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Abstract. Starting from the 90s, an increasing number of companies have been 
starting to move from a product-centric perspective towards Product-Service-
System (PSS). In this context, suitable models, methods and tools to collect, 
engineer and embed in a single solution all the knowledge that meets or exceeds 
people’s emotional needs and expectations are required. Despite that, only few 
authors have proposed methodologies that can be easily adopted by industrial 
companies to design and engineer a product-service solution starting from the 
customer needs. Thus, this paper focuses on the customer needs analysis and 
aims at proposing a methodology to support companies in identifying customer 
needs, representing the starting point to the engineering and/or reengineering of 
PSS offering and the related delivery processes. An industrial case study in 
ABB S.p.A. has been carried out in order to test the methodology. 

Keywords: Product-Service System, Service engineering, customer needs, Per-
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1 Introduction 

Starting from the 90s [1], an increasing number of companies have been enlarging their 
offers starting to provide services in addition to their products moving from a product-
centric perspective towards Product-Service-System (PSS). This change was spurred 
by “a continuous strive to create new sources of value for the company, by either reac-
tively fulfilling explicit requirements or proactively providing new integrated product–
service solutions to the customer” [2].  

The design and development of product-service solutions, along with the manage-
ment of its whole lifecycle, require the implementation of suitable models, methods and 
tools for collecting, engineering and embedding in a single solution all the knowledge 
that meets or exceeds people’s emotional needs and expectations [2,3]. In this context, 
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Service Engineering (SE) has emerged as a discipline calling for the design and the 
development of an integrated product-service offering adding value to customers [5]. In 
spite of the great success of the SE as a discipline in the academic context, only few 
authors have proposed methodologies and tools, which can be easily adopted by indus-
trial companies during the design of a product-service solution [4, 6,7].  

In order to fill this gap, the SErvice Engineering Methodology (SEEM) has been de-
veloped [8] with the aim to support companies during the (re)engineering of product-
service offerings. As depicted in Fig.1, the SEEM is divided into two main areas: the 
customer area and the company area. The former deals with the analysis of customer 
needs and of the current product-service offering(s). The latter, starting from the cus-
tomer needs identified in the “customer area”, aims at defining, through the process 
prototyping and validation phases, the service features and the delivery process that 
allows for the best trade-off between customer needs satisfaction and company perfor-
mance. Once the new service is validated, the service offering is updated. 
 

 

Fig. 1. The SErvice Engineering Methodology (SEEM) [8] 

This paper focuses on the customer area of the SEEM and, in particular, on the 
“customer needs analysis” phase. In this area, the Persona Model (PM) is proposed as 
tool to collect and present information about customers [9]. This tool is based on Per-
sonas, fictional people describing the prototypical users of a product or service in 
terms of demographics and main values or needs. Thus, the objective of this paper is 
to propose a methodology to support companies in developing their customized cus-
tomer needs list and therefore to build their Personas. These Personas are the compa-
ny reference point when engineering and defining the service offering. In addition, an 
industrial case study in ABB S.p.A. has been carried out in order to test the metho-
dology and to create the ABB Service Personas.  

The reminder of the paper is structured as follows: section 2 presents a literature 
review on the persona model and on the main tools developed to gather customer 
values, section 3 introduces the proposed methodology, while section 4 presents the 
test and the implementation of the proposed methodology in ABB. Section 5 con-
cludes the paper with final remarks and future development. 
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2 Persona Model and Customer Needs 

Persona Model is a method useful for product and service development since it deals 
with the detailed design and representation of virtual users of the specific product or 
service [9, 10]. This tool is based on Persona, which provides fictitious, specific and 
concrete representations of target users, based on real inputs and formally structured. 
It is composed of a demographic part with data related to age, gender, educational 
background, occupation, career and so on, and a narrative part, containing the type of 
individual that the persona is, what he likes and dislikes, skills, attitudes and decision 
states. It also includes a third part related to persona’s specific needs or values and 
personal goals in the context of the service (or product) being designed. Some imagi-
nary data (usually a name and a picture) are added to the description in order to pro-
vide product and service designers with a vivid representation of target users and to 
make the persona more tangible and alive. A Persona represents a customer segment.  

