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Preface

To an increasing extent, Germany’s global competitiveness 
depends on the innovative power of the service sector. In-
novative and knowledge-based services are the key to eco-
nomic growth and prosperity in our society. For this reason, 
the High-Tech Strategy for Germany aims to strengthen and 
systematically develop future-oriented services.

As part of the project “Innovative services on the way to 
world class”, a travel guide has been created which show-
cases the outstanding achievements of Germany’s service 
research and service sector in the form of an impressive 
map. These research fi elds include innovations in the 
health sector, educational innovations, and information and 
communication technologies. The latter not only affect all 
aspects of everyday and professional life, but also form the 
basis of innovative services ranging from remote mainte-
nance and internet-based services to online banking.

This travel guide shows that innovative services can make 
everyday life easier: telemedicine can improve the treat-
ment of emergency patients, optimized machine running 
times enable a reliable and failure-free production fl ow, and 
new lifestyle products use photovoltaic technology to sup-
ply power on the move. This publication presents a whole 
wealth of further examples of creativity in the areas of ser-
vice research as well as their practical applications.

This travel guide, which was put together with the help of 
funding from the Federal Ministry of Education and Re-
search, gives an insight into the wide spectrum of excel-
lence within the German service sector. It also provides an 
information platform for business and science and encour-
ages the exchange of experiences between a wide range 
of different stakeholders. Germany is a nation of ideas and 
our country is on the right track towards turning excellent 
concepts into innovative services, as set out in the High-
Tech Strategy. This travel guide will accompany you on a 
stimulating and fascinating journey to innovative services 
made in Germany!

Dr. Annette Schavan, MdB (Member of the German Bundestag)
Federal Minister of Education and Research
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Germany – On the Way to 

Services Champion
Not that long ago Germany was described as a “services des-
ert.” Nowadays, “Services Made in Germany” are beginning 
to achieve world-class recognition and bring competitive ad-
vantages to our nation.

What has provoked this fundamental change? A key role has 
been played by services research, which for the last 12 years 
systematically examined and further developed services in 
close cooperation with the economic sector. This was made 
possible with the aid of the initiative, “Services for the 21st 
Century”, on the part of the Federal Ministry of Education and 
Research, which commenced in 1995. In this initiative, over 
90 projects were developed, involving around 300 academic 
and economic institutions. The success of this initiative has 
radically transformed awareness of services as the motor of 
innovation, and is therefore an important factor for the fu-
ture of Germany. Service research is today a permanent ele-
ment of federal support programs. The Federal Government’s 
current “High-Tech Strategy for Germany” defi nes service 
research as one of the fi elds that will create new jobs and 
prosperity in Germany.

The aim of this travel guide is to illustrate the impressive 
transformation of Germany into a services champion. The 
content is based on innovation fora that were held between 
September 2007 and February 2008 in services champion 
locations nationwide. The guide presents services excel-
lence on the part of businesses and research institutions to 
a wider specialist public, who we hope will visit the locations 
described and personally observe the quality of “Services 
Made in Germany”.

The organization and supervision of the travel guide project 
was undertaken by the Center for Leading Innovation & Co-
operation (CLIC) at the HHL – Leipzig Graduate School of 
Management. In addition to the fora, CLIC organized a call for 
nominations of services excellence in Germany. We received 
over 200 proposals of innovative services. A selected group 
of economic and practical experts, described on page 6, se-
lected the service champions presented in this publication. 

At this point, we would like to offer our thanks to our partners 
in the German Federal Ministry of Education and Research, 
in particular to Ms. Kornelia Haugg, who approved the con-
cept of the service travel guide, and additionally provided 
constant encouragement and support. Our appreciation and 
gratitude is extended to include, Ms. Ursula Zahn-Elliott and 
Mr. Christian Stertz. We thank Dr. Gerd Ernst, from the DLR 
Project Management Agency (German Aerospace Center), 
for numerous helpful ideas to aid project development and 
supervision, and thank as well Mr. Bertolt Schuckliess and 
Mr. Klaus Zühlke-Robinet. Our special thanks go to our col-
league Dr. Tobias Fredberg, Chalmers University of Technol-
ogy in Gothenburg, for his inspiration and input from outside 
the project. Finally, we thank all of our colleagues at CLIC, in 
particular Ms. Nicole Horbas, Ms. Christine Gille, Ms. Antje 
Sauerland, and Ms. Jessica Scheler.

We invite you to accompany us on our journey, and allow 
yourselves to be inspired by the outstanding examples of 
excellence in service research and service innovation in 
Germany.

Ralf Reichwald
Kathrin M. Möslein
Anne Sigismund Huff
Marcus Kölling
Anne-Katrin Neyer
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Journey Through the Country 

of Service Innovations
Innovative services have a particular relevance for economic 
and corporate growth:

■ First, the services sector is the major employment sector 
in Germany.

■ Second, new service processes and products are gener-
ated through the utilization of technology, and this is a 
traditional strength of the German economy.

■ Third, additions to the range of services available, not 
only help classical service companies, but also offer or-
ganizations in all sectors new opportunities to stand out 
amongst their global competitors.

■ Fourth, interaction between customers and companies is 
broadening the range of services available, and allowing 
companies to develop both radical and incremental in-
novations in service delivery.

Nowadays, the competitive ability of organizations is deter-
mined by their fl exibility and professionalism in developing 
and implementing service innovations. Not only classical ser-
vice companies, but also industrial enterprises are faced with 
the challenge improving and extending the range of services 
they offer. For this reason, the primary aim of our tour through 
the “Country of Service Innovations”, is to show the develop-
ment and implementation of successful service innovations. 
Special success-relevant dimensions of innovation through 
services have already been displayed in the national events 
we organized to showcase the services selected by our jury. 
Service fulfi ls human aspirations. The world of services is 
multifaceted. For this reason, our tour covers: Service Inno-
vation, Service Engineering, Service Individualization, Service 
Standardization, Service in the Healthcare Sector, Service In-
novation in Education and Research, Service Markets, and 
Service Export.

You are welcome to accompany us on this journey!
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The Jury

Dr. Tobias Fredberg
Chalmers University of Technology Gothenburg,
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Hans Gabriel 
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Prof. Dr. Frank Piller 
RWTH Aachen,
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The jury, which accompanied the selection process of 
the organizations presented in this travel guide, was 
made up of academics and representatives of trade 
unions. The individual members of the jury are intro-
duced below.
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“The future strength of the German economy will 
be determined in an important way by the power 

of innovation within the services sector.”

        Prof. Dr. Dr. h.c. mult. Wolfgang A. Herrmann



Summary 

Summary

The word ’innovation’ is currently on everyone’s lips. Large 
and small companies, including those with a local orienta-
tion as well as those taking an international perspective, 
agree that innovation is decisive for competitiveness. They 
are looking for product, process, and service innovations to 
help them cope with increasing complexity in environments 
of constantly shifting parameters.

Germany has always been known for product innovations, 
but has recently played a pioneering role in the area of ser-
vice innovations. For over twelve years, the government and 
private organizations have funded research focused on the 
question of how companies can become even more innova-
tive in their service offerings. This chapter provides insight 
into the world of service innovation, displays the latest trends 
within the sector, and presents new methods for developing 
service innovations in Germany.

Important for Business Readers

■ Services now account for over 80% of all transactions in 
developed economies, but typically receive much less 
R&D attention than products.

Developing service innovations demands a clear strat-
egy from businesses with four interlocking core elements: 
search, selection, implementation, and evaluation of inno-
vative concepts. If even one of these phases has not been 
clearly thought through, the entire innovation process is likely 
to collapse.

■ Continuous service innovations improve existing ser vices. 
They require effective routines to learn from experience. 
This is the backbone of continuing competitiveness and 
cannot be neglected. 

■ Discontinuous service innovations radically transform 
familiar processes. They have special potential, but also
demand unconventional methods. The prototyping of 
ideas in the innovation processes of selection and imple-
mentation enables instant feedback during the practical
testing period, which can thereby radically reduce devel-
opment costs and market fl ops. 

■ An important challenge of today’s demanding environ-
ments is ambidexterity: the ability to recognize and de-
velop both continuous and discontinuous innovations.

■ The recent trend towards hybrid innovation strategy 
focuses on the integration of service and product inno-
vation. At this point service innovation creeps from the 
shadows of its subordinate role alongside product inno-
vation and becomes a central element of an innovative 
combination of product-service-experience.

This chapter focuses on successful efforts to develop discon-
tinuous, often hybrid innovations. Twenty different projects, 
many benefi ting from government sponsored research, are 
briefl y described in the hope that both business leaders and 
service researchers will fi nd them inspiring.

Service Innovation

Service innovation directly facilitates cus-
tomers meeting their needs and desires. 
It can be understood both as a process of 
development within an organization and as 
the resulting confi guration of new activi-
ties (both by the company and by custom-
ers, suppliers, and other actors) within a 
specifi c context.
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The exchange of goods and services was one of the primary 
purposes of early social contacts. Today, economists esti-
mate that at least 60% of all economies involve the exchange 
of services, while in more developed economies services ac-
count for approximately 80% of all transactions.1 

Despite the clear lean toward service-dominated societies, 
many companies distinguish tangible ‘product’ offerings from 
the ‘services’ that facilitate their selection and use, and spend 
research and development efforts primarily on products. Even 
in the many cases (from entertainment to banking) where ser-
vices meet customer wants and needs without the exchange 
of tangible goods, attention to innovation is relatively rare.

I. The ambidexterity challenge

Successful German companies in the services sector rec-
ognized long ago that in order to cope with the challenges 
of global competition, they must not only implement a wide 
range of continuous innovations, but also be on the look-out 
for discontinuous concepts. They also recognized that these 
ideas had to be implemented and evaluated in the context 
where they would be realized.

Implementing discontinuous innovation within the services 
sector is an ambitious aim. How do businesses go about dis-

covering real discontinuous service concepts? How can they 
decide which single concept from the great variety of possi-
bilities show the most promise? How can businesses be sure 
that their seemingly innovative concept will also be seen as a 
needed innovation by the customer?

These questions become even more challenging when the 
company aims to be ambidextrous – or capable of both con-
tinuous service innovations as well as the occasional discon-
tinuous leap that moves the organization into new territory. In 
order to stay in business, companies must monitor customer 
responses to their current product and service offerings. But 
as society becomes more complex, economies more inner 
connected, and competition increases in many different sec-
tors, companies are required to come up with new offerings 
that respond to changing needs and desires, and meet the 
challenges of attractive innovations from competitors.

II.  The elements of service innovation 
 management: search, selection,
 implementation, and evaluation

Innovations are frequently equated with creative chaos. Who 
has not conjured up the scene of a wild-eyed genius imagining 
a new idea and then assembling it from odd bits and pieces 
of material? For this reason, it may initially seem paradoxical 
that research on innovation recommends a structured pro-
cess to help companies succeed in meeting the challenges 
of an increasingly competitive environment.2  This innovation 
process has four central pillars: search and selection of in-
novative concepts, and their implementation and evaluation. 
The elements of this process are closely interlocked as de-
scribed on the next pages. 

Background

An Overview of 
Service Innovation

Continuous and Discontinuous Innovations

Whereas continuous service innovations target 
the improvement of existing services, discon-
tinuous service innovations enable the design 
of radical, new, and potentially more profi table, 
processes and concepts.

1 Percent of different economies dominated by services  2 Research support for a structured approach to innovation

12



1. Search phase
Any organization might stumble upon a groundbreaking in-
novation that transforms it into the market leader, or perhaps 
benefi t from a genius in their midst, but it is not a good idea to 
depend on lady luck. It is far better to undertake a structured 
search for both continuous and discontinuous concepts that 
provide a comprehensive idea pool of service innovations in-
dependent of chance. This sounds pretty simple and is simple 
in principle, yet relatively few companies develop a rich pool of 
alternatives. The decisive question is: How to search system-
atically for concepts that have the potential for value-added 
service innovations?

Initial results from the Discontinuous Innovation Lab provide an-
swers to this crucial question. As organizations do not possess 
the resources to undertake an unlimited search for concepts, 
search strategies are needed. Through the systematic utiliza-
tion and combination of a variety of approaches, businesses 
can transform themselves into successful “treasure hunters” 
within the area of service innovation. Figure 2 provides a sum-
mary of twelve search strategies from the Discontinuous In-
novation Lab that offer assistance in tracking down promising 
concepts. On this page is a brief description of the lab itself. 

2. Selection phase
A successful search will normally produce more interesting 
concepts with value-added potential than can be reasonably 
implemented, so the next logical step in a service innovation 
strategy is selecting the best concepts for further development. 
It is not suffi cient to examine the potential opportunities of indi-
vidual ideas, it is also necessary to compare different possibili-
ties to one another with respect to company priorities. 

In addition, research has shown that though companies fre-
quently express the wish to be innovative, discontinuous ideas 
often do not survive established budget processes. In the worst 
cases, this can mean that good concepts are doomed to failure 
in the early stages of the innovation process, before their poten-
tial can be adequately assessed. It is not just that opportunities 
are missed, early rejections demotivate employees involved in 
the innovation process. The selection process is therefore a 
major step in innovation strategy that must be handled with 
analytic expertise, sensitivity, and farsightedness.

