the standards of their service
offering, have an opportunity to gain a competitive advantage now, while
remote service delivery mechanisms mature.

“This is an area in which forward-looking
service companies, keen to differentiate
on the standards of their service offering,
have an opportunity to gain a competitive
advantage now, while remote service delivery
mechanisms mature...”

www.fieldservicenews.com
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The Key Challenges Field Service
Companies Face When Delivering Service
Remotely
R

egardless of the levels of sophistication that a field service organisation
may have at its disposal when it comes to delivering service remotely,
by definition, remote service, means that there will always be aspects of the
service delivery outside of the control of the service provider.

currently making their way through an exceptionally steep learning curve.
Indeed, the magnitude of challenges field service companies face when it
comes to delivering service on a remote basis was further highlighted when we
asked our respondents to identify the biggest challenge they currently faced
with regards to delivering service remotely.

Again, given the rapid and widespread rise in demand for remote service
delivery, and also factoring in the range of sophistication in the tools and
technologies being used to deliver such remote services, the majority of field
service companies appear to be still developing an understanding of bestpractices in this area.

Interestingly, a ‘lack of technology’ was the primary issue for just 5% of
respondents (figure 4). The only issue that was identified by fewer respondents
than this was ‘engineers require further training’, cited by only 2% of
respondents.

Essentially, the vast majority of companies in the field service sector are

Another obstacle that remains slightly more prevalent for field service

Fig. 4: What is the biggest challenge to delivering service
remotely that you currently face?
•
•
•
•
•
•
•

Engineers require further training: 2%
Lack of technology: 5%
Siloed systems: 7%
Customer restrictions on receiving data from the asset/
firewalls: 9%
Remote support not integrated into case management
systems/processes: 14%
Connectivityissies with onsite assets: 18%
Lack of required skills on the customer side to carry out
work, even when guided: 30%
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organisations looking to deliver remote services is an issue that has often been
present in these early days of the connected field service era, namely accessing
the data from an asset on a customer’s site. This challenge has long been a
mainstay of conversations surrounding IoT enhanced field service since the
concepts emerged.
However, with only 9% of field service organisations in the study now
identifying this as the biggest challenge they face, it seems that the problem is
gradually being overcome.
Still, when we factor in a further 18% of field service companies who stated that
the biggest challenge that they face is connectivity issues with onsite assets,
collectively, connectivity to assets remains an area that requires focus for field
service companies seeking to deliver remote service effectively.
One issue that a sizeable amount of companies are facing, which can potentially
be easily overcome is where ‘remote support is not integrated into their case
management systems or processes’, which was cited as the single largest
issue by 14% of companies. Indeed, from a technology perspective, modern
field service management solutions such as Salesforce Field Service are
capable of integrating the various tools into one system to provide a holistic
and connected flow across all types of service calls, whether they be remote

or onsite. From a process perspective, understanding and outlining a clearly
defined approach to remote service and how that sits within the wider service
portfolio is a critical step in redesigning the service strategy to incorporate
remote service delivery within the work-flow.
When it comes to the most significant challenge identified by field service
organisations regarding service delivery, as is often the case with more complex
issues, it is one that may be harder to resolve, but equally, that could potentially
open up new opportunities.
That issue is ‘a lack of required skills on the customer side to carry out the
work, even when guided’, which was cited as the biggest challenge regarding
remote service delivery by almost a third of respondents (30%).
In the short-term, this is, of course going to be a challenge, particularly when
mission-critical service delivery needs to be delivered while still operating
under the restrictions of lockdowns.
However, could it be that in the ‘new normal’ this could pave the way for
training and consultancy which could be leveraged either to open up new
revenue streams or to further embed the service organisation within their
customers’ ecosystems - ultimately leading to greater customer loyalty?