PM is used in both Business to Consumer (B2C) and Business to Business (B2B) 
contexts. The main difference is that in B2C the Persona is composed of a list of val-
ue while in B2B of a list of needs. Values represent what individual desire and influ-
ence their actions. Values are “ideals” which individuals respect and believe in. On 
the other hand, needs represent a “deficiency state”, something required or wanted, 
for which the individual feels a necessity to be satisfied. This difference is justified by 
the fact that in industrial situations individuals do not have the goal to achieve their 
ideals (as in B2C context) since they are interested in the satisfaction of their needs.  

Regarding customer values, a first investigation of the literature shows that many 
researchers have tried to understand them and they have proposed methods to meas-
ure them accurately. The value term is used variously to refer to interests, pleasures, 
likes, preferences, duties, moral obligations, desires, wants, goals, needs, aversions 
and attractions. More precisely, values can be defined as cognitive representations of 
universal human requirements as biological needs, social interactional requirements 
and social institutional demands on the individual [11]. There are different ways to 
list and measure these values, the main ones are hereafter listed: Values, Attitudes and 
Lifestyles System (VALS) [12]; Rokeach’s Value Survey (RSV) [13]; Schwartz [14]; 
List Of Values (LOV) [15] and SERPVAL scale [16]  

All the above-mentioned lists refer to the value and they are all focused on B2C 
customers. From this analysis, it emerges that in B2B a defined default list of needs is 
still missing, even if there are several studies related to B2B needs. Thus, the aim of 
this paper is to propose a methodology to gather and analyze industrial customer 
needs and build industrial Personas, as presented in the next section. 

3 Methodology 

In order to overcome the main gap presented in literature, the objective of this paper 
is to propose a methodology to support companies in developing their customized 
customer needs list and therefore to build their Personas. This methodology will then 
be adopted in the SErvice Engineering Methodology (SEEM). The methodology (Fig. 
2) is structured as follows. 
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4 Case Study 

ABB is one of the largest power and automation technology companies in the world. 
The company employs today 150.000 people all over the world and in 2013 had an-
nual revenue of 42 billion of dollars.  

The company operates in 5 divisions (Power Products, Power Systems, Discrete 
Automation and Motion, Low Voltage Products and Process Automation). This case 
study refers to the Italian Discrete Automation and Motion division, and in particular 
to Robotics, with the objective of creating ABB Personas based on the needs of their 
industrial partners (called “customer” or “partner”). Their partners are system integra-
tors (who install ABB products after having customized them) and OEM (suppliers 
with a large scope of provision that use ABB components only in a small percentage 
of final outputs). They represent the ABB direct customers but not the final customers 
of their solutions. Specifically, market segmentation will be conducted: customers 
will be grouped in different clusters in order to produce different ABB Personas, pro-
viding a solid representation of target customers to be used during the definition of 
new services and update of the existing ones.  

The implementation in the ABB context of the three above mentioned methodolo-
gy steps in ABB is briefly described hereafter. 

4.1 Qualitative Interviews 

Following a series of meetings and workshops with ABB experts in service, market-
ing and robotics, a semi-structured questionnaire based on open questions has been 
built and then validated.  

Starting from general company characteristics, decision makers of customer com-
panies are called to give their opinions regarding service in general and their expe-
rience, service management inside their company and their main objectives. Further-
more, a question regarding how much the service could affect the eventual choice of a 
supplier is posed to respondents. Concluding, an evaluation of ABB service is asked.  

Combining all the needs emerged from respondents, the list of needs has been gener-
ated (see table 1). This list has been then used to build the quantitative questionnaire. 

4.2 Quantitative Questionnaire 

After the definition of the customers‘ needs list and consulting the ABB Service and 
Marketing experts, a quantitative questionnaire has been designed. The questionnaire 
is structured in three main parts: the first section refers to the evaluation of customer’s 
selection criteria when choosing a services supplier; the second section contains an 
evaluation of ABB performances and the last section is characterized by general ques-
tions about the company and its approach to service.  

The questionnaire has been validated by an internal pilot test with two experts of 
the commercial area. Then, the survey has been conducted online and, in case of rele-
vant partners, with face-to-face interviews. In total, 95 contacts (representative of 43 
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different direct customers) have been defined: among these, 40 respondents fully 
completed the survey, with a 43% response rate. 