To guarantee a fair, comprehensible, and also potentially suc-
cessful selection, it is necessary to develop suitable evalua-
tion methods. Whether a selection strategy (and associated 
methods of evaluation) are suitable and appropriate depends 
to a great extent on the objectives pursued. The decisive 
factor is whether continuous or discontinuous concepts are 
to be evaluated. Should this difference not be recognized, 
concepts with a potential for innovation leaps can be easily 
rejected without recognizing their potential.

Often ideas for continuous innovations arise as a learning 
out come from current activities. Simple and well-tested clas-
sical evaluation methods can be of great help as selection 
tools when assessing these ideas for continuous innovation 
(which might also come from the observation of competi-
tors, or suggestions from customers). For example, check 
lists, discounted cash fl ow methods, or portfolio approach-
es can result in the improvement of existing processes or 
services.

More advanced methods are necessary when concepts that 
have a potential for discontinuous innovation are evaluated. 
As a rule, fundamentally new concepts cannot be fi tted into 
old patterns. Recommendations that radically question well-
established concepts and demand entirely new behavioral 
and utilization patterns from (often new) customers are more 
likely to receive support with selection strategies such as idea 
markets, forecast stock exchanges, service cases, or service 
prototyping approaches.

■ Idea markets permit the distributed evaluation of al-
ternative concepts and project ideas. Typically, a wide 
range of individuals are invited to rank the offered se-
lections on company-internal, cross-company, or even 
more public electronic evaluation platforms.

■ Forecast stock exchanges rely on the so-called swarm-
ing intelligence of the masses rather than expert opin-
ions.4 This is most suitable when specialized expert 
advice is scarce. In this method the problem is posted, 
rather than the desired solution, and a wide range of 
individuals are invited to offer solutions that meet speci-
fi ed criteria.

Background

The Discontinuous Innovation Lab
is an international network of interdisciplinary researchers and 
innovation managers. The objective of the regular workshops 
and network meetings the Discontinuous Innovation Lab 
holds on national and international levels is to master handling 
discontinuous innovation. Research has shown that radical 
changes in markets and technology cannot normally be ap-
proached through the customary routines of innovation man-
agement. At the same time, established processes inhibit the 
perception of unorthodox opportunities.3 As a result, the risk of 
missing an innovation leap is often not recognized.
The Lab was established in 2006 as a cooperative effort be-
tween German, British, and Danish academics and practition-
ers on the initiative of Professor John Bessant from Imperial 

College in London, with support from the Advanced Institute of 
Management Research (AIM). Initiatives in France, Australia, 
and the Benelux countries have now become affi liated, and 
related workshops have been held in Sweden, Norway, Fin-
land, Italy and Switzerland.
In addition to the meetings convened several times a year, 
the participating universities carry out research projects with 
partner companies. In the fi rst two years the network has 
grown to approximately 250 individuals, including academ-
ics from over 20 institutes and managers from the executive 
levels of over 100 companies – from conglomerates to suc-
cessful start-ups. More detailed information is available at 
www.innovation-lab.org.

3 Radical changes cannot be handled with methods established for continuous innovation.  4 “swarm”
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Background

Fig. 1: Core content of the innovation process and relevant questions 

■ Service cases concentrate innovatory ideas into highly 
concrete concept descriptions that cover content, pro-
cesses, and fi nancial aspects of one or more recom-
mended service innovations. The evaluating group can 
vary, but this method of selection offers them a more 
robust view of options than is typically available at an 
early stage in the innovation process.

■ Service prototyping goes a step further than a case, 
and attempts to produce a visible and tangible version 
of the recommended service innovation. The goal is to 
create a common comprehension of the service concept 
for all participants. Ideas from two different sources are 
described in more detail below. The prototype functions 
as an instant demonstration of service ideas that are 
primarily immaterial by defi nition. This tangible model 
aids common understanding of the new idea, which 
contributes to more effective collective evaluation of its 
strengths and weaknesses. 

3. Implementation phase
Once the early phases of search and selection have been 
mastered, the next stage in the innovation process is imple-
mentation. During this phase, the relatively ‘raw’ concept 
selected in phase 2 is systematically developed to produce a 
marketable service. A variety of obstacles must be overcome 
at this point. 

The cooperative interaction of all participants in the develop-
ment process is vital; in many cases it is precisely the hu-
man factor that causes the implementation of good ideas into 
fi nished services or products to be unsuccessful. Companies 

aiming to develop discontinuous service innovations are 
faced with particularly fascinating challenges. In the imma-
terial world of services, radical new concepts challenge the 
imagination. Often different participants have very different 
ideas of what will be required for successful implementation. 
For example, the situation can easily arise in which engineers 
have a totally different perception of concept implementa-
tion than their colleagues in the marketing department. Com-
pany-internal communication processes, and those involving 
the customer, also can break down due to diverging visual 
concepts of a service. 

As is the case with product innovation, this phase of develop-
ing a service innovation must have the overriding objective 
of winning the battle against tight time-lines and limited fi -
nancial resources. A lesson learned long ago from software 
development is: There is substantially greater diffi culty in the 
planning, supervision, and control of implementation when 
the results are not suffi ciently visible, tangible, or compre-
hensible. Accordingly, specifi c techniques and action strate-
gies are necessary to provide targeted support for the imple-
mentation process of service innovations. These include: 

■ Further development of early prototypes
■ Regular exchange of information in all transitional stages
■ Well-documented project management that integrates 
 information from all parties involved 

Further ideas to support this frequently neglected phase of 
implementation depend upon the concept, and the situation. 
The key idea is that this step is of great signifi cance for ser-
vice innovation success.

Source: based on M. T. Hansen/J. Birkinshaw, 2007 
The illustration is a summary of the four phases of the service innovation process. The central questions identifi ed by 
Hansen and Birkinshaw offer companies the opportunity to undertake a critical examination of their innovation process in 
order to establish strengths and weaknesses and be able to undertake relevant counter-measures.

PHASE CONTENT Using search strategies 
for the identifi cation of 
potential innovative 
services

Selection and fi nancing of 
innovative services

Design and introduction 
of innovative services

Evaluation of innovative 
services

Are we generating good 
concepts? 
Are we searching in the 
right places?

Are we good at evaluating 
and fi nancing new 
concepts?

Are we good at the 
implementation of 
concepts?

Do the implemented 
concepts bring longterm 
benefi ts for business 
success?

KEY QUESTIONS

Number of high-quality 
concepts

Percentage of all gene-
rated concepts that are 
selected and fi nanced

Percentage of fi nanced 
concepts that lead 
to profi ts. Time-line to 
introduction

Percentage of imple-
mented concepts that 
still exist following a time 
period X. Contribution to 
business objectives

KEY PERFORMANCE 

INDICATORS

1. SEARCH    2. SELECTION        3. IMPLEMENTATION       4. EVALUATION
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4. Evaluation phase
The evaluation phase is the fi nal part of the innovation process, 
one that offers central starting points for systematic learning 
about innovation. Evaluation of both the service innovation it-
self, and the process of its development, are important.

The achievement potential of service innovations on the mar-
ket are tested in an initial evaluative step. While specifi c cri-
teria for the evaluation of realized innovations depend on the 
individual company and its objectives, as well as the nature of 
the service innovation and the market, the following general 
benchmarks can be listed (Bessant/Tidd, 2007):

■  Operative output benchmarks, such as customer satis-
faction, in relation to quality improvements and fl exibil-
ity

■  Non-sector-specifi c output benchmarks, such as prod-
uct costs, market share, and quality

■  Strategic output benchmarks in comparison to expected 
effi ciency increases for the company as a whole, such as 
larger market share and profi tability.

In a second step, the internal innovation process itself is eval-
uated to optimize the processing of future innovations. Here 
the following criteria can be utilized (Bessant/Tidd, 2007):

■  The number of new concepts in relation to service, prod-
uct, and process that could be discovered in the initial 
phase of the innovation process. Here discontinuous 
and continuous concepts must be distinguished from 
one another;

■  Error rate – during the development process and on the 
market

■  Percental proportion of budget and time overrun dur-
ing the development process, answering the question of 
whether differences depend on the type of innovation 
(continuous or discontinuous)

■  Development period/manhours per completed innovation, 
answering the question of whether differences depend on 
the type of innovation (continuous or discontinuous).

At this point, many of the approaches and techniques that 
have already proved to be reliable within the area of product 
and process innovation can be implemented – independently 
of the nature of the specifi c service innovation and the con-
text of its utilization.

Although we can still learn a great deal from the areas of 
product and process innovation for application in service in-
novation, it is important to examine their transferability care-
fully, and developing new methods is important. In addition, 
a completely new fi eld of action is being developed: the inter-
active design of hybrid product-service bundles.

III. The latest trend: hybrid value creation as
 innovation strategy 

The successful launch of the Apple iPod and the iTunes store 
universally demonstrated the strategic role services could 
play even in the context of tangible products. The iTunes’ 
store became a market leader soon after its launch and in 
just over a year had a catalogue of over a million songs. It 

Background
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clearly demonstrated that services offered in combination 
with products were no longer just an add-on, but could actu-
ally be the core of the offering. 

Customers value and demand such problem solving solu-
tions. They also pay closer attention to life cycle costs than in 
the past, and therefore demand complete solutions leading 
to product-service combinations. Increased interaction be-
tween customers and suppliers leads to customized solutions 
that even better fi t customers needs, which in turn pushes 
the demand for further solutions from customers. This desire 
for hybrid services is coming from various sectors, from au-
tomotive and chemicals to white goods and foods. It is also 
relevant in both B2C and B2B markets. In short, hybrids have 
immense economic potential for companies, if they use this 
trend to successfully implement innovative combinations of 
goods and services that go beyond incremental innovation 
into the fray of discontinuous innovation. 

Service bundling, which is not a new concept, is often limited 
to adding services to existing products so that the products 
can be better marketed. Hybrid value creation goes a step 

further as the borders between the product and service are 
blurred. Here the company is offering an integrated solution 
(G. Ernst, 2005). 

To successfully make the transition from selling standalone 
products or services to hybrid solutions, companies need 
to challenge and rethink conventional service development, 
implementation, and marketing processes. Classical sector-
specifi c routines, basic assumptions, and value generating 
concepts must be submitted to a radical scrutiny process. 
The solution-oriented new combination of services and prod-
ucts typically breaks up antiquated organizational thought 
patterns and challenges previously separate organizational 
and individual competences.

Background

Hybrid Value Creation

Hybrid value creation is the process of 
generating additional value by innovatively 
combining products (tangible component) 
and services (intangible component).

Fig. 2: Strategies for Discovering Continuous and Discontinuous Innovation Concepts

Source: based on J. Bessant/B. von Stamm, 2007 

SEARCH STRATEGIES   CHARACTERISTICS

Sending out scouts   Assigns the task of detecting signs of competitive, technological, social, and other changes, 
    that might generate new concepts

Exploring multiple futures  Examines possible future scenarios in order to discover the potential opportunities 
    and risks of extreme developments

Using the web   Utilizes the world wide web as a source of information on trends and as a communication 
    platform for the exchange of experiences

Work with active users   Integrates so-called lead users into the innovation process with the objective of profi ting 
    from their know-how in the development and evaluation of potential innovators

Deep diving   Extensively surveys customers through explorative methods, and if necessary, observation 
    and in-depth interviews for a deeper understanding of hidden needs

Probe and learn   Tests potential innovations under real conditions with the objective of learning by 
    experience even if the risk of failure is high

Mobilize the mainstream  Involves non-expert employees in the generation of ideas for the extension or 
    compensation of existing resources

Corporate venturing   Establishes specifi c corporate units with budget for special projects and any spin-offs 
    independent of main business

”Corporate entrepreneuring/  Creates a corporate culture that encourages innovation through incentives and the
intrapreneuring“   authorization of so-called submarine projects

Using networks   Developes tools to enable the exchange of experience and information between 
    different areas of expertise

Encouragement of diversity  Accept a lateral thinking and encourages interdisciplinary cooperation

Idea generator   Uses of creative techniques to increase discontinuous innovation concepts

16



Which central challenges must be 
mastered in service innovation ac-
cording to your experience?
At this point, many companies 
have not employed a high degree 
of strategy in the development of 
their services. To move on, support 
through professional technology 
and innovation management is of 
vital importance. The Fraunhofer 
ServLab additionally offers inter-
ested businesses the opportunity 

to extensively visualize and test their services prior to their 
concrete implementation and market launch. This is almost 
always the fi rst time they have been able to take this perspec-
tive, and it is critical to strategic assessment.

The ServLab is a comprehensive platform for the develop-
ment, design, and testing of new service concepts. Its special-
ty is utilizing virtual reality to make service innovations more 
tangible. Virtual space is created in the ServLab with the aid of 
state-of-the-art computer and projection technology in which 
service processes can be simulated in many possible situa-
tions and environments. For example, it 
is possible to develop new types of inter-
action processes using this platform. 

The important factor for optimally de-
signed services is the interface with the 
customer. The Fraunhofer IAO has al-
ready developed its fi rst future-oriented 
project in cooperation with the hotel 
chain Accor: a complete hotel has been 
digitalized and placed in virtual reality 
in order to develop and test innovative 
check-in processes.

Which approach does the ServLab em-
ploy, and what is the relevant innovative 
factor?
The ServLab provides a solution to the 
problem of how to test services. It is 
possible to test products with the aid 
of processes such as prototyping, rapid 
prototyping, test reports, or – for ex-
ample in the development of cars – test 
drives. Prior to ServLab’s existence, no 
suitable equivalent approach existed to 
test successful services on a systematic 
basis. ServLab has provided this missing 
possibility. Here it is possible to examine 

factors such as effi ciency, process design, or also the interac-
tion between customers and employees. Innovative concepts 
can be displayed and tested with the aid of virtual reality. This 
helps to avoid expensive post-market launch optimization 
measures.