“As is often the case with more complex
issues, it is one that may be harder to resolve,
but equally, that could potentially open up new
opportunities...”

www.fieldservicenews.com
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Benefits of Adopting a Remote First
Approach to Service Delivery
H

aving identified the widespread prevalence of remote service capabilities
that have emerged as a result of the pandemic, the essential tools being
leveraged to deliver remote services and the most significant challenges field
service companies face in delivering remote services, our focus so far in this
paper has perhaps quite understandably been within the present. The shift
towards widespread adoption of remote services has, as we have stated
already, been unprecedented in the rapidity in which it has occurred, a result of
course, of these most unprecedented of times.
With this in mind, it is perhaps only natural that the majority of the discussion
around remote service delivery remains grounded in the here and now. In many
respects, we remain within the eye of the storm, the pandemic itself, a mere
catalyst to the global mass disruption affecting our industry.
Yet, since the earliest days of the pandemic, it was clear that the impact would
be long-lasting. Whatever came after the pandemic, we would be operating
under a different set of parameters to those that we had before. We have spent
the last six-months discussing what the new normal would look like and it is
becoming increasingly clear that remote service delivery will be a fundamental
pillar in service delivery moving forward.

And while it was the pandemic that ushered in the mass adoption of remote
service delivery, it is important to note that the technologies and processes
for delivering service remotely are not only relatively mature but were already
being implemented by best-in-class field service organisations for a reason.
There are clear benefits for both the customer and the service provider in
having remote service delivery as part of a service portfolio.
In a previous Field Service News Research study, we revealed that despite all
of the hardships of 2020, over three-quarters (78%) of field service companies
are still building towards growth in the next 12 months. If, as an industry, we
are to meet such ambitious targets, we must understand where the benefits of
remote service delivery lie for both service providers and their customers.
Perhaps the most obvious and easily identified benefit that aligns both
service providers and their customers is the improvement that remote service
delivery can offer in mean-time-to-resolution. We asked our respondents to
list what they believed the key benefits for their organisation (figure 5) and
their customers (figure 6) are. In both cases, we saw quicker response times
identified as a key benefit by roughly nine out of ten respondents (89% for
service providers and 93% for their customers.)

Fig. 5: For your business what are/could be the key
benefits of adopting a remote-first approach to service
delivery? (tick any that apply)
•
•
•
•
•
•

Better engineer work/life balance: 57%
Better engineer utilisation rate: 61%
Ability to work in a zero-touch environment: 61%
Reduced overheads/better margins: 80%
Less geographical restrictions: 84%
Much faster response times: 89%

www.fieldservicenews.com
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As we might anticipate, the ability to deliver zero-touch service also scored
highly in both categories. Over half (61%) of respondents stated that the
ability to work in a zero-touch environment was a key benefit for field service
companies and a similar amount of respondents (56%) stated that they felt the
ability to find a resolution without breaking bio-security was a key benefit of
remote service delivery for their customers.
Of course, for the field service companies, another critical factor in the
equation is how the adoption of remote service delivery can change the
dynamic of the field service workforce. The study shows that in this regard
again, the introduction of remote service delivery is principally seen as a
positive development. Almost two-thirds of respondents stated that they
believe greater technician utilisation rates is a crucial benefit of remote service
delivery, while 57% of respondents also identified a better work-life balance for
their engineers as a key benefit.
While, of course, any good organisation values the wellbeing of their
employees, this latter finding is important for reasons beyond mere corporate
altruism.
Field service work was heavily prioritised by necessity during the initial phases
of lockdown, so field service companies could ensure that with their limited
capacity, they were still able to deal with the most pressing, urgent and critical
work. Indeed, in a previous Field Service News Research study we revealed that

63% of field service companies had to implement some form of prioritisation
for service calls as a direct result of the pandemic.
The upshot of such actions is a growing backlog of that less urgent work that
still needs to be undertaken and with each passing day those jobs, that were
at the time not a priority, are becoming more urgent themselves. Additionally,
with the capacity for many field service companies still below maximum, the
backlog is only continuing to increase.
In such a situation, the demand for field service engineers will of course also
further increase – and many field service companies were facing recruitment
challenges before the pandemic as it is. Therefore, it is now more vital than
ever that field service companies ensure their engineers and technicians are
happy within their role and unlikely to be tempted away by a competitor.
Remote service delivery can help in this regard by giving the field service
workers a far greater work-life balance.
We asked our respondents what they thought the key benefits of a remote
service approach would bring to their field workers. Over three-quarters (82%)
of respondents stated that less travel time and less time away from home
would be a key benefit of implementing remote service delivery for their
engineers, while over half (60%) of the respondents also stated they thought
their field workers would benefit having more flexibility in the hours they work.