4.3 Analysis 

Once all answers have been collected, the first step has been to perform the MaxDiff 
analysis [17]. Thanks to this analysis, the customers’ needs have been ranked on a 
scale from highest to lowest for each respondent. Table 1 reports for each analyzed 
need the average score of the sample.  

Table 1. MaxDiff average score of the sample 

Needs 
Rescaled 
Scores 

The supplier is fast in issue resolution 16,95 

The supplier has people with the right competences 13,25 

The supplier is able to answer customer request at any time and all over the world 11,99 

The supplier supports in reducing breakdown risks (or their impact) during warranty 

period 
11,25 

The supplier is able to deliver spare parts in 24h all over the world 9,33 

The supplier is fair and cooperation is ruled by clear and transparent commercial terms 7,05 

The supplier is transparent (gives visibility) in programming interventions and reporting 

activities 
6,08 

The supplier supports during engineering and commissioning period 5,79 

The supplier supports in offering services to end customers after warranty period 5,65 

The supplier has a low price 3,28 

The supplier trains my people for service purposes 2,99 

The supplier cooperates with us in service marketing and sales 2,87 

Maintenance of products is done by the manufacturer 2,31 

The supplier has a recognized reputation and strong brand 1,14 

 
As emerged from the table, the needs receiving the highest scores are those ones 

related to the concepts of responsiveness and efficacy, customer assistance and avail-
ability of high-skilled personnel able to solve issues.  

The least important need seems to be the reputation and the strong brand associated 
with the firm. This could be explained by the fact that when choosing a service pro-
vider the brand is not so relevant, while it is instead for the product (robot) itself. 

Especially noteworthy is the score received by the need “The supplier has a low 
price”: it has received a low score, even if is not in the bottom part of the ranking.  

Once defined the score for each need, the cluster analysis has been adopted in or-
der to segment customers and generate the Personas. In particular, a two-stage se-
quence of analysis has been applied:  

1. A hierarchical cluster analysis using Ward’s method and applying squared Eucli-
dean Distance has been chosen to determine the optimum number of clusters. 
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Ward’s method uses an analysis of variance approach to evaluate the distances be-
tween clusters. The Ward’s method has been selected in this case because the ana-
lyzed dataset do not include any outliers [18]; 

2. The hierarchical cluster analysis has been re-run with the selected number of clus-
ters. This second step has allowed the allocation of each case to a particular cluster. 

As result, the following three ABB Personas have been identified: 

• Persona 1, representative of cluster 1, is a young technician with some years of 
experience, working in a big company (specifically, a system integrator). He needs 
spare parts in short time and requires fast issue resolution.  

• Persona 2, representative of cluster 2, is the owner of a big company operating as a 
system integrator. He has a lot of experience in the field. He takes for granted 
common service needs and focuses on high-level needs: he is interested in a part-
nership with ABB, asking for a strong partnership and cooperation with supplier. 

• Persona 3, representative of cluster 3, is a mechanical engineer working in a small 
OEM company. He is a young man that requires constant support from ABB since 
he has not all the right competences.  

5 Conclusions 

This paper has provided a deep understanding of customers’ needs, as required in the 
first phase of the SErvice Engineering Methodology (SEEM), highlighting the impor-
tance of a customer-centred approach as the starting point in the service engineering 
process. To this purpose, the Persona Model is used to gather and represent the main 
product-service users, in terms of demographic features, personal characteristics and 
needs. Thanks to the literature review, different lists of values emerge related to the 
B2C contexts, while in the B2B industrial context a similar list of needs is missing. 
Thus, since in the B2B context each single case has to be considered as unique, a 
structured methodology to define a list of needs in the Persona Model have been pro-
posed. In addition, to test the validity and applicability an industrial case study in 
ABB has been provided. This has allowed to generate the list of industrial customer 
needs and therefore to segment them in different clusters and identify three customer 
Personas on which the service offering should be engineered. 

The main limitation of this work, however, is represented by the difficulty to gene-
ralize the list of the industrial customers’ needs, since they are strongly linked to the 
specific industrial reality. In order to have more robust results, it would be optimal to 
have a higher number of respondents. For this reason, future developments will be to 
improve the analysis considering much more respondents and add other variables 
useful for the description of the clusters. 
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ABB S.p.A Italy.  
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