What are the advantages from utilizing ServLab for the devel-
opment of innovative services?
Companies that test their new innovation concepts in ServLab 
have the opportunity of thinking in extremes. This means that 
they are able to develop completely new concepts for their 
services. The example from the Accor hotel chain is a good 
example. In the development of new check-in processes, it 
was not necessary to undertake any rebuilding in a real ho-
tel in order to test new concepts. ServLab also offers the op-
portunity of visualizing service concepts which are otherwise 
diffi cult to communicate. Additionally, the risk involved in the 
introduction of new services is minimized, as it is possible to 
test services prior to their introduction on the market. The 
simulation of these services takes place in a protected envi-
ronment. With the aid of the aspects described, development 
processes for new services can be accelerated, and the suc-
cess probability on the market increased.

Service Piloting  
as the Basis for Innovations with Service Concepts for Utilization

Interview

Prof. Dr.-Ing. Dr.-Ing. E.h. 
Dieter Spath

Interview with Prof. Dr.-Ing. Dr.-Ing. E.h. Dieter Spath, Head of Institute, Fraunhofer 
Institute for Industrial Engineering and Organization by Prof. Dr. Prof. h.c. Dr. h.c. 
Ralf Reichwald, TU München and CLIC, HHL
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“Parents want their children to play with LEGO 
because it is fun, encourages creativity, and 
permits the creation of daring ideas. Lego is 
successful in the playroom as a method for 

brainstorming and experimenting with ideas 
– why shouldn’t Lego also be used to enrich in-

novation processes in the adult world?” 

Dr. Anne-Katrin Neyer 



Service Prototyping 

at UnternehmerTUM
One of the major challenges in the area of innovation for 
large companies and start-up teams alike is to fi nd a solution 
to the question: How can I communicate my innovative idea? 
At UnternehmerTUM, an organization founded to facilitate 
entrepreneurs in Germany, the same question is asked at a 
broader level: How can we help entrepreneurs illustrate in-
novative ideas for products/services and experiences so that 
they can be discussed and further developed – initially within 
an entrepreneurial team and organization and subsequently 
with potential customers and sources of fi nance?

UnternehmerTUM, the Center for Innovation and Start-ups 
at the Technische Universität München, is intensively ad-
dressing the problem of how ideas can be modeled. Bern-
hard Doll, head of the “Innovations and Prototypes” depart-
ment, and his team, support 40 innovation teams annually 
in the testing and further development of ideas to produce 
successful business concepts. They have observed that pro-
totypes help teams communicate their ideas within the team 
and with outsiders, which means they can better evaluate 
the relevance of business and product/service concepts. 

The term ‘prototype’ defi nes the  visualization of product and 
service concepts. This defi nition therefore goes beyond the 
customary meaning of the term prototype as an industrial pi-
lot production model that is particularly prevalent within the 
fi eld of engineering. Prototype development at Unternehmer-
TUM begins at a very early stage. The processes suggested 
include examination of customer benefi ts and customer 
acceptance as concepts are fi rst being developed, which 
means benefi ts and acceptance can be weighed along with 
the technical feasibility of solutions. 

“Depending on the phase of conceptual development, a 
prototype can range from a simple model constructed from 
paper, cardboard, and LEGO© bricks to a structural compo-
nent manufactured with the aid of state-of-the-art technol-
ogy,” explains Bernhard Doll. Doll showed us models depict-

ing service ideas developed with the aid of LEGO© bricks, 
and pointed out that Lego is often particularly suitable for 
visualizing hidden aspects of service concepts. These can 
then be discussed in interdisciplinary teams, and altered “in 
real time” during joint meetings, before a concept is devel-
oped further. 

In response to our critical question as to whether this tech-
nique can be utilized for service innovations, we are allotted 
an assignment: “Imagine that you have a brilliant idea of how 
you could optimize the check-in procedure at the airport for 
single parents and their children. How would you approach 
a solution?” In our minds’ eye, we have visions of business 
plans and PowerPoint presentations, but suddenly Mr. Doll 
spreads out a huge pile of Lego bricks in front of us and 
tells us: “You have 30 minutes to produce a model of this 
service innovation: have fun!” Our team eyes the LEGO© 
bricks: “OK, we will go along with his humor” – and starts 
building. Ten minutes later, we can understand why simple 
tools such as LEGO© bricks encourage the development of 
innovative ideas. Our team discusses ideas, starts building, 
alters the plan, steadily builds up the bricks, and – seemingly 
involuntarily – develops initial concepts for the solution of 
this problem. We realize, for example, that the supervision 
currently available, which only commences at the check-in 
counter, is not customer-oriented. This spurs us on to further 
construction and discussion, and after 30 minutes we have 
a concept for a service innovation that is so convincing that 
we are ready to go straight to an airport to sell them our idea 
the very next day. Mr. Doll, however, puts on the brakes. The 
concept has been formulated and Lego prototyping was a 
great help, but before this develops into a market-ready solu-
tion, further steps are necessary. That‘s a good lesson.

Prototyping is a somewhat unorthodox approach in the de-
velopment of service innovations. The method encourages 
companies and their employees to rid themselves of their 
habitual thinking and working methods to become innova-
tive. Further details on the topic of service prototyping are 
provided by Bernhard Doll (doll@unternehmertum.de) and 
at www.unternehmertum.de.

Practical Example 
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“The ServLab makes service innovations visible, 
   tangible, and experienceable at the touch of a button.” 

Walter Ganz



Practical Example 

ServLab bundles the 
service excellence of the 
Fraunhofer IAO into a 
worldwide unique labora-

tory in which service innovations can be made visible, tan-
gible, and experienced at the touch of a button. Computer 
and projection technology is the core of the lab and enables 
the generation of service arenas as virtual spaces. New ser-
vice solutions can be developed, tested, and optimized jointly 
with employees, customers, and partner businesses in this 
environment. It is particularly important that situations and 
environments for innovative service processes can be simu-
lated to allow ‘service crash tests’ within a controlled labora-
tory environment. 

In order to develop and test innovative check-in procedures 
in the hotel business, for example, a complete hotel was 
digitalized and transformed into virtual reality. Against this 
background, professional actors from the Munich business 
theater, Vitamin T, provided an impressive demonstration of a 
variety of service situations in the virtual hotel lobby.

Agostino Cisco, Director HR Development at Accor Hotelle rie 
Deutschland GmbH, is enthusiastic about the opportunities 
provided by the ServLab and sees a variety of further utilization 
possibilities going far beyond service development to encom-
pass the networking of service development and employee 
training within the service sector. He explains: “Together with 
the IAO, we have gone down a completely new path within the 
hotel sector. Accor Hotellerie sees great potential for future 
employee training; learning effi ciency will increase as hotel 
staff are training in quasi-real situations. This corresponds to 

our philosophy that an innovation can only be successful if 
it remains open. Success is only guaranteed for innovations 
that are subsequently developed by staff and customers in 
day-to-day business.”
Innovative consultancy and design concepts within the area 
of in-patient care for the elderly are also being visualized and 
tested with the aid of the ServLab. Here a virtual home for 
the elderly provided the basis for the testing and design of 
innovative services.
Erhard Weiß, Managing Director of the Institution for Statutory 
Accident Insurance and Prevention in the Health and Welfare 
Services (BGW) Karlsruhe, sees a vital role for ServLab in the 
improvement of healthcare services: “The ServLab plays a 
prominent role in hazard evaluation assessment, construction 
consulting, and the analysis of care processes for the opti-
mization of work organization. The lab also provides us with 
valuable opportunities to qualify actors involved in occupa-
tional health and safety, and health promotion. This is why 
we have involved the ServLab in our product line “Aufbruch 
Pfl ege” (“Care Offensive”). We are searching for solutions to 
the pressures of the modern world … as a basis for healthy 
employment.”

With the conceptual design and development of the ServLab, 
the Fraunhofer IAO and its partners have made a major con-
tribution to the encouragement of innovation within the ser-
vice sector for both the business world and for research. This 
is displayed by the intense international interest in creating 
ServLabs as locations for service innovation in other coun-
tries. The scientists in Stuttgart are also progressing a step 
further; behind the scenes at the Fraunhofer IAO, the next 
generation of ServLabs is already in preparation.

ServLab – Service Innovation 

in the Laboratory

Mr. Neumann, hotel employee at the Stuttgart Ibis Hotel 
am Löwentor, greets Ms. Wagner in the hotel lobby. The 
reception desk has been removed now that the reception 
formalities have been transformed – customers have the op-
tion of Comfort Check-in at the bar or Quick Check-in with 
the aid of a machine in the lobby. Ms. Wagner is a frequent 
business traveler in a hurry, and therefore selects the new 
service at the computer. A hotel employee accompanies the 
business traveler to the service point in a quiet corner of the 
lobby. Ms. Wagner begins the checking-in procedure, but 
soon encounters a problem. She looks around to fi nd Mr. 
Neumann to ask for help. He is however, already occupied 
at the Comfort Check-in at the bar, where the opera fans 
Mr. and Mrs. Meyer are collecting detailed information. Ms. 
Wagner is irritated: instead of being able to go straight to 
her hotel room as she had anticipated, she will now have to 
wait even longer than on previous occasions at the recep-
tion desk.

It is good that this scene is not occurring in real life, but is the 
result of a simulated laboratory test. The Accor hotel chain 
was one of the fi rst partners to cooperate with the ServLab. 
In a fi rst step, the work scientists digitalized a complete ho-
tel and recreated it in virtual reality. This virtual hotel now 
permits any hotel process, including the check-in options 
outlined above, to be recreated in a protected environment 
in the IAO laboratory.

Many businesses are fi nding help at the IAO ServLab for 
a variety of service solutions. For example, service engi-
neers can investigate decisive factors such as performance, 
process design, and customer-employee interaction in the 
automobile industry and other businesses. The laboratory’s 
guiding concept in all its operations is to help companies 
develop services according to the systematic methods seen 
in product development.

Source: T. Schmutzer, 2007, p. 25.
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Conclusion

A clear innovation strategy is vital for the successful devel-
opment of service innovations. Successful businesses have 
long recognized that it is not enough to rely on luck and ran-
dom innovation processes; successful innovations are best 
created by following an initial systematic search, then select-
ing promising ideas from a wide set for further development. 
These steps need both time and energy.

However, following a systematic process demands rethinking 
ideas about innovation on the part of most managers: How 
can a company motivate its employees to look beyond the 
end of their own noses and participate actively in the inno-
vation process? How should a business be organizationally 
structured to encourage its employees to participate in inno-
vation activity on a broad basis? How can incentive schemes 
be created to encourage inter-departmental innovative abil-
ity? How can management systems be adapted to permit 
the development of innovative talent among employees and 
managerial staff? What opportunities are provided by new 
technologies, such as Web 2.0 and Social Software, to bet-
ter utilize the cross-departmental interaction of customers 
and employees as a creative platform? This is only a small 
selection of questions that businesses will have to address if 
they wish to integrate their entire creative potential into the 
innovation process.

Results from innovation research show that the era is now 
fi nally over in which search, selection, implementation, and 
evaluation processes successfully take place behind closed 
doors in company R&D departments. The trend towards 
hybrid innovation strategy also underlines the increasing 
signifi cance of cooperation between service and product 
manufacturers. It is encouraging that discontinuous service 
innovation is becoming more familiar to businesses and their 
employees to speed the development of new business mod-
els that utilize these developments. 

Numerous successful pioneers, such as Munich Airport, 
BMW, and UnternehmerTUM, demonstrate that the system-
atic development of innovative ability within the service sec-
tor is possible. These and other German service innovators 

Conclusion

have something in common, irrespective of their operational 
sector, size or market environment: they are all creating a 
corporate environment that looks for discontinuous innova-
tions far beyond current knowledge. UnternehmerTUM, for 
example, places great emphasis on the method of prototyp-
ing as an approach to understanding the complexities of 
the four-step innovation process. How this looks in detail is 
presented by our practical example “Service Prototyping at 
UnternehmerTUM.”

The overall point is that service innovation is simultaneously 
a challenge and an opportunity. The methods that can sup-
port the service innovation process of search, selection, 
implementation, and evaluation can be used for both the 
improvement of existing services, continuous service inno-
vation, and radical innovation leaps, discontinuous service 
innovation. They can help companies avoid “innovation 
blindness” and “one-sided” innovation processes.



Hot Spots of Service Innovation
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Karl-Werner Schmitz designs new 
business models using bricks and 
other tangible tools. Sales person-
nel fi nd they are able to convince 
customers with these haptic sales 
aids. His motto: “grasp instead of 
seeing and hearing.”

If the building brick with the label 
“manpower” is pulled out from un-
der a wooden house, it collapses. 
Other wooden elements with labels 

such as “mortgage” and “savings” can no longer provide sup-
port. Sales trainer Karl-Werner Schmitz has a solution: he 
puts the house inside a frame with the caption “life insurance” 
– suddenly the house is able to stand with no problems. “Cus-
tomers assemble the wooden elements themselves during a 
consultation and perceive with the aid of this simple tool what 
forms of security are necessary for building a house,” says 
Schmitz.