Fig. 6: What do you think are the key benefits that your customers
see in remote service over on-site visits? (tick any that apply)
•
•
•
•

Lower service costs: 54%
Ability to find a resolution without breaking bio-security: 56%
Better uptime: 61%
Quicker response: 93%

www.fieldservicenews.com
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What are we Potentially Sacrificing in a
Remote First Approach?
W

hile there are undoubted benefits, as we’ve outlined in the previous
section of this report, to a remote-first approach to service delivery, we
must also consider the downside of such an approach if we are to reasonably
establish if this is the right way for our sector to evolve.
For many years we have focused on the significant benefits of the close
interactions a field service engineer or technician will have directly with the
customer when visiting their site. We have extolled the virtue of the engineer
as the brand ambassador and highlighted the importance of the engineer being
a subject matter expert as critical factors in the success of establishing a strong
brand reputation for delivering service excellence.
Indeed, previous studies by Field Service News Research have shown this
to be the case. In one recent study, we established that 55% of field service
companies see the primary function of the field service engineer being an
expert onsite, with a further 27% seeing the primary role of the engineer being
a brand ambassador. That same study also revealed that almost half (48%) of
field service companies believe that their customers will still perceive a greater
value in a face to face service call than remote service delivery. In comparison,
only 13% of companies felt their customers would see greater value in remote
services over face to face service delivery.
So, are we at risk of sacrificing this important, trusted advisor status if we move
wholeheartedly into a world of remote-first service delivery?

The findings of this study would seem to suggest that the pervasive thinking is
that this could well be the case. We asked our respondents if they felt there are
more potential benefits for their business if their engineer was able to access
the customer’s site in person and leverage their trusted advisor status. The
overwhelming majority of companies (90%) stated that they believed this to be
the case.
But let us take a closer examination of why these companies believe this
to be so and explore precisely what it is that field service companies may
be sacrificing if they were to move towards a remote-service-as-a-default
approach to service delivery. (figure 7).
As alluded to above, the greatest fear is the loss of the trusted advisor status.
This reason was cited by over three quarters (81%) of respondents. The
point also correlates closely with the visibility of the engineer onsite being a
reassuring factor for customers, which was also cited by over three quarters
(78%) of respondents. Indeed, this echoes conversations held in the industry
for some time around the shift from reactive to preventative or proactive
maintenance.
One of the issues within that transition that has often been raised is the loss
of ‘theatre’ when a field service engineer arrives onsite and resolves a critical
problem quickly, efficiently and in a professional manner. Of course, as this
shift from break-fix to preventative service has become more commonplace,
that issue has mostly become negated. The savvy field service organisation is

Fig. 7: What value are you missing out on when an
engineer cannot visit a site? (Tick any that apply)
•
•
•
•

Engineer is a direct/indirect revenue stream: 57%
Engineer is eyes and ears of the company: 77%
Visibility of the engineer on site is a reassuring
factor for customers: 78%
Engineer is crucial trusted advisor and important
ambassador for our brand: 81%

www.fieldservicenews.com
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sending their engineers armed with the tools and data available to demonstrate
the value they are bringing to their customers, on each site visit, in a more
measured approach. The ‘theatre’ of break-fix is perhaps lessened, but the
message of reassurance magnified.
The question we must now acknowledge is, will the customer still make time
for the engineer or technician to deliver that message in the less personal
mechanisms that remote service delivery utilise? The case can, of course, be
made in both directions. One suggestion outlined by Gary Brandeleer, Senior
Director of Product Marketing, Salesforce Field Service, on a recent episode
of the Field Service Podcast, is that the trusted ambassador status could
potentially be moved from just one single point of contact (the engineer or
technician) to the broader organisation.
As Brandeleer explained “We may lose out in some instances in having the
trusted advisor onsite, but at the same time it does create better customer
relations with the back office. Before, the only face of the company was often
the technician - now the customer has the faces of many people that are
working in the office and helping them to find answers to their problem here
on site.
“Where that’s really a benefit is that suddenly instead of having just one single
person as the face of your company, you might have an easier way to present
multiple persons in front of the customer.”
This is certainly a valid observation and could well be the way service
organisations evolve to expand their contact points with their customers,
deepening the customer relationship further while simultaneously making it
less reliant on specific individuals. It is also very much in line with the broader
industry thinking around the importance of establishing a more holistic
360-degree view of the customer.
Another area that is a concern when we consider how the value of the service

