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Abstract 

In order to avoid the "resource dilemma" of manufacturing enterprises during the 
servitization transformation period, it is necessary to match the servitization with other 
elements of the enterprise that have an impact on the enterprise performance, in order 
to obtain a better effect of servitization transformation. This research identifies the 
definition and dimensions of servitization through a review of the relevant literature, 
and then collates and analyses the existing research on the matching of organisational 
elements with servitization in the context of the dimensions of servitization. 
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1. Introduction 

In many cases of servitization in Chinese manufacturing companies, the implementation of 
servitization does not always have a positive impact on the performance of the company. The 
expansion of the service business may lead to conflicts within the organisation, while the lack 
of service management capabilities, lack of top management attention, and organisational 
design flaws may lead to the 'service paradox' [1, 2], where the return on service delivery is lower 
than the expected investment. In the face of these problems, scholars have attempted to match 
servitization with other organisational factors in order to analyse the effect of the interaction 
between servitization and organisational factors on firm performance. 

This paper collates and analyses the definition of servitization, the dimensions of servitization 
and the matching of servitization by combing the existing literature to clarify the current 
situation of matching servitization with organisational factors. Finally, it presents the existing 
research gaps and possible future research directions, hoping to provide assistance to 
manufacturing companies that are transforming or intend to transform to servitisation. 

2. The concept of servitisation in manufacturing enterprises 

2.1. Definition of servitisation in manufacturing enterprises 

The concept of "Servitization" was first introduced by Vandermerwe and Rada [3] to describe 
the trend of manufacturing companies to add services to their products, provide technical 
support, engage in knowledge innovation and involve customers in the production process. 
reiskin et al. argue that Oliva and Kallenberg describe it as "the shift from products to services", 
which refers to the shift from product-centric to service-centric businesses and represents a 
significant change in business models and missions [1]. Brax describes it as "service input", 
which refers to the increase in the importance of services to the firm as compared to products 
[5].  

Although scholars do not agree on the definition of servitization, it is described as a shift from 
a manufacturer to a service provider; in terms of the products offered, it is a shift from 
providing physical products to providing integrated solutions; in terms of the value In terms of 
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the product offered, it is a shift from providing a physical product to providing an integrated 
solution; and in terms of the value entity, it is a shift from independent production by the 
manufacturing enterprise to the co-creation of value by the enterprise, its customers and 
stakeholders. 

2.2. Dimensions of servitisation in manufacturing firms 

Existing research has classified servitization into different dimensions based on the 
generalization of various servitization characteristics of manufacturing firms to explore more 
deeply the factors influencing firm performance. The traditional classification is based on the 
relationship with sales, such as whether the service is provided before, during or after the sale. 
More recent research has focused on the type of relationship required to provide the service to 
the customer and the objectives of the service provided. The two types of servitization classified 
by Mathieu based on the objectives of service provision, i.e. product-centred and customer-
centred, can be applied to general servitization-related research [6]. Based on Mathieu's 
classification, scholars have compared the performance differences between these two types of 
servitization and suggested that customer-centred servitization can be more effective in 
improving business performance [7-9]. This view has also been validated by data from Chinese 
manufacturing firms . Therefore, we choose the dimension of servitization type to explore the 
impact of servitization on firm performance. With the emergence of the "servitization paradox", 
the idea that there is a non-linear relationship between servitization and firm performance is 
widely accepted [10, 11]. The characteristics of firms in different servitisation processes vary, and 
this variation is reflected in the performance of firms. Scholars have summarised the 
servitisation characteristics of firms in different processes as the degree of servitisation as a 
dimension of servitisation, and have come up with "U-shaped", "saddle-shaped", "inverted U-
shaped "The relationship between the degree of servitization and the level of servitization of a 
company is also studied. Therefore, it is necessary to explore the differential impact of the 
degree of servitization on the performance of enterprises. In summary, the two dimensions of 
servitization, type of servitization and degree of servitization, are chosen to provide a more 
three-dimensional and complete discussion of the impact of servitization on business 
performance. 

2.2.1. Type of servitisation 

Mathieu et al. classify servitization into two categories based on the direct recipient of the 
manufacturing firm's services, the strength of the service relationship, service customization, 
and key elements of the service marketing mix that support product servitization and 
servitization that supports customer action [12]. Sousa and Silveira classify servitization into 
product-oriented servitization based on the nature of the processes associated with customer 
value co-creation and On this basis [8], Oliva and Kallenberg classify manufacturing company 
services into four categories: basic installation services, professional services, maintenance 
services and operational services, based on transactional or relationship-based services and 
according to the long-term goals of service provision [1]. as product-paying and service-paying 
[7]. Chinese scholars have also classified servitization accordingly. Some scholars have also 
proposed other perspectives on servitisation, such as Gebauer's four types of servitisation: 
after-sales service providers, customer support service providers, development partners and 
outsourcing partners, Raddats and Kowalkowski's service utility type (focusing only on 
products), service hobby type (valuing all types of services) and service questioning type (not 
focusing on any services). not concerned with any services), etc. However, such classifications 
have rarely been followed by subsequent scholars. 

In summary, most classifications of servitization are based on the principles of Mathieu's 
classification; those based on other perspectives extend Mathieu's classification from another 
perspective. Therefore, servitisation is divided into product-centred servitisation and 
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customer-centred servitisation, and the concepts and characteristics of the two types of 
servitisation are discussed separately, as well as the impact of the different types of 
servitisation on business performance. 