“The current fl ood of information is so great that both aural 
and visual channels are totally overloaded; people have devel-
oped an automatic resistance,” comments Schmitz. “A clas-
sical brochure will make little impression.” Instead of hearing 
and seeing, he primarily depends on the sense of touch – the 
proverbial grasping of facts. “We have completely lost sight 
of the senses of feeling and touching,” he says: “Everything 
is printed or reported and the sense of touch is neglected, 
although this is a far more effective approach for the learning 
process, and a far better method of getting through to cus-
tomers.” In an era of over-stimulation, haptic selling therefore 
holds great promise for the future.

To demonstrate the importance of a private pension fund to his 
customers, Schmitz developed a model with play money: the 
heavy coins represent the percentage of income. The board 
has individual sections labeled with captions such as “rent” 
and “household expenses.” Customers place the coins on 
the board to represent the distribution of their income. Then 
Schmitz removes half of these coins and states: “This is what 
is left if you are no longer able to work.” The simple method 
with the ultimate shock factor has already prompted many of 
his clients to give thought to the need for better insurance.

“It makes a tremendous difference whether I provide the client 
with abstract percentage fi gures, or offer a tangible concept,” 
according to Schmitz. He now sells his models to banks and 
insurance companies and also gives lectures on haptic selling. 
“The strategies are universally applicable. I explain the funda-
mentals, but my buyers must develop appropriate models for 
their particular business.”

Digital trading cards connect the world of classical trading 
cards with the world of computer and video games. A highly 
innovative technology is utilized to bring normal paper to life. 
The cards can either be used as a classical card game, or as 
an online game.

Interlinking classical and multimedia games creates a totally 
new playing experience in which the trading card collector 
receives the currently unique opportunity to play in the vir-
tual (online) world with his real set of cards. The play table is 
transferred from the school yard to the internet, enabling play 
at any time, without the necessity of the physical presence of 
an opponent. 

Menippos GmbH develops its own games around this idea. 
A consistent technology transfer is utilized to integrate the 
best innovations for market-ready applications. This guaran-
tees that customers have the continuous availability of new 
innovative game systems.

Digital trading cards make millions of 

children happy 

Menippos GmbH

Sales trainer Karl-Werner
Schmitz at the table with
his sales aids

24

“Coming to grips” with the aid of building bricks:

tangible models are a substitute for sales brochures 

B & S Haptische Verkaufshilfen GmbH

Contact

B & S Haptische Verkaufshilfen GmbH

Wellerscheid 49

D-53804 Much

www.haptische-verkaufshilfen.de

Contact

Menippos GmbH

Weststraße 49

D-09112 Chemnitz

www.menippos.de

Hot Spots of

Service Innovation
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DATEV eG

Accounting for the future

The demands of companies on tax and accounting offi ces are 
steadily increasing. In addition to documents required for the 
tax authorities, companies need corporate tax evaluations, 
and business consulting for presentation to banks. This can 
now be delivered in greater detail by tax accountants – with 
the aid of DATEV.

Up until now, companies have compiled their documents in 
fi le folders, which were delivered to their accountants at regu-
lar intervals. Company accounts and evaluations were sub-
sequently compiled on the basis of these documents. This 
process demanded substantial time for sorting and delivery. 
More pertinently, these evaluations were only of limited use 
to the company as they were soon out of date due to the long 

processing time. Now digital 
documentation can substan-
tially improve the processes, 
and above all the quality, of 
accounting. 

Daily accounting provides the 
basis for better information 
and advisory performance 
– from accounts receivable 
management to control ling. 
Businesses no longer need 
to collect and sort their 
documents and deliver them to and collect them from their 
accountants – instead everything that goes to DATEV is 
scanned. Through this form of transfer, the “document pho-
tos” are automatically sent to a data processing center. It is 
also possible to transfer the documents digitally via fax. The 
digital documents arrive immediately at the accounting offi ce 
and can be entered into the software system. This accelera-
tion process means higher informative value and quality in 
the area of fi nancial accounting and brings advantages for 
both tax accountants and businesses.

Contact

DATEV eG

Paumgartnerstraße 6 – 14

D-90329 Nürnberg

www.datev.de

Hot Spots of 

Service Innovation
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The ver.di department Innovation and Excellent Work ad-
dresses the new topics and challenges of a constantly 
changing employment world with the aim of developing and 
implementing solutions, which are socially acceptable and 
advantageous for employees in a collective discussion on the 
structure of the employment world. This ver.di department 
supports the issues protection, participation, humane work, 
social integration, sustainability, increase in opportunities, and 
the strengthening of gender democracy.

Innovation and Excellent Work is open to the pursuit of new 
paths and the utilization of new forms of communication. One 
relevant example is the online campaign “Online rights for em-
ployees” which is exclusively implemented on the internet with 
the primary aim of campaigning for employee data protection 
laws.

The ver.di department homes in on suitable topics and proj-
ects in communication with voluntary and full-time ver.di 
representatives, academics, and consultants oriented toward 
employee needs. An example is the project which was set up 
to develop the DGB index “Quality of Work”, jointly developed 
by the DGB and individual trade unions, in which a differenti-
ated description of the quality of work in Germany and in busi-
nesses from the employee aspect was compiled with a view 
to further action.

A further example is the research project “E-Union”. This proj-
ect makes a contribution to the enhancement of the negotiat-

ing ability of trade unions and works and staff councils in the 
“information and knowledge society”. It also develops utiliza-
tion possibilities via electronic media for trade union purposes 
(E-Union), e.g. “Wiki Excellent Work” or the online survey tool 
for the monitoring of innovation cultures in companies from 
the aspect of in-house representation of interests. The latter 
is a subsequent development following on from the ver.di-In-
novation barometer that was developed in cooperation with 
the TU-Munich.

The department of Innovation and Excellent Work is involved 
in numerous further projects and cooperations with works and 
staff councils and also with consultants and experts closely 
involved with employee-oriented issues. This department has 
an open-minded approach to new innovative paths and for 
this reason also tests new working and structuring methods.

Information and knowledge carriers are networked

The ver.di Department Innovation and Excellent Work

Contact

ver.di – Vereinte Dienstleistungsgewerkschaft

Bundesvorstand

Paula-Thiede-Ufer 10

D-10179 Berlin

www.verdi.de 

Hot Spots of

Service Innovation
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Lufthansa Global Tele Sales 

Baggage tracing and more …

Whenever a Lufthansa passenger reaches his destination 
minus his case, the colleagues from “Lufthansa Global Tele 
Sales” will always succeed in tracking down his baggage re-
gardless of where it has been lost.

In the neon-illuminated offi ce in the Adlershof “Kaufl and” 
building, members of staff with headsets are sitting at their 
computers. Some of them are smiling and others are scruti-
nizing their monitors: the atmosphere is calm and noticeably 
peaceful. It is hard to believe that the “Baggage Call Cen-
ter” (BCC) is the crisis zone at “Lufthansa Global Tele Sales” 
where irritated passengers ring up when they are unable to 
locate their case or back-pack. After only a few mouse clicks 
on the computer in the so-called World Tracer, Lead Agent 
Sören Holm is able to pacify the woman who has rung him 
from Singapore and inform her that he has tracked down her 
trolley bag in the airport of a large Australian city. It has taken 
only two minutes to sort out a problem on the other side of 
the world.

The approximately 40 agents in the BCC 
fi eld these sorts of enquiries every day 
from all round the world from 7:00 a.m. 
to 10:00 p.m.. Nearly all colleagues 
here are career changers with previous 
occupations ranging from gardener to 
qualifi ed business administrator: all must 
have an excellent command of spoken 
English and have the ability to work un-
der pressure. Although the percentage 
of lost baggage remains within the one-
in-a-thousand range, the staff at the Adlershof receive around 
500 calls daily, as the total number of air travelers is still on 
the increase. In the case of snow chaos, there have occasion-
ally been double as many calls.

Sören Holm was originally a qualifi ed carpenter and has dur-
ing his fi ve years of service at the BCC developed a high de-
gree of sympathy for disgruntled customers with medicine, 
important business documents or Christmas gifts in their 
missing baggage who have demanded swift help or compen-
sation. Although he has been successful in helping the ma-
jority of callers, he has now become reluctant to hand in his 
own baggage. “Maybe this is a sort of occupational disease”.
In addition to the “baggage tracers”, the “General Information 
and Reservation Call Center” (GenRes) of “Lufthansa Global 
Tele Sales” (GTS) is also located in the Adlershof. Here it is 
possible to book fl ights, reserve seats, or order vegetarian 
in-fl ight meals.

BMW World

The total experience of BMW world: 

“The art of being BMW”

The multifunctional BMW World building offers a comprehen-
sive experience for visitors, neighbors, and customers. Guests 
from round the world are provided with an intensive experi-
ence of the world of BMW, ranging from the latest trends and 
technology and design exhibitions, to the emotions of owners 
receiving their new BMWs.

The BMW World is a signifi cant interface linking the car mak-
ers, the brand, the products, and their environment. Together 
with the BMW Works and the BMW Museum, the BMW World 
provides a logical unit: an all-round BMW experience.

The core of BMW World houses 
an individual and personally de-
signed automobile delivery area. 
Around 45,000 vehicles are de-
livered here annually to custom-
ers from all over the world and 
around 850,000 visitors are ex-
pected every year. After only the 
fi rst fi ve months this year, the one 
millionth visitor was counted at BMW World. In addition to 
the exclusive presentation of all automobile series and motor-
bikes, multimedia shows and exhibits provide an insight into 
research, development, design and production, and permit a 
comprehensive experience of both the BMW company and 
its brand. BMW World also contains an event forum equipped 
with the latest technology for all types of events: exhibitions, 
conferences and live broadcasts, take place here and ad-
ditionally receptions and seminars. The Junior Campus pro-
vides a separate experience area with new scientifi c fi ndings 
from children’s and youth research for 7 to 13-year-olds and 
pupils from 2nd to 7th grade in which “mobility with all the 
senses” is waiting to be discovered.

Contact

Lufthansa Global Tele Sales GmbH

Rudower Chaussee 12

D-12489 Berlin

www.lufthansagts.de

Contact

BMW Welt

Am Olympiapark 1

D-80809 München

www.bmw-welt.com

Hot Spots of 

Service Innovation
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Prisma GmbH/Fraunhofer IPK

Gryphos – mobile detection service

Gryphos offers mobile internet services and special detec-
tion services and therefore, provides two separate solutions 
for the market, which are utilized on the one hand within the 
area of security supporting detection services (concerning 
market and consumer protection) and, on the other hand, 
within the area of mobile skin detection. Users and inter-
ested persons can fi nd information on particularly striking 
examples of recognition statistics on the internet portal. 

This includes concrete new statistics on skin recognition and 
current product counterfeiting favorites. Users can log on 
and download mobile solutions, which enable them to verify 
original products of certain manufacturers, report imitation 
products, and submit enquiries on particular skin character-
istics while on the move; these enquiries are subsequently 
addressed with the aid of partially automated processes. 
This model provides manufacturers with protection against 
counterfeit products and simultaneously offers a quality con-
fi rmation service for customers and users. Within the world 
of medicine, the model can help to reduce the number of 
high risk patients with diseases in advanced stages, which 
are diffi cult to cure, thanks to its high quality identifi cation 
and sensitization processes.

Via transaction-linked extra services, which are subject to 
charge and provide specifi c diagnoses and concrete support 
services, a direct dialogue is set up with manufacturers or 
with dermatologists and the telemedicinal center and also 
documented. The portal provides concrete support in the co-
ordination of further steps. Normally as a fi rst step, a couple 
of simply produced mobile pictures are suffi cient as a basis 
for documentation that is sent to the appropriate service; the 
ensuing results of the analysis determine the next steps. Pre-
mium services provide a highly effi cient augmentation to the 
actual utilization case and the direct local treatment. In the 
case of skin recognition, this takes the form of repeated docu-
mentation of specifi c skin areas during the course of treat-
ment. The photos are automatically transferred, allocated, 
and evaluated and appointments are arranged online.

Odersun AG

Photovoltaics to go – pack the sun in your bag!

The sun doesn’t shine every day. 
It is however possible always to 
have the sun in hand: new life-
style products provide electricity 
originating from solar energy for 
people on the move. The solar 
technology company Odersun AG 
in Frankfurt/Oder is one of the 
companies addressing this trend 
and not only provides cost-effi -
cient solar modules for roofs and 
solar parks, but also manufac-
tures Solar4you products aimed 
at pioneers who wish to have ac-
cess to mobile solar energy dur-
ing the course of their active day.

The unique feature of this series is less environmental func-
tionality, but more prominently attractive design! For this rea-
son, Odersun works with specialized producers to develop 
fl exible solar modules, which blend harmoniously within the 
form language of the product design.

A relevant successful example is a solar bag known as 
“POGO Solar”, which was the fi rst product in the Solar4you 
series. For this bag, manufactured by the Berlin fi rm Bagjack 
– which has gained a reputation for its urban functional bags 
– a solar module laminated in foil, was specially developed 
and integrated in the pocket fl ap. “The important factor”, ac-
cording to Stefan Schwarzer “was to ensure that the bag did 

not have the appearance of a technical toy, but that the de-
signer module should be perceived as an integral part of the 
bag.” These products do not only look good, but are also veri-
table energy packs: the generated electricity is suffi cient to 
power USB-compatible end devices such as mobile phones, 
MP3 players or GPS gadgets. The prime factor: even when 
the sun is not shining, the equipment still has plenty of juice: 
an intermediate charger stores solar energy and transforms 
the bag into a mobile power socket, which can function miles 
from any electric power supply.