engineer or technician could be diminished by the adoption of a remotefirst approach to service delivery, is the important role the fieldworker plays
in identifying revenue opportunities from the field. Again, this is noted by
a significant portion of field service companies within the study, with over
three-quarters (77%) stating that their engineers are the eyes and ears of
the company and this is a value they would be missing out on if the engineer
cannot visit a site. Further to this, well over half of the respondents (57%) state
that their engineers and technicians are a direct or indirect stream of revenue.
As with most two-sided problems, the solution will invariably remain
somewhere in the middle. There is already much talk of hybrid models,
including on the pages of www.fieldservicenews.com which see an evolution
of the service contract, blending the best aspects of digital and the physical
service delivery.
One such hybrid model that seems to be gaining initial traction in theory
at least, is a model that sees remote-service as the mechanism for regular
maintenance and repair, taking advantage of the speed and reduced costs. At
the same time, the onsite visit becomes more centred around consultancy and
offering the customer the opportunity to have a subject matter expert to hand
not only to ensure everything is as it should be but also provide advice on how
best to optimise their assets.
Such an approach would also appear to be in line with field service companies
believing their customers see the value of the service engineer or technician
onsite (figure 8). We asked the respondents of the study to identify the single
most important added value that they felt the customers see from having
a service engineer on site. The most commonly cited responses were both
‘greater attention given to their problem’ (36%) and the opportunity to ‘discuss
best-practice with a subject matter expert’ (25%). The fact that these two
responses scored so highly and accounted for nearly two-thirds of all responses
would appear to be a strong indicator of the value that lies in the engineer, as a
subject matter expert, giving customers one to one attention in person.

Fig. 8: What is the biggest added value that you believe your
customers see with the engineer on-site?
•
•
•
•

Importance of the trusted advisor: 8%
Simple visibility of a physical presence: 19%
Opportunity to discuss best practice with a subject matter
expert: 25%
Greater attention given to their problem: 36%

www.fieldservicenews.com
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We Need to Give Far More Consideration
to How We Incorporate Remote Services
into Service Revenue Models.
T

o recap briefly, the study has revealed several important trends emerging
within the field service sector.

Firstly, it is clear that remote-service delivery has become a commonplace
mechanism for service delivery.
Secondly, while the concept of remote service delivery has become
commonplace, the tools that are being used to deliver service remotely are
far from standardised ranging from the rudimentary (i.e., phone-based) to the
sophisticated (i.e. leveraging augmented reality). Additionally, as we would
expect with such a sudden and dramatic shift in fundamental processes, the
majority of companies are currently using the more rudimentary tools, and
those utilising more sophisticated methods are presently an emerging best-inclass.
Thirdly, while there are numerous benefits to adopting a remote-first approach
to service delivery, there are also a number of potential losses for service
providers and their customers alike if we reduce the amount of time field
service engineers and technician spend on-site with customers. To find a
balance between these two positions, we are almost certainly likely to see the
emergence of hybrid models that blend remote service delivery and on-site
service calls.

