“Mr. Taylor, Meet Mr. Customer” – Service Operations Contribution to the Development of OM

· Richard B. Chase, POMS Meeting, March 1998

Mr.Taylor was far removed from the end customer.  Customer provided specs and then production systems analysis found the one best way of meeting them.

Current view of the customer:




Contrasts between manufacturing & services

· Where value is added  - Front office vs back office

· Worker’s relationship to technology 

       Worker              Technology

                Customer


Worker                  Technology

· Customer involvement - Coproducer

· Process measures:

   Service processes are measured by 3 Ts:

   Task

   Treatment

   Tangible

  Manufacturing measured by 2 Ts:

  Task 

  Tangible

SERVICE OPERATIONS MANAGEMENT TIME LINE

Companies 

Orient Express – luxury

Titanic – luxury (for a while) (Suggested by Chris Voss)
Neiman-Marcus (luxury shopping)

Ritz Carlton – luxury 

Automats – self service

Holiday Inns – first to compete on consistency

McDonalds – Henry Ford of service companies

Disneyland – High-volume fun

Writings

Levitt (1972 HBR) – Production line approach to service

Sasser, Olsen, Wyckoff  (1978) - First case book

Chase (1978) - Customer contact model (My speech, my cite!)

Fitzsimmons and Sullivan (1982) – First textbook

Parasuraman, et. al. (1984) – Service quality (SERVQUAL)

Heskett, Sasser, and Hart (1991) – Service vision, 

Journals Publishing SOM Research

JOM, POMS, Management Science, Decision Science, Intl. J. of Service Industry Mgmt

New: MSOM and J. Service Research.

Service OM contributions to OM:

· Recognition of the customer service activities in the supply chain.

· Recognition of the need for service quality as well as goods quality.  (Forum study, PIMS study.)

· Recognition of OM extending beyond the four walls of the factory.

      --Factory is just the back office of a “service”      

         organization.

· Recognition of value added services provided by the manufacturing organization. “The Service Factory” (Chase & Garvin, HBR, 1989) identified four value added service roles that the factory can play:
Lab – Factory is lab for testing new processes (Chapparal Steel). 

Consultant – Factory is an information provider to customer (Tektronix). 

Showroom – Factory is a marketing tool (Viper).

Dispatcher – Factory is linked directly to the customer (Levi Strauss).
Why Service OM will become more important to the field:

· 21st century businesses are information intensive, service businesses.  

· Student interest and jobs:  80-20 rule.
· For the good of the field. We “know” how to design and manage manufacturing; the juicy research questions lie outside the factory, in the service sector. 

     E.g., new service development, “strategic” yield    

     management, global service management, service 

     engineering.
· Potential impact of service improvements on society:

A simple service improvement can affect the lives of literally millions of people. People are involved in service activities from the time they get up until the time they go to bed.  (And if they are sleeping in a hotel, they are involved in service then too!)
The challenge for us in OM is to develop a science of service operations management that can improve the quality of that impact.
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