It is perfectly feasible for a whole palette of consumer prod-
ucts to be operated with the aid of this technology: for ex-
ample cool boxes, garments or even trailers and automobiles. 
Odersun is currently working on camera and laptop bags that 
are designed to supply the corresponding end devices with 
electricity. A certain amount of pioneer work is still required 
before these products are marketable, but the solar bag 
“POGO Solar” is all ready to go.

Cell production at
Odersun AG
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Contact

Prisma GmbH/Fraunhofer IPK

Lahnstraße 25–27

D-12055 Berlin

www.prisma-edv.de

Contact

ODERSUN AG

Im Technologiepark 7

D-15236 Frankfurt (Oder)

www.odersun.com
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Buy yourself a better world!
Utopia.de was launched on November 8, 2007 with the motto
“Buy yourself a better world” as the fi rst independent con-
sumer platform for strategic consumption and a sustainable 
lifestyle. The aim is to provide consumers with orientation 
in the purchase of sustainable goods, and also to provide 
impulses in response to trade and industry. Utopia.de has 
also set up an active community, which holds joint discus-
sions and evaluates practical tips presented by experts. Only 
three months following its launch, Utopia.de was voted as 
the Yahoo Discovery of the Year 2007 in the category “The 
Good Deed”. An accolade from the media followed shortly 
afterwards: the Lead Award as the best web community 
of the year. The target group potential for persons interest-
ed in ecological and socially manufactured products and a 
sustainable lifestyle, has been estimated by several studies at 
a current fi gure of 15 million within Germany.

The portal was founded by Claudia Langer. Her motivation: 
“I acted according to my convictions. With the brand Utopia 
we will ensure that an increasing number of consumers and 
companies alter their behavior in order to provide a livable 
future for our grandchildren and great-grandchildren in an 
ecologically intact and socially just world”.

Claudia Langer – founder of Utopia.de

Utopia.de

Contact

Utopia AG

Sohnckestraße 6a

D-81479 München

www.utopia.de
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Munich Airport

Europe’s most innovative airport

Munich Airport is a high-capacity infrastructure facility, ad-
venture park, and economic hub all rolled into one. In 2007, 
Bavaria’s gateway to the world was for the third time running, 
voted the best airport in Europe in the World Airport Awards 
following a global survey of 7.8 million passengers; among 
other aspects, it was the excellent range of services available, 
which earned it the award.

Munich Airport possesses the best and most effi cient trans-
fer terminal in Europe with an ultra-modern check-in system 
and premium comfort and service standards.
The airport, that was opened in 1992, is increasingly gaining 
signifi cance as a dynamically growing international air traffi c 
hub. Munich airport already ranks seventh in passenger vol-
ume among the ten largest airports in Europe.

Contact

Munich Airport

Nordallee 25

D-85356 München

www.munich-airport.de
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The scene has a hint of comfort: two young women sit on a 
leather sofa drinking lattes. A middle-aged man reading at the 
bar, is joined by another man in a dark suit. Are we in a café 
or a pub? No, this is a bank on Friedrichstraße in Berlin. One 
of the young women has just concluded a meeting with her 
customer advisor on the topics of house mortgages and in-
vestment plans, and is now discussing the conditions offered 
with her girlfriend over a cup of coffee, while the children are 
occupied in the play area. The man is enquiring about details 
concerning a retirement provision – a bank employee is offer-
ing him advisory services.

“Q110 – the Deutsche Bank of the future” in Berlin, is only 
one example of how bank branches could look in the future. 
Credit business and investment consulting take place in 
trendy consulting rooms and if the customer prefers, also in 
comfortable armchairs in the café lounge at Q110 – naturally 
always accompanied by the necessary degree of confi dential-
ity and professionalism. During the consultation, parents are 
able to leave their children in the Kids’ Corner and subse-
quently go shopping in the trend shop. “Up until now, a bank 
appointment was viewed by many as an obligation compara-
tive to a visit to a public offi ce. This is what we aim to change 
with Q110, which stands for excellent service and personal 
consultation, and is simultaneously about feeling comfort-
able, relaxed, and positive,” says Thomas Große Darrelmann, 
who is responsible for the management of Q110 at the Head 
Offi ce of Deutsche Bank.

It is not only the new comfortable atmosphere and pleasant 
surroundings in Q110 at Deutsche Bank, which are decisive 
for success, but also the new direction of customer advisory 
services. “During the development of our concept, we exam-
ined precisely what the retail trade is doing so well according 
to market research and searched for methods, which would 
better satisfy customer wishes,” comments Große Darrelmann.
 

For example, initial consultations are not held directly in 
consultancy offi ces, but in an inviting open forum with bar 
tables at the centre of the branch – this is uncomplicated and 
barrier-free. “Consultation in our forum is a new format which 
combines the strengths of the conventional cashier’s desk 
with those of a consulting offi ce,” explains Ira Holl, Branch 
Manager of the Q110 branch. The bank products are also 
displayed in a different manner at Q110. These are presented 
in “advantage boxes”: metal boxes with the dimensions of a 
paperback book containing printed product information, the 
relevant contract, an archive function for documents, and 
also a small gift for the customer. Interested persons can also 
utilize the boxes to view a fi lm with further product and/or 
fi nancial information with the aid of a special reader.

Deutsche Bank is gradually introducing the most success-
ful elements of Q110 in other locations in Germany within 
the framework of branch modernization. An exact copy of 
Q110 will not be reproduced as individual local conditions 
are taken into account during the refurbishment process. 
“Vital impulses from Q110 – our branch of the future – are 
already spreading through our entire private customer busi-
ness,” comments Große Darrelmann. The concept appears to 
be bearing fruit: the objective targeted on the opening of the 
new Berlin branch in September 2005 of gaining around 50 
percent more customers than in an investment and fi nancial 
center of equivalent dimensions, has been achieved by Q110 
month after month.

The bank with the comfort factor

Deutsche Bank

Contact

Deutsche Bank 

Friedrichstraße 181

D-10117 Berlin 

www.deutsche-bank.de 

www.q110.de

Hot Spots of 

Service Innovation



32

Porsche Werk Leipzig

The Porsche experience – the Porsche plant 
in Leipzig

A Porsche is not a normal vehicle: a Porsche is an experi-
ence. And this experience does not begin on the road, but at 
the point of its creation. This can be personally experienced 
in a visit to the Porsche plant in Leipzig. This is much more 
than a production site; it is a world in which the manufacture 
of the Cayenne, the exclusive customer center, a special in-
house racing track certifi ed by the FIA and an off-road track 
can all be experienced at close quarters. In short: a world 
which communicates the fascination for the Porsche brand. 
Additionally, a tour of the site is offered, which includes a 
look behind the scenes to accompany the Cayenne on its 
progress through the entire manufacturing process. The tour 

also includes a visit to the customer center with its exhibition 
of historic vehicles and a spectacular 360° panoramic view 
of the entire Porsche site. The experience is rounded off by a 
brief visit to the exhibition of the current product range and a 
supplementary spectacular highlight is a culinary experience 
in the in-house restaurant or alternatively a ride or self-drive 
in a Porsche. Accompanied by an experienced instructor, you 
can become acquainted with the driving quality of a Porsche 
on the internal on-road and off-road track.

With its combination of conference facilities and attractive ac-
companying programs, Porsche Leipzig offers diverse oppor-
tunities for small-scale meetings, strategy conferences, a gala 
event for several hundred participants, or an incentive event 
for customers or employees. Each event is planned individu-
ally, and is specially tailored to customer requirements. Venue 
halls, catering services, technical equipment and competent 
and friendly personnel are available to ensure great success 
for every event.

The Autostadt

The collection deluxe experience

People, cars, and what moves them. What is it that moti-
vates humans to achieve top performances? What power is 
concealed under the engine hood? And who is moving the 
economics of the future? The Autostadt invites its visitors to 
embark on a journey to the world of mobility. In a lagoon 
landscape with an area of 25 hectares, architecture, design 
and nature, provide the background scenery for a series of 
attractions: exhibitions show classic models from automobile 
history and illustrate how they set benchmarks in their own 
time.

The great variety of the Autostadt refl ects the broad orien-
tation spectrum of the global corporation Volkswagen and 
its corporate responsibility for people, culture, and society. 
For this reason, art lovers will fi nd as much inspiration here 
as those interested in the technical world and multimedia 
fans, and those searching for peace and quiet will also be 
rewarded. The Autostadt is based on the Volkswagen corpo-
rate values: it demonstrates why quality brings safety, how 
performance and sustainability go hand in hand and, how 
much customer proximity means to the company. It also gives 
an impression of the wealth of knowledge generated by its 
employees in all parts of the world and the philosophies of its 
individual markets.

Contact

Porschestraße 1

D-04158 Leipzig

www.porsche-leipzig.com

Contact

Autostadt 

StadtBrücke

D-38440 Wolfsburg

www.autostadt.de
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Sixt AG 

Europe’s innovation leader in car rental

The Sixt AG based in Pullach near Munich, is an internation-
ally operating provider of high-quality mobility services. Sixt 
is the market leader in car rental in Germany and Austria and 
one of the largest manufacture-independent full service leas-
ing companies.
Sixt offers its private and corporate customers throughout Ger-
many innovative solutions for individual mobility requirements 
in over 500 locations. The company is represented worldwide 
at 3,500 service points in over 85 countries. Sixt stands out 
with its premium products, comprehensive service, customer 
proximity, and continuous innovation. Via internet, customers 
are able to book rented vehicles at special online prices, and 
also take advantage of numerous additional services such as 
fl ight, hotel, and travel offers. 
Sixt is permanently working on the quality enhancement of its 
products and processes. A separate department is special-
ized in the transformation of new technologies into concrete 
improvements for the benefi t of its customers. Here innova-
tions are analyzed and tested in pilot projects and, if found 
suitable, ultimately launched throughout the company.

To ensure the smooth running of the rental process, increase 
the speed of processes and also work towards the better 
preservation of resources, the RFID Technology is for exam-
ple, employed in the vehicle, deployment process.
At the Sixt counter, display and other visualization technolo-
gies are utilized to provide rental offers and additional infor-
mation for the customer. Additionally, innovative IT solutions 
in customer service and automation systems for vehicle col-
lection help to improve the service quality at Sixt.
At the beginning of 2008, Sixt received the renowned “Busi-
ness Traveler Award” as the best car rental company in Eu-
rope for the second time in succession. This award proves 
that Sixt was also the top performing rental company in Eu-
rope in 2007. According to the business travelers surveyed 
on central competition evaluation criteria which included a 
good price/performance ratio, effi cient rental processes, 
comfortable and transparent handling for the customer, 
the high quality of the vehicles and service orientation, and 
know-how of the company’s employees, Sixt performed sig-
nifi cantly better than its competitors.
Following the deployment of vehicles with innovative gas and 
hybrid powertrains from the second half of 2007, Sixt’s latest 
innovation is the web-based booking system via cell phone, 
which permits Sixt customers to book rental cars on all inter-
net-compatible cell phones. At www.mobil.sixt.de, customers 
are directed to a simple booking interface which adapts auto-
matically to the display of all customary cell phones. Thanks 
to the selection possibilities in the new application which is 
user-friendly, Sixt rental cars can be conveniently reserved at 
any time worldwide. This is further proof of Sixt’s position as 
innovation leader in the car rental sector.

Management Angels GmbH

Interim management as management innovation

Interim management is an innovative management instru-
ment for businesses: a new occupational concept and a fl ex-
ible, entrepreneurial, and project-oriented work method.
Management Angels have access to a pool of 1,500 interim 
managers throughout Germany, 600 of whom are personally 
familiar through joint projects and numerous meetings. Suit-
able candidates can be presented in as little as 48 hours after 
initial contact. These interim managers have an average age 
of 46 and are therefore, around 15 years younger than the 
sector average. They possess experience in a wide range of 
areas and sectors (managerial board, business management,  
and leading functions in the areas of business develop-

ment, key account management, sales, fi nance, controlling, 
turn-around management, marketing, PR, IT, and human 
res ources).
The Management Angels GmbH, is a personnel advisory 
service specializing in interim management. With its pool of 
1,500 managers, the Hamburg company is one of the mar-
ket leaders in Germany. Management Angels undertake the 
placement of competent temporary managers particularly 
in the areas of telecommunication, IT, the media, entertain-
ment, and security technology. As a specialist in the profes-
sional application of interim management, the Management 
Angels match managers and suitable companies.

The Management Angels GmbH Team

Contact

Sixt Aktiengesellschaft

Zugspitzstraße 1

D-82049 Pullach

www.sixt.de

Contact

Management Angels GmbH 

An der Alster 82

D-20099 Hamburg

www.managementangels.com
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PC-Ware Information Technologies AG

The European market leader in the area 

of IT services

The PC-Ware Information Tech-
nologies AG is one of the leading 
manufacture-independent IT service 
companies in Europe. The company 
provides comprehensive services for 
all aspects of IT infrastructure rang-
ing from the purchase of software 
and hardware, the design and imple-
mentation of complex solutions, to 
support for operational systems. The 
company’s core business consists 
of software licensing and software 
asset management. PC-Ware pos-
sesses excellent know-how within 
this area and is one of the European 
market leaders. On the basis of core 
competence in software licensing, 
an individual solution was developed 
for software asset management that 
guarantees transparency in the in-
ternal IT landscape, legal security, 

increased effi ciency, and cost reduction. The IT service com-
pany also offers its own software solutions within the areas of 
e-government and e-business.