The points above are all re-enforced by the study findings and lead us to an
important conclusion. We are at a crucial point in the evolution of our sector
where we are in the midst of redefining exactly what field service is and where
its value proposition lies. It is therefore critical at this point that we begin to
firmly outline and understand what is the value proposition of our service
offering as we reinvent processes that have been ingrained in our sector for
such a long time.
It has been said so much within the last few months that it has almost become
a cliché already, but the fact is that we are currently building the new normal.
For us to do so effectively, we must have a comprehensive understanding of not
only what our service value proposition is in that new normal, but equally how
we can deliver it.
Indeed, there is a belief within the sector that remote-service delivery can form
the backbone of such service value propositions within that new normal. An
overwhelming number of respondents to this study (81%) stated that they felt
that remote service is financially viable (figure 9). This is also corroborated by a
previous study by Field Service News Research which identified that that over
three-quarters (76%) of field service companies who had adopted remoteservice capabilities, were viewing their ability to do so as a means of generating
new service revenue entirely.

Fig. 9: Do you think it is financially viable
for a field service operation to deliver
remote first as a default?
•
•
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No: 19%
Yes: 81%
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The reasoning behind this thinking is, on the surface at least, understandable.
Reflecting on the question we put to respondents in this study regarding the
benefits of remote-service delivery to the service provider, over three quarters
(80%) of the field service companies stated that they see reduced overheads
as a key benefit of a remote-first approach to service delivery. At the same
time, an even greater number (84%) saw less geographical restrictions as a key
benefit also.

investment in their remote service solutions – an additional indicator that they
see the value in defining a standard of service excellence within their remote
capabilities. There is a second consideration that the data from the study
reveals, however, and it is one that we must address head-on, as, without
resolution, it could significantly damage any meaningful move to remote
services and put many field service organisations within financial difficulties if
not adequately addressed.

It is understandable then that the majority of field service companies would
view the ability to deliver more service calls for less cost that remote-service
delivery promises, as an opportunity to expand service revenue streams.

The simple fact is that despite there being a tremendous amount of positivity
surrounding remote service delivery, and a large number of field service
companies moving to remote-first as a default, it is clear that as an industry we
have yet to settle on a how such service should be priced.

However, there are some further considerations highlighted by this study that
must be taken into account.

We asked the respondents to the study whether they were charging more or
less for delivering remote service vs.
on-site service delivery. The results
here paint a picture where we have
so far failed to understand where
remote-service sits within the value
proposition of service. If it is to
become the foundational pillar for
service delivery, that it appears to be
destined to, this does need resolving.

“Close attention must be paid to how field
service companies now position the value of
remote-service delivery...”

While just under a third of companies
(31%) are currently charging the same
for remote services as they do for onsite service delivery, the same amount of companies are charging less.
Firstly, we must assess where the alignment with the customer sits. While the
ability to operate service at reduced costs and margins is appealing to the vast
majority of service providers, this doesn’t neccesarily apply to their customers.
When we look at where the respondents to the study saw key benefits for their
customers, we see only a little over half of field service companies felt that
reduced service costs would be a key benefit for their customers.
It has long been established that when it comes to service, customers will
regularly pay more for what they perceive as excellent service. As leading
Customer Service Strategist Shep Hyken outlined in an article on Forbes “68%
of customers would pay more to the company that provides great service. 33%
percent would pay 1-9% more. Twenty-seven percent would pay 10-20% more
and, 8% would be willing to pay over 20% more if the service was great.”
Again, reflecting on this study, this adds even further weight to the point
raised earlier about the opportunity for those companies who invest now in
Augmented Reality to be able to deliver a level of remote service that is a clear
differentiator between their service levels and their peers.
Indeed, it is interesting to note that when we cross-examine the data, we see
that 100% of those companies within the study who are utilising Augmented
Reality to deliver service remotely, also state that they anticipate further
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This is of course, potentially in line with the discussion above, in that with
reduced overheads and margins and greater geographical reach, the service
provider can charge a lower top line fee while still making greater profits.
However, an even greater number of companies (35%) stated that they are not
charging for remote services at all. One possible explanation for such actions
could be that as a direct result of field service companies transitioning to
remote service delivery within the midst of the pandemic, the costs of service
calls were absorbed into existing service agreements – in essence, an early
iteration of the type of hybrid models we’ve discussed above.
Yet, when taken into account alongside where the customers of field
service companies see value in the service provided, as well as the broader
conversations around redefining the value proposition of field service at large,
it is important to highlight the fact that we are still very much in the embryonic
days of a remote-first world of service delivery.
The data from the study would appear to re-enforce this position, and close
attention must be paid to how field service companies now position the value
of remote-service delivery. Failure to do so early, could potentially result in the
devaluation of such an approach to service delivery in the future.
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Conclusions: Three Key Questions Field
Service Companies Must Ask Themselves
T