2.2.2. Degree of servitisation 

Stickney divides the degree of servitization of manufacturing enterprises based on servitization 
into growth period and maturity period, and believes that enterprises in the growth period are 
not supported by stable profit sources, and the risk of servitization is much greater than that of 
enterprises in the maturity period [13]; Dai Keqing divides the degree of servitization 
transformation of domestic manufacturing enterprises into full servitization, partial 
servitization and basic servitization, and proposes that manufacturing enterprises' Homburg 
discusses the positive impact of the degree of servitization on performance from two 
dimensions, such as the number of services provided and the importance attached to 
servitization [14]. Homburg discusses the positive impact of the degree of servitization on 
performance in terms of two dimensions: the amount of services provided and the importance 
attached to servitization. Du Wei et al. classify servitization into three degrees, such as 
servitization revenue, importance, servitization human resources, servitization management 
system and number of service partners, as learning and exploratory servitization, special 
service servitization and full service servitization. It is also believed that full-service 
servitization and distinctive servitization can produce higher performance compared to 
learning exploration servitization. 

To summarise, the basis for the classification of servitisation by scholars mostly includes 
indicators such as servitisation revenue, servitisation management measures and servitisation 
importance. The classification is usually based on the characteristics of the firm when 
servitisation revenues reach a certain threshold. It can be seen that a three-stage classification 
of primary, secondary and tertiary is often used to discuss the concepts and characteristics of 
different levels of servitization and to find ways to improve the performance of companies 
caught in the "servitization paradox". 

3. Matching the servitisation of manufacturing enterprises 

In the process of servitisation, enterprises have to face various challenges in the transformation 
by improving their products, production processes and production materials [15], and the 
business operation model and production organisation structure of manufacturing enterprises 
need to be adjusted in line with the transformation of servitisation [16]. The development of 
service-related businesses in manufacturing enterprises has placed higher demands on their 
operating costs and management methods. In order to avoid the "servitization paradox", 
enterprises should carefully choose the path of servitization and match the appropriate 
elements with their own resources and organizational situation. In the existing research field 
of servitization matching, there are dynamic matching of different elements with different 
degrees of servitization, as well as characteristic matching of different elements with different 
types of servitization [19, 20]. 

3.1. Dimensions of servitisation in manufacturing firms 

Based on various scholars' assignments of the degree of servitization, scholars have matched 
different degrees of servitization with other elements. 

Conyen et al. suggest that the process of servitisation transformation requires different 
resources at different times, and the dynamic matching of servitisation with resources helps 
companies to solve the difficulties encountered in servitisation [19]. mathieu et al. match 
different types of servitisation through two servitisation dimensions such as service specificity 
(categorised as customer service, product service and service as a product) and organisational 
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intensity (tactical, strategic or cultural) of organisational culture [6]. Zhang Xumei proposed that 
as the servitization level progresses, matching must be done at the structural, process and 
strategic levels of servitization, respectively matching servitized operations at the beginning of 
servitization, servitized organization and people at the development stage, and servitized 
strategy and culture at the transformation stage [20]. Du Wei and Shi Mengjie tested the 
matching relationship between the three servitization levels and the two failure learning 
models and concluded that: exploratory firms were matched with external failure learning and 
comprehensive firms were matched with internal failure learning . 

3.2. Dimensions of servitisation in manufacturing firms 

Matthyssens and Vandenbempt show that manufacturing firms have to overcome servitization 
through both 'internal consistency' and 'external consistency' processes. 

Matthyssens and Vandenbempt show that manufacturing companies must overcome these 
challenges in the servitisation process through both 'internal consistency' and 'external 
consistency' processes, and therefore the dimensions under servitisation should be matched to 
the internal and external elements of the company to better facilitate a smooth transition to 
servitisation. 

Baines and Lightfoot used case studies of four companies to identify patterns of matching 
different servitization strategy types with six resources: production equipment, suppliers, 
information transfer, performance measurement, human resources and business processes [21]. 
Huikkola et al. argue that matching the leadership strategy of manufacturing companies with 
the willingness of employees and matching the service approach and service tools are key point 
of service-oriented transformation [22]. Chen Juhong et al. found that the matching of two 
different servitization types with organisational elements contributes to the improvement of 
enterprise performance [23]. According to Zhao Lilong and Wei Jiang, the technological 
capability of enterprises determines the choice of service innovation model, with strong 
technological capability of enterprises matching progressive service innovation and weak 
technological capability of enterprises matching breakthrough service innovation [29]. 

4. Summary 

The existing literature on the matching of servitization process and organizational elements 
mostly focuses on some heterogeneous resources, while the matching of enterprise's 
organizational structure and internal organizational environment is still lacking; in the existing 
research field of servitization matching, it mainly focuses on the matching of servitization with 
resources and capabilities. There are fewer matching factors for the organisational structure 
and capabilities of the enterprise. The latter two, as important factors influencing the 
implementation of organisational strategies, can be followed up as a research direction related 
to servitisation matching. According to the literature review, academics have acknowledged 
that there is an upper limit to the effectiveness of individual servitisation strategies in 
improving corporate performance, and that appropriate organisational elements must be 
matched in order for a company to complete its servitisation transformation completely and 
more beneficially in the long term. The service transformation can be beneficial to 
manufacturing companies in a progressively more competitive environment, and matching 
more organisational elements can better enable them to enhance their competitive advantage 
and capture the pulse of corporate development in a complex and dynamic environment. 
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