Through its intensive cooperative partnership with its cus-
tomers, PC-Ware displays competence in projects involving 
large-scale companies, public authorities, and medium-sized 
businesses. A specially tailored range of services is available 
for these customer groups. PC-Ware employs highly qualifi ed 
staff who provide support and advice in the supply, design, 
implementation, and operation of IT infrastructures. Complex 
IT processes and services are created in both international 
and local regional projects. Complete system house services 
are offered for hardware and IT infrastructure in the German-
speaking countries Germany, Austria and Switzerland. The 
PC-Ware MultiVendor Software Support offers telephone as-
sistance 24/7 in several languages, which is handled in all 
cases by a single expert throughout.

Dr. Knut Löschke –
Founder and Board 
Chairman of the PC-
Ware Information 
Technologies 

Contact

PC-Ware Information Technologies AG

Blochstraße 1

D-04329 Leipzig

www.pc-ware.com
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UnternehmerTUM GmbH, Center for Innovation and Start-ups

This is where business careers start

Entrepreneurial thinking and activity are indispensable for 
economic success in global competition. The non-profi t Un-
ternehmerTUM GmbH is a Center for Innovation and Start-
ups at the Technische Universität München (TUM). Un-
ternehmerTUM, founded in 2002, currently employs 40 staff 
and is one of the leading centers for innovation and start-ups 
in Europe. The encouragement of entrepreneurial talents and 
opportunities within the areas of start-ups, innovation, and 
qualifi cation measures represent the core activities of the 
center. UnternehmerTUM is committed to the recognition of 
opportunities, the testing of concepts in a real environment, 
and the implementation of business concepts.

Start-up
UnternehmerTUM develops entrepreneurial opportunities in 
collaboration with innovators and start-up teams to produce 
sustainable business models. Promising start-up projects 
are supervised throughout the various phases of corporate 
development – from business planning, fi nancing, to the or-
ganizational structure of the new company. Twenty start-ups 
annually are accompanied throughout this initial phase.

Innovations
Thanks to the systematic testing of a new business concept, 
it soon becomes clear whether a concrete business oppor-
tunity is really viable – or not. Excellent teams receive sup-
port in the testing of their concepts for new products and 
services through a systematic innovation process. With the 
aid of prototypes, the relevant aspect of the business con-
cept is visualized, and valid feedback retrieved from potential 
customers.

Qualifi cation
In lectures, seminars and special support programs, Un-
ternehmerTUM provides students and academics with busi-
ness know-how and key competences to enable them to 
achieve success as business founders, entrepreneurs, or 
company managers.

Accor Hotellerie Deutschland GmbH

Check-in in virtual reality

Guests design hotels according to their own concepts and 
employees test new services in virtual spaces – “virtual real-
ity” is entering the hotel business. In cooperation with the 
Fraunhofer Institute for Industrial Engineering and Organi-
zation (IAO) in Stuttgart, the Accor Hotellerie Deutschland 
GmbH, Germany’s market leader in hospitality, digitalized an 
entire Ibis Hotel with the aid of the so-called ServLab and 
transformed it into virtual reality. The virtual space in the 
Fraunhofer Institute offered the opportunity of simulating the 
entire range of service processes within an extremely short 
time to allow these processes to be adapted to guests’ re-
quirements. 3D spectacles give the impression of actually 
being able to move around in the digital spaces.

Accor is particularly committed to hospitality through passion 
in its over 4,000 hotels worldwide. In Germany, Accor Hotel-
lerie offers its guests a portfolio of around 330 hotels ranging 
from the luxury to the budget class under the various brand 
names Sofi tel, Pullman, Novotel, Mercure, Suitehotel, Ibis, all 
seasons, Etap Hotel and Formule 1.

Contact

UnternehmerTUM GmbH

Zentrum für Innovation und Gründung

Lichtenbergstraße 8

D-85748 Garching bei München

www.unternehmertum.de
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Contact

Accor Hotellerie Deutschland GmbH

Hanns-Schwindt-Straße 2

D-81829 München

www.accorhotels.com
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“We have learned that services 
are the motor of technical innovation.”

Prof. Dr. Prof. h.c. Dr. h.c. Ralf Reichwald 



Summary

Summary 

Service innovations are a key to achieving growth and com-
petitive advantages for businesses. For this reason, innova-
tion cannot be left to chance, or undertaken on a random 
basis. The more promising fi ndings from engineering studies 
are now being adapted to the systematic development of ser-
vices. First and foremost, these modifi cations address the 
immateriality of services and the importance of interactions 
with customers in the service generation process. Figure 1 
outlines the basic landscape of interaction required.

Important for businesses
Services can be systematically developed in a manner that is 
similar to the development of material products for the pur-
pose of  

■ reducing costs
■ shortening development periods
■ improving the chances of market success.

An essential element of service development models is cus-
tomer involvement. Service engineering process models help 
to defi ne and structure all phases of development from con-
cept generation to the launch of a market-ready service.

Source: H.-J. Bullinger/P. Schreiner, 2006.

Fig. 1: Interaction process for services
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As services become more intertwined with products, it is 
not surprising that engineering models, initially developed 
to structure production of tangible products, are being ex-
panded to the development of services. Given the increasing 
economic importance of services (whether or not they are 
connected with tangible goods), it is useful that these mod-
els provide ways of systematically considering the elements 
of service. Ideally, these models help companies reduce 
the costs associated with the development of new offerings, 
shorten the period of time required to develop new service 
ideas, and signifi cantly improve the chances that the services 
delivered are appreciated by the market.  

The translation from product to services, however, does re-
quire signifi cant modifi cation of established models. The im-
material nature of services often makes communication diffi -

cult. It is hard for different actors to imagine the promise of 
something new they cannot see or touch. When development 
is underway, different parties involved in service delivery are 
likely to work with different ideas of what is being developed. 
These problems must be considered as part of the service 
development process.   

Effective communication with customers is particularly impor-
tant. Often customers defi ne a desired service. It is more and 
more likely that they will be actively involved with service de-
livery. The intrinsic involvement of customers therefore must 
be a part of the systematic development of services, typically 
to a much greater extent than in product development.   

Requirements of service engineering  
An ideal model for the systematic development of services, 
according to Bullinger/Schreiner (2006), divides the service 
process into six elements, as shown in Figure 4. Each element 
represented in the model does not have to be approached in 
the order shown. However, each element should be reconsid-
ered as other elements are defi ned.

Development methods are available to support the individual 
phases of the model shown. In the analysis phase for the es-
tablishment of customer requirements, for example, methods

Background

An Overview of Service 
Engineering Models

Service Engineering Models

Procedural service engineering models 
help defi ne and structure the development 
of service processes. The models divide the 
development process into individual steps from 
concept generation to the launch of a market-
ready service.
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Background

According to C. Gill/V. Liestmann/H. Keith, 2004. 

Requirements …  Specifi cations

… for the model in general 

… for the development process

… for the utilized methods and tools  

… for the description of design 
results

… for the representation of the 
design results

■ clarity and lucidity through a uniform, hierarchic structure
■ individual utilization of individual model components
■ integrated utilization of all model components
■ reduction of components and interfaces to a minimum
■ model completeness
■ clear allocation of individual development information to relevant 
 model components

■ structuring of individual development phases from a general outline 
 to details about each phase
■ consideration of fundamental operations
■ decoupling of development stages

Fig. 2: Requirements of service engineering according to Gill, Liestmann and Keith

■ clear allocation of methods to development stages
■ clear allocation of tools to methods
■ selection of time-saving, user-friendly, and practical methods
■ comprehensible, uniform structure for methods and tools

■ utilization of constitutive characteristics for describing 
 design results
■ general comprehensibility of vocabulary

■ early visualization of design 
■ easily comprehended symbols
■ limited number of symbols to simplify learning and use
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such as customer surveys in written or oral form, internal cus-
tomer data, and lead-user concepts can be of help. The com-
pilation of specifi cations can be performed in the conceptual 
phase through capacity planning and allocation of resources. 
During the development of the service, case-specifi c devel-
opment methods and tools, information, and communication 
systems are employed for the design of new services. 

The newly developed service is the result of all phases of the 
model. Systematic development within this context can be 
applied to the development of the service concept itself and/
or to the process whereby it is delivered. In practice however, 
the utilization of the elements of service engineering should 
be expected to vary depending on the size of the business, 
sector, and competition. 

Since the details vary by type of service, provider, and con-
text, each phase of the model will not be considered in detail. 
However, three structure dimensions (potential, process, and 
result) facilitate comprehensive consideration of the service 
being developed.  

Potential
To assess the potential of a service innovation, the resource 
inputs that are necessary for its creation should be exam-
ined. These include employees, information, and commu-
nication systems, as well as the knowledge status of both 
service provider and customer. The quality of a service is 
decisively formed, for example, by employee qualifi cations. 
As the creation of a service is performed in cooperation with 
the customer, it is also defi ned through the potential quality 

of the customer requiring the service. Figure 2 systematically 
summarizes input requirements for quality service.  

Process 
One or more service providers, and one or more receivers, 
are involved with service generation. Their respective poten-
tial must be assessed as a second step in evaluation. The 
service creation process is set in motion through the inte-
gration of the customer as a factor outside of the providing 
organization(s). This interaction triggers a process in which 
cooperation with the customer takes place.

The structure of the interaction is of particular signifi cance. 
Unifi cation of service provider and receiver necessitates will-
ingness and ability to integrate on the part of both actors. The 
customer-specifi c requirements increase as the necessity for 
interaction in services processes increases. 

Fig. 3: Construction of architecture for service engineering

According to C. Gill/V. Liestmann/H. Keith, 2004.

Development process

Development methods

Development instruments

Technical service
D

e
v

e
lo

p
m

e
n

t 
s

y
s

te
m

a
ti

c
s

Control components

Design results

P
otential

P
rocess

R
esult

43



“The daily challenge to be mastered is to put into service a 
highly heterogenic structure with its wide range of different 
actors for the achievement of a common goal: these are the 
550 public authorities, airlines, and other businesses with their 
specifi c interests, the industrial workers in the apron and the 
service personnel in the terminals, the aspired passenger 
comfort, and the steadily increasing security requirements – 
all these elements must come together to give the impression 
of a unifi ed whole from a passenger perspective.”

Dr. Michael Kerkloh



Optimum structuring of interacting with service receivers 
is a signifi cant factor for economic success. Both planning 
and standardization of service process dimensions are ham-
pered through information defi cits on the part of the service 
providing company about the receiver of intended services. 
Similarly, the involvement of the receiver can be reduced (or 
nullifi ed) by lack of information about the service creator. 

Result
The result of service is more than the service process itself. 
On the one hand, the customer assesses the fi nal result of 
service performance, but, on the other hand, subsequent 
involvement is affected as well. Systematic service develop-
ment must consider the requirements of the customer for 
both result components.

In the model according to Gill, Liestmann and Keith, shown 
in Figure 3 above, the development process, development 
methods, and development instruments are all elements of 
the systematics of development. The aim of the development 
process is to generate a formulated and evaluated service 
concept. Through this concretization, the individual elements 
of the service are listed, and the feasibility and marketability 
– i.e. cost-benefi t equation – are tested. The compilation of 
detailed processes for each element of the service process 
helps providers conceptualize how the service is to be per-
formed with the aid of relevant development methods. These 
methods represent a systematically applied and well-ground-
ed approach, that brings service delivery to an operational 
level. The phase model in fi gur 4 provides an overview.

Source: H.-J. Bullinger/P. Schreiner, 2006.
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Fig. 4: Phase model of service engineering
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Dr. Kerkloh, Munich Airport has 
just been voted the best airport in 
Europe 2007 at the World Airport 
Awards. What distinguished 
Munich Airport for this award and 
what role does service excellence 
play in your exemplary activities? 
It is indeed a great success, and 
Munich Airport has won this 

award three times in succession. Furthermore, the popularity 
displayed in a survey of over 7.8 million passengers that led to 
the award correlates with an increase in passenger volume of 
around ten percent. The fact that we were able to uphold our 
service and quality standards during a growth phase of these 
dimensions is primarily due to the approximately 30,000 em-
ployees who bring the airport to life.
Without effi cient cooperation between the airport company, 
airlines, public authorities, and businesses located in the air-
port, we would not have succeeded in scoring this amazing 
“hat trick”. No airport is so to speak “pre-destined” for this 
type of award – the accolade must be earned anew every 
year. Ultimately, our success is based on the permanent ef-
forts of all employees to continue the optimization of services 
offered. 

Did you meet particular challenges?
The daily challenge for a highly heterogenic structure with a 
wide range of different actors is to achieve a common goal. 
The airport brings together 550 public authorities, airlines, 
and other businesses, each with their specifi c interests. They 
represent industrial workers on the apron, service personnel 
in the terminals, and many, many other actors. We have to 
think about everything from passenger comfort to steadily in-
creasing security requirements – many elements must come 
together to give the impression of a unifi ed whole from a 
passenger’s perspective. 

What does innovation management mean to you in this 
context?
Air transportation is a sector, that by nature goes hand in 
hand with technical progress. However, a successful airport 
must also be prepared for continuous renewal over and be-
yond the technical capacity of processing air traffi c. Innova-
tion must consider information and communication, security, 
and “non-aviation services” not directly connected with air 
transportation.