he findings of this study have reaffirmed certain assumptions that we may
have held about the impact of COVID 19 on the field service sector, and
specifically the rapid rise of remote service delivery as a viable and widespread
model for service delivery both now and in the future.
However, as is often the case when looking for trends within a rich and wellfocused data set such as this study, as we begin to find answers to our initial
questions, we see further, better-defined questions of even greater importance
emerge.

adoption of remote services, a major factor in the considerable success of most
implementations of such an approach was that the tools available and the
platforms these tools sit upon, such as Salesforce Field Service, were mature,
well developed and ready to go. It is an essential reminder of the importance
of having a robust technological infrastructure that can empower field service
companies to be able to make such significant changes to their processes with
minimal pain.

The anticipated shift to a remote-first approach to field service does indeed
appear to have genuinely taken place with the overwhelming majority (88%) of
service companies now having at least some capabilities in this area.

As Gary Brandeleer, Senior Director of Product Marketing, Salesforce Field
Service explained during his appearance on The Field Service Podcast, “what
we saw with COVID-19, was that the companies who didn’t control their basics,
were unable to react and adapt fast enough. These technologies are really,
really impactful, but can only be impactful if you have the right data. They
can only be impactful if you are already connecting your install base, if you’re
already doing warranty tracking, if you already know all about your customer
when they pick up the phone to you.”

It is also evident that while the key driver behind this mass adoption has, of
course, been the pandemic, many companies were heading down this path
already. While 50% of field service companies within the study stated they had
invested in technology as a result of the pandemic, 83% of companies indicated
that investment in remote services was already on their roadmap (figure 10).
This is a crucial point to note, for while the pandemic has accelerated the mass

However, while this is of course is of great importance and aspirational advice
for field service companies seeking to deliver service excellence, the fact is this
study reveals the levels of sophistication in how service is delivered remotely
remains hugely varied. We are certainly seeing the emergence of best-inclass companies within this regard with less than a quarter of field service
companies using Augmented Reality to deliver remote services. This leads us to

This has certainly been the case here with several vital questions field service
companies must consider being revealed by the data.

Fig. 10: Was investment in tools that
facilitate remote-service delivery already
on your roadmap?
•
•

No: 17%
Yes: 83%
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the first line of questioning field service companies must ask themeselves:
•

•

If remote services are to become a standard mechanism for service
delivery, are we prepared to invest in our capabilities to deliver service
remotely?
Is our intention to deliver remote service in a manner that allows us to use
our service delivery standards as a differentiator against our competition?

The study has also revealed that while there are numerous benefits to adopting
a remote-first approach, there are also significant downsides to having our field
service engineers or technicians spending less time onsite with the customer.
What is interesting is that on both sides of this equation, an argument can be
made for a more advanced level of service agreement.
Indeed, the key benefits of remote-first as a default that were identified within
the study for both the service providers themselves, such as much faster
response times (89%) and less geographical restrictions (84%) and also for their
customers such as quicker response times (93%) and better uptime (61%), all
sit well within a servitized or outcome-based model of service agreement.

This is the second important line of questioning field service companies must
ask of themselves:
•
•

Will remote services become one layer within part of broader service
offering?
Is the use of remote service delivery to be part of an advanced service
offering and aligned to guarantees of uptime, or is it be viewed as a
direct replacement for our traditional onsite break-fix approach to service
delivery?