Seen against this background, it was clear to us that the will-
ingness for innovation and change must become an integral 
element of our corporate identity. We welcomed change and 
made active efforts to encourage it. Innovation management 
for us entails the provision of structures in which new solu-
tions can be achieved. In 2008 for example, we have created 
a separate innovation budget as a jump start for new corpo-
rate concepts. 
 
What can passengers of the future expect to experience at 
Munich Airport?
Demographic changes will bring new customer groups to the 
airport. In the year 2035, almost half of the population will 
be over 50, and it is vital to react to this development. This is 
why one of our tasks is the new concept of an “age-appropri-
ate” airport. Issues to be considered include, for example, 
the signposting for the gates: what dimensions are ideal, and 
which colors can be recognized easily? 

More broadly, we aim to make traveling an experience for the 
future. We are acting on the assumption that mobility require-
ments will continue to increase, and view our task at Munich 
Airport as being the fulfi llment of these requirements in an 
effi cient, environmentally sound, and practical manner. Our 
overall objective is to justify the outstanding accolade of our 
air passengers refl ected in the World Airport Award of 2007 
through excellent services offered in the future.

Munich Airport
Superior Service Receives its Reward

Interview

Dr. Michael Kerkloh

Dr. Marcus Kölling, Executive Director of the Center for Leading Innovation & 
Cooperation, in conversation with Dr. Michael Kerkloh, CEO, Munich Airport
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Systematic Service Development 

at Munich Airport

Munich Airport aims to be the most effi cient and attractive 
airport hub in Europe by 2010. With innovation management 
based on the concept of service engineering, the airport is 
not only reacting to social and technological change, but also 
to the increasing intensity of competition within the air trans-
portation sector. 

The development phases of service engineering have been 
derived from engineering sciences to help the airport struc-
ture technical innovation and harmonize these processes 
with superior services. This systematic process is supported 
by an innovative corporate culture that encourages employ-
ees to test new concepts, be curious, and produce new 
ideas for future services. The organization has named an 
interdisciplinary innovation team for the generation, design, 
and evaluation of innovative concepts. Their idea pool has 
received a series of awards. 

The fruits of service engineering at Munich Airport are im-
pressive. For example, in partnership with German Lufthan-
sa, an innovative operational model has been established in 
Terminal 2. One innovation involves decreasing minimum 
connecting time – i.e. the shortest time between landing and 
renewed take-off. In Terminal 2, that time now is only 30 
minutes. To achieve this impressive result, however, a com-

pletely new, fully automatic, standardized baggage process-
ing system had to be designed and put into operation. 

A wide range of additional process innovations, including 
wireless communication, a car pool system, a GPS position-
ing system, Airport Collaborative Decision Management, and 
an integrated checking-in service were introduced at the air-
port, and have set new standards for the sector. Spacious 
halls fl ooded with light, an optimum indoor climate, and  
quiet acoustic conditions, support passenger movement. 
There is also substantial space for eating and shopping. The 
modern retail and catering concepts include: 

■ Shop in the Box: order before take-off and collect 
 on return
■ Muc-Card: the fi rst German airport customer card
■ Spazio Italia: target-group-oriented regional cultural 
 restaurant.

Transferring passengers and those waiting to board a fl ight 
who utilize these and other facilities create both added 
value and employment. The fl exible utilization of the airport 
includes the free space between the terminals. It not only 
houses a summer beer garden, but provides the opportunity 
for special events such as volleyball tournaments.

Practical Example 

49



50

Conclusion

Service engineering methods 
The high degree of interaction between customers and or-
ganizations should not be left to chance. In the past, only 
a small number of companies possessed methods for an 
integrated and consistent approach to service development 
processes. The service engineering models just summarized 
show that services can be separated and systematically sup-
ported, even in the early phases of their development, by a 
wide range of companies.

Implications for practical utilization
Service engineering process models provide organizations 
with clear guidelines for the development of services. The 
Munich Airport example shows that market-ready services 
desired by customers create competitive advantages. Com-
panies that utilize this approach can substantially increase 
their chances for similar success from service innovations. 
Each organization should utilize tools and methods tailored 
to their individual requirements. The duration and intensity 
of the individual phases of the development process are also 
dependent on the individual company, and the sector(s) 
within which it competes.

Implications for research
Given the increasing dominance of service in economies 
around the world, it is highly desirable that service engineer-
ing becomes established as an independent research focus. 
A great deal of research on product development has sup-
ported company success in Germany and other countries. It 
is possible to learn from, and go beyond, this R&D research 
on products to focus on service. This must be an interdis-
ciplinary dialogue, given the varied components of service 
development, and multiple contributors to their success.  

Implications for politics
Services provide paths for the future development of the 
German economy and all others. Government organizations 
have the task of encouraging intercommunication between 
research and business within this important and still expand-
ing domain. For example, high-wage countries can consider 
their locational advantages for knowledge-intensive services. 
This is just one of many areas of possible government activ-
ity. Services fl ourish in response to a three-way partnership 
between business, research, and government.

Conclusion



Hot Spots of Service Engineering

51



Flowline GmbH

German engineering makes waves in Hollywood

Everyone is familiar with the illustrious Oscars awarded to ac-
tors and directors. It is less well known that for many years 
the Academy of Motion Picture Arts and Sciences has also 
given awards for groundbreaking technical developments in 
the fi lm industry. In 2008, the so-called ‘Technical Oscar’ 
was awarded to the young Munich company Flowline. Estab-
lished only a year ago, the company received the award for 
software of the same name. It is a simulation program that 
digitally conjures water, wind, and fi re effects on the screen.

In contrast to the regulations for the acting Oscars, technical 
inventions do not have to have been developed in the year 
of the award; in fact, they should have demonstrated their 
usefulness over a period of time. However, the Munich fi rm’s 
invention impressed the fi lm experts in Los Angeles so much 
that the award was given the fi rst year Flowline appeared. 
The “fl exibility” of the software received particular praise in 
the award commendation, and is the factor that distinguishes 
“Flowline” from other simulation programs. 

Flowline consists of several individual modules. They make it 
possible to extract individual elements of a picture, such as 
gravity, so that water does not have to fl ow downwards as in 
reality, but might instead move in any direction that a director 
desires.  “With the aid of the program it is possible to work far 
beyond reality. Directors can, for example, create a wave in 
the form of a water demon,” explains Thomas Ganshorn, one 
of Flowline’s three inventors. 

Numerous computer programs that specialize in simulation 
are already available to the fi lm industry, but comparable 
programs on the market cannot simply exclude or integrate 
individual elements, and therefore cut out or add them to real 
physical scenes. Ganshorn says “We have already achieved 
a level that other programs simply do not have. Flowline is, 
above all, more fl exible than other program, and is therefore 
able to cope with the enormous data volume that is neces-
sary, for example, to create waves as high as mountains.” 

The Munich software fi rm has already produced scenes for 
blockbusters such as “Harry Potter and the Order of the 
Phoenix” and “Poseidon”. Ganshorn and his two colleagues, 
however, are aiming even higher. “We are planning to pro-
vide software with even greater abilities. We want to bring the 
world into the computer – and then bring it out again in even 
better images.”
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Contact

Flowline GmbH

Bavariafi lmplatz 7

D-82031 Geiselgasteig

Tel: 089 649847-0

Hot Spots of

Service Engineering
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Dieffenbacher GmbH & Co. KG

Engineering online

Dieffenbacher is an internationally operating business group 
that develops and manufactures everything from press sys-
tems to complete production plants for wood slat manufac-
turers. These future-oriented complete solutions are needed 
by the automotive industry and its suppliers. The company 
supplies all products from a single source, and develops all 
process-determining components within its business group. 
Over 70% of its business is for export. Customers can con-
tact the company at any time, thanks to its effi cient global 
sales and service network, including a 24-hour online sup-
port service. 
 
Online support has met with particular success. Thanks to 
the wide range of band widths available on the internet, new 
customer-care processes have increased customer loyalty. A 
customer’s control center can be connected to Dieffenbach-
er’s online service offi ce in real time. One-to-one contact 
means that all parameters can be jointly tracked, permitting 

intervention at any time. As an example, faults can be de-
tected and eliminated much faster than in the past, therefore 
making the customer more cost-effi cient. 

Additional online advisory services, production support, and 
specifi c customer training are also available. Individually tai-
lored service offers can be demonstrated, and if necessary, 
also tested online with the aid of this system. Again, the ad-
vantage for the customer is a higher degree of contact with 
Dieffenbacher. The supplier’s availability increases the buy-
er’s production output at lower cost, a higher turnover, and 
greater profi ts than were previously possible. These benefi ts 
create competitive advantages over competitive companies, 
and allow Dieffenbacher to achieve a high degree of customer 
loyalty and satisfaction.

Dekra AG 

DEKRA Innovation Barometer – making 

innovations measurable

The DEKRA Innovation Barometer compiles information from 
an annual survey of German service fi rms. The survey iden-
tifi es success factors as well as potential opportunities and 
risks faced by service companies. Within the framework of 
the DEKRA Innovation Barometer, indicators have been de-
veloped that also identify special features of individual ser-
vices.

The survey is conducted in cooperation with the European 
Business School (EBS). Over 4,000 companies, each with 
a minimum of 100 employees, are contacted within the Ger-
man service industry. Firms come from fi nancial services and 
insurance, information technology, telecommunication, and 
transport and logistics. In addition to these traditional service 

companies, industrial service providers from the automotive 
sector, and mechanical and plant engineering, are also in-
corporated.

Contact

DIEFFENBACHER GMBH + CO. KG

Heilbronner Straße 20

D-75031 Eppingen 

www.dieffenbacher.de

Contact

Dekra AG

Handwerkstraße 15

D-70565 Stuttgart

www.dekra.com
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Drees & Sommer AG 

Service provider for the construction 

and property sectors

Drees & Sommer is Germany’s leading company for project 
management, property consulting, and engineering. For over 
35 years, the company has set the benchmark for project 
management within the fi elds of building construction, infra-
structure, and transport. They provide development manage-
ment, superordinate contract management, process consult-
ing, and the implementation of communication tools. 

Established in 1970, the 900 employees of the German com-
pany are currently involved in around 400 projects, with an 
overall value of approximately 12 billion euros. In addition to 
ten offi ces in Germany, the company has international loca-
tions in Italy, Luxemburg, Austria, Poland, Rumania, Bulgaria, 
Turkey, Czech Republic, Hungary, Russia, United Arab Emir-
ates, Qatar, China, and Vietnam.

Project management begins with the establishment of qual-
ity, time, and cost targets. Before building, experts at Drees 
& Sommer confer with the client to establish these targets. 
They subsequently monitor adherence on the part of plan-
ners, public authorities, and construction fi rms – right up to 
punctually handing over of the project to a facility’s owners. 
With its partner model, the company spans the preliminary 
planning stages to turnkey completion with a fi xed price guar-
antee. 

Drees & Sommer has the competence to further develop 
and implement innovative technologies such as green build-
ing management and the long-term optimization of life-cycle 
costs. The company has extended its core competence in 
project management to include property consulting, with 
services such as due diligence and technical asset manage-
ment. They provide advisory services on the optimum han-
dling of property assets, and offer new fi nancing concepts. 
Within the area of organizational consulting, Drees & Sommer 
also demonstrate how specially tailored innovative working 
environments can increase the effectivity of employees.

Contact

Drees & Sommer AG

Obere Waldplätze 11 

D-70569 Stuttgart 

 www.dreso.com

Hot Spots of
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Anton Uhlenbrock GmbH

An “all-inclusive system for machines” 

service for customers

Anton Uhlenbrock GmbH in Steinfurt is a high-capacity 
manufacturing and supply company. Their primary goals are 
the optimization of customers’ machine running times, the 
achievement of a safe and failure-free production fl ow, and 
productivity maximization. The company also protects the 
value of completed investments.

“Value” is a critical term. Given the increasing saturation of 
markets, as well as greater interchangeability of products and 
services, competent customer service and high quality stan-
dards are no longer suffi cient to differentiate a company from 
other competitive fi rms. It is vital to create a feeling of added 
value for the customer. “Value-added services” is the magic 
word for excellent service management, which can only be 
achieved through comprehensive solution approaches.

Uhlenbrock meets this requirement with a service system 
called ‘Transparent and Secure Plant Availability’ (TSA). TSA 
is a comprehensive maintenance services system – the “all-
inclusive system for machines.” The concept behind this 

system is that it delivers more than mere fault diagnosis. It 
focuses on swift elimination of faults to reduce machine down 
times effectively and therefore reduce production costs.  

Cost reduction is only possible if the machine is viewed as 
a whole. TSA therefore provides life-cycle-oriented mainte-
nance and repair, which includes preventative examination 
of systems. Innovative measurement methods represent and 
continuously document individual areas through systems 
analysis. Failure points are integrally registered, and strategic 
optimization points established. This permits the Uhlenbrock 
team to actively and expertly accompany their clients through 
the entire machine life cycle, optimizing maintenance so that 
customers can concentrate on their core competences.

aixTeMa GmbH

One-stop systematic integration 

of digital solutions

The aixTeMa GmbH offers professional and comprehensive 
after-sales support for investors to protect their investments 
in Germany as well as other European countries. The inno-
vation of this hybrid German service fi rm involves synergies 
gained from closely interlocking individual services with a Eu-
ropean-wide (even worldwide) operation.