The final important insight that the study revealed is that there appears to
be much uncertainty about how remote services should be priced. That
uncertainty is evidenced by the very even split of companies currently charging
less for remote service than onsite, those charging the same and those who do
not charge at all. Only 4% of companies stated they charge more for remote
services.
It is clear at the moment that the notion of how field service companies should
charge for remote service delivery is at best ill-defined. Again, this is something
that Brandeleer touched on The Field Service Podcast stating;

Yet, equally, the reduction of the service engineer or technician onsite could
be seen to potentially lessen the more partnership-based relationships that
advanced service strategies are built upon by potentially diminishing the
trusted advisor role of the engineer which is a concern for 81% of respondents,
and simultaneously reducing the customers’ opportunity to discuss best
practice with a subject matter expert which a quarter (25%) of respondents
stated was the single biggest value their customers see of having an engineer
onsite.

“One problem that I’m hearing from some customers is that it’s challenging to
invoice remote assistance calls because the customer is saying ‘you didn’t send
a technician onsite so are you going to charge me the same price? I think that’s
where you need to go back to the customer and say, ‘okay, maybe we should
hold a service contract review.’ This is where field service companies can really
start creating new business models, where you create a real partnership-based
relationship with your customer. Its bringing a new base line for innovation in
business models.”

In a previous study by Field Service News (also conducted in 2020) we revealed
that a shift towards servitization/advanced services is beginning to firmly
materialise with two-thirds (66%) of companies stating that they either already
have or are currently actively implementing at least some form of advanced
service offering.

Again, as we are thinking of new operational approaches to service delivery,
as we are defining new hybrid means of delivering service, now is the time to
absolutely make sure we have a firm definition of the value proposition of our
service delivery.
This is the third line of questioning that field service companies must consider:

This is important to take under consideration because as we have already
pointed out, it is almost inevitable that we will begin to see hybrid models
evolve that blend the best of remote-service delivery and physical onsite
service delivery.
The broader approach of an organisation’s service strategy, whether it be
servitized, outcome-based or traditional break-fix, has to be taken into
consideration and must shape how such a hybrid model will evolve for each
field service organisation.

www.fieldservicenews.com

•
•

What is the real value proposition of our service offering that we deliver to
our customers?
Within that, what is the value of remote service compared to onsite
service delivery?

As hackneyed as the phrase has rapidly become, we are building the new
normal. Remote service will be a significant part of that future. These three
areas of discussion that are now key for those field service companies who wish
to embrace that future and flourish within it.
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Salesforce for Service, the world’s #1 service platform, is the only
solution powering Human-Centric Service. With Salesforce for Service,
companies can deliver personal service at scale with a complete view of
the customer, unified data from any source, and connected omnichannel
engagement - from voice to self-service to digital channels to in-person
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agents with intelligence with an AI-powered workspace, integrated
automation and bots, proactive, connected service, and ongoing training
with our Trailblazers for the Future program. With Salesforce for Service,
companies can always deliver trusted engagement with our field
service optimization and proactive connected service. We lead with
values and work to include every customer and employee, regardless of
geography or ability, with our technology and training.

Empower customers and employees
with real-time, visual support.
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Remote Assistant allows you to provide immediate assistance over video chat.
So, you can ensure a positive customer experience every time. Rely on the
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customers — all built on the #1 CRM.
Find out more about Salesforce’s new solution to empower field service
companies with effective remote-service tools in their new Visual Remote
Assistant (VRA) solution @ www.salesforce.com/products/service-cloud/features/
visual-remote-assistant

Salesforce is the #1 CRM, bringing companies and customers together in
the digital age. Founded in 1999, Salesforce enables companies of every
size and industry to take advantage of powerful technologies—cloud,
mobile, social, blockchain, voice, and artificial intelligence—to connect
to their customers in a whole new way. They are coming to us as their
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Salesforce Customer 360 is our vision for how we help customers with
their digital transformations. It’s an integrated CRM platform that unites
marketing, sales, commerce, service and more to give companies a
single source of truth about their customers. It gives these teams a
single, shared view of their customers so they can deliver the intelligent,
personalized experiences their customers have come to expect from
every brand and build lasting, trusted relationships.
Salesforce will power more than 2 trillion B2B and B2C transactions this
year for more than 150,000 companies and millions of Trailblazers--the
individuals and their organizations who are using Salesforce to drive
innovation, grow their careers, transform their businesses and give back
to the community.
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