Various individual services are combined into this hybrid ser-
vice package, including:
• Technical hotline (installation support, problem 
 solving, and RMA processing)
• Reverse logistics (end customer, dealers, and distributors)

• Repair workshop (error detec-
 tion, repair, replacement, and 
 disposal)
• Re-work team (modifi cation, 
 updates etc. on a large quanti-
 ty scale)
• QM team (receipt of goods, 
 test, and permanent quality 
 control)
• Rental equipment and budget 
 administration (dealers, press, 
 etc.)
• Replacement part manage-
 ment and logistics
• E-commerce team (sale of replacement parts, 
 accessories, updates, etc.)
• IT team (FAQ databank & RMA monitoring via internet)

Drawing on these integrated services, the customers of 
aixTeMa GmbH are able to monitor all processes of property 
development via an internet-based application at all times.

Founder team of
aixTeMa GmbH

Contact

Anton Uhlenbrock GmbH

Siemensstraße 41

D-48565 Steinfurt

www.uhlenbrock.de

Contact

aixTeMa GmbH

Philipsstraße 8

D-52068 Aachen

www.aixtema.de
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Service Individualization



“The human search for individuality has 
now reached the mass market.”

Prof. Dr. Frank Piller



 

Summary

Summary 

Service excellence? Competitive advantages through service 
innovation? For a long time, these statements had little mean-
ing. Today awareness in business, academic, and social sec-
tors has been transformed. The service industry is fi nding the 
strategic position it is due. We are beginning to understand its 
economic contribution.

Personalized service, or service individualization, is of par-
ticular signifi cance in this transformation. In the last few 
years the most up-to-date technology has been utilized to 
facilitate interaction between customers and businesses. The 
creative potential of both partners has become the motor of 
innovation – through mass customization (see F. T. Piller, 
2001), idea competitions (see D. Walcher, 2007), and other 
inventions. These new forms of interaction facilitate global 
differentiation for both traditional service providers and for 
manufacturing companies.

Germany has played a pioneering role within the area of ser-
vice individualization, and service researchers have facilitat-
ed and evaluated businesses offering personalized services 
for over twelve years. The following pages summarize trends 
and present examples of these achievements in service indi-
vidualization.

Important for businesses

■ The customer is the focus of traditional services, but is 
considered an external factor. Service individualization 
removes this boundary.

■ As the services sector professionalizes, standardiza-
tion of service processes evolves and becomes more 
important. For example, fast food restaurants could not 
achieve success without clear process defi nitions for 
their staff members.

■ However, the business need for standardized processes 
stands in confl ict with the customers’ requirements for 
individual and unique service experiences. Within this 
contradictory context, interactive value creation provides 
an important solution.

Interactive value creation 

Interactive value creation describes a common 
development of solutions by business and its 
customers. 
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“Today no one needs to be convinced that innovation is im-
portant – intense competition, along with fast changing mar-
kets and technologies, has made sure of that. How to innovate 
is the key question!” Peter Drucker

Peter Drucker addressed two central points in his well-known 
essay “The Discipline of Innovation” (1998): the elementa-
ry signifi cance of innovations in all business areas and the 
search for an effi cient and successful method of innovation 
management. Morten Hansen and Julian Birkinshaw (2007) 
continue the conversation by offering an excellent introduc-
tion to the innovation process. They describe how an initial 
concept is transformed into a market-ready service as a re-
sult of search, selection, implementation, and evaluation pro-
cesses. Ralf Reichwald and Frank Piller (2002) make another 
important contribution when they describe how the customer 
can play a proactive role in the innovation process as a val-
ued creation partner. This integration is characterized by a 
joint problem solution between business and customer and 
is part of a larger integration of the customer into the strategic 
thinking that guides fi rm activities. 

The challenge of service individualization

Between 30 to 50 per cent of all innovations prove to be 
fl ops, yet empirical studies show that early integration of the 
customer in the innovation process can signifi cantly increase 
innovatory success (Lüthje, 2000). How can services be de-
veloped from customer knowledge? How can customers be 
involved throughout the entire innovation process? Service 
individualization yields very useful information and connec-
tions that help providers fi nd their own unique answers to 
these key questions. Because innovation is normally accom-
panied by high investment, not answering them satisfactorily 
can threaten a company’s future. 

Customer integration in the innovation 
process

The integration of customer knowledge in value creation 
– over and above customary market research measures – 
demands a close and consistent orientation towards the cus-
tomer. Relationships have to be built up with customers in 
order to draw on their knowledge for the creation of innova-
tions. In the process, the customer’s role is transformed from 
pure consumer to a more pro-active role.

This is most often a non-monetary transfer from users to 
providers. Customers (and potential customers) provide in-
formation about utilization requirements and special service 
demands. They sometimes cooperate in the realization of the 
problem solution. The joint innovation process between busi-
nesses and customers can result in both customer-specifi c 
services (mass customization) and market-ready products 
and services for a larger clientele (open innovation). 

Background

The innovation process

The innovation process consists of the search, 
selection, implementation, and evaluation of 
ideas – steps that run successively but are 
iteratively interconnected.

Customer integration

Customer integration describes how many, if 
not all, business activities include potential 
customers.  

Service Individualization
Responding to the Voice of the Customer
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Background

As a result of the amalgamation of value creation processes 
between provider and receiver, the customer was in the past 
referred to as a “prosumer” (Toffl er, 1970, 1980). However, 
the production factors contributed by the receiver in this defi -
nition of an expanded consumer role primarily take the form of 
information about a particular product/service confi guration. 
When cooperation involves the design and perhaps consump-
tion of an individualized solution, it is more pertinent to refer 
to the customer as co-producer and even co-designer (von 
Hippel, 1998; Piller, 2001; Piller & Stotko, 2003).

A company must focus on the customer relationship in order 
to integrate customers into the innovation process. This is not 
just “relationship marketing,” which is typically presented in 
terms of a single customer transaction and assumes a pas-
sive role on the part of the customer. Customer integration 
goes a step further. It defi nes the customer as an active value 
creation partner. Management perceives the customer as 
part of the company’s cultural and social structure. The ob-
jective is not the collection of customer requirements through 
sophisticated market research methods and the subsequent 
internal implementation of these fi ndings, but the active 
participation of the customer in the innovation process (see 
M. Kleinaltenkamp, 1997; C. K. Prahalad & V. Ramaswamy, 
2000).

Mass customization

The integration of the customer in value creation is an im-
portant characteristic of mass customization, a special topic 

of this report on service individualization. Mass customiza-
tion provides goods and services for a (relatively) large sales 
market that conform to individualized requirements. The 
products and services are offered at long-term prices that 
are not that far from comparable mass-produced offerings. 

The individualization of services within this context does not 
imply a transformation of the market into exclusive niches 
as in the case of classical individual production. Success-
ful mass customizers fi nd a larger and more diverse group 
of customers willing to pay a price that is higher than, but 
still close to, that found in the mass market. The price often 
takes into account the value of information collected during 
the individualization process as well as the utility of a long-
term individual relationship with the recipient of the offering 
(Piller & Müller, 2003). Figure 1 elaborates on these ideas 
for a more complete defi nition of service individualization.

Mass customization

Mass customization provides an individual 
solution to customer problems and desires at 
prices that are comparable to those of mass 
production.

Open innovation

Open innovation involves the systematic inte-
gration of external inputs in some (and possibly 
all) stages of the innovation process.

Fig. 1: Interactive service individualization
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The successful integration of the customer is decisive for the 
success of mass customization offers (Piller & Stotko, 2003). 
As shown in Figure 1, mass customizers are characterized 
by the fact that the service cannot be performed without 
the customer. Either the customer is involved in the perfor-
mance of the service, as in the case of a haircut, or she/he 
generates information needed by the service provider, as in 
the case of a call center. This individualized information is 
subsequently incorporated into the service creation process 
(Kleinaltenkamp, 1996). 

In comparison to mass producers, mass customizers have 
unique possibilities for collecting customer information. This 
data can be utilized for more than fulfi lling an individual cus-
tomer order. It can help further development of the entire 
mass customization system, and be used to make changes 
in standard products offered to the mass market or specifi c 
niches within it. The collection of information can commence 
prior to the actual sales process at the point contact is initi-
ated. Particularly rich information can be gained during indi-
vidualized confi guration and the execution of the order and 
can be continued by following the delivery of the product 
with after-sales measures. A customer-oriented optimiza-
tion of the value creation chain is made possible through 
processing and using the generated information, though it 
should be noted that providers often fall down on this very 
last step – collecting and even processing information that 
they do not use.

The interaction processes behind service individualization
The starting point for individualized products is always the 
customer with his or her individual needs and requirements. 
At the initial purchase, these requirements are defi ned and 
subsequently transferred into a product/service specifi -
cation with the aid of a confi gurator. In an ideal case, this 
would be the point at which a comparison with production 
planning would take place; for example, the provider would 
defi ne specifi c delivery dates. 

Following the submission of the order, customer specifi ca-
tions are transformed into corresponding manufacturing or-
ders (if these are required), and transferred to appropriate 
production areas. Up to this point, the creation of the service 
has taken place purely on an information level. Only then 
can a customer specifi c offering be delivered. 

During the utilization phase, the major factor is the nurtur-
ing of the customer relationship with the aid of the stored 
customer data, e.g. through the offer of additional services. 
Customer information additionally helps not only in the sim-
plifi cation of subsequent orders, but also in the ability to pro-
cess these orders to individualized customer requirements. 
Knowledge from the information stored from individualization 
helps in the further development of the entire system and its 
offerings. It is, for example, possible to examine the width of 
available demand from the variation in customer wishes. 

The information cycle of mass customization forms a contin-
uous process. Utilizing information originating from the cre-

ation of the service does not end at the point of delivery as 
in customary business. However, broader use is only made 
possible through the close interaction between provider and 
receiver during the service creation process, and later when 
actively putting the compiled information into use.

There are costs associated with increasing interaction and 
coordination. For this reason, new information and commu-
nication technologies take on a central role in the logistic 
process. The effi cient utilization of internet technologies en-
ables effi cient direct contact between the manufacturer and 
customers in mass markets (see R. Reichwald/F. T. Piller, 
2002). Sophisticated online confi gurations and toolkits also 
play a major role in effi ciently depicting the customer-ori-
ented aspects of an offering and bringing it together with the 
customer’s wishes.

Transition from product marketer to solution providers
Mass customization and other individuation efforts entail 
radical rethinking for a product and brand-centered con-
sumer goods manufacturer. In place of a product, it is the 
interaction with the customer that takes center stage. As the 
fi nal product or service does not exist during the sales pro-
cess, it is vital that the supplier displays competence in the 
provision of solutions. This competence is on the one hand 
displayed by the design of the confi guration system, but it 
is primarily based on the competence of the seller as per-
ceived by the customer. 

Current retailers are frequently not prepared for this change 
in emphasis. They are accustomed to selling products (or 
even standard services) that are not developed in coopera-
tion with their customers. Questions about quality control 
and responsibility must also be raised here. When standard 
goods are sold, the manufacturer is responsible for quality, 
guarantee, and product liability. In mass customization a 
transformation from pure selling to the provision of a service 
takes place; the retailer is confronted with the dissatisfaction 
with the product even if the manufacturer is responsible for 
the fault. 

As a result, the retailer must ensure that a competent mem-
ber of the sales staff is present to present the product to 
the customer, receive feedback on the product, and round 
off the sales experience. However, as the size of the market 
increases, this labor intensive selling may become prohibi-
tively expensive. 

The value of customer data
Two of the signifi cant advantages of mass customization, 
are the encouragement of subsequent purchases, and the 
nurturing of customer loyalty. The customer’s desires and 
preferences are not merely utilized for the fulfi llment of the 
initial order, but also to simplify subsequent orders. Once the 
producer of the service has initially demonstrated that the in-
dividualized solution creates pleasure in the purchase expe-
rience, and is additionally delivered promptly, the risks faced 
by the customer in the purchase of individualized products 
are greatly reduced. 

Background
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Cross-selling with the supplier’s additional products and ser-
vices also can be encouraged. It is frequently possible to initi-
ate further purchases with a minimum degree of interaction 
on the basis of data already supplied. This potential can be 
utilized if the confi guration process is designed so that the 
greatest possible volume of customer information is recorded 
during the initial purchasing process, and feedback is col-
lected from the customer following delivery.

However, the possession of customer data and the process-
ing of subsequent orders can create potential confl ict. If the 
manufacturer possesses comprehensive information on the 
customer (including address data), repeat orders are more 
profi table in direct sales rather than through the retailer. Di-
rect purchase is also frequently preferable to the customer. 
Why should a retailer therefore make investments in order 
to transfer customers to a system in which the manufac-
turer harvests the fruits? How can the retailer be motivated 
to collect feedback data, and then make these available to 
the manufacturer? Is the manufacturer willing to utilize the 
information in order to cooperate in the improvement of the 
retailer’s relationship with the customer? At this point, new 
cooperation methods and distribution of profi ts must be im-
plemented in order to compensate the retailer for subsequent 
orders that are processed directly by the manufacturer.

Interaction with several sales channels and marketing 
approaches
Frequently, the suppliers of personalized services decide to 
make them exclusively available via a website, not only to 
lower transaction costs, but also to gain experience in direct 
contact with the customer. If the argument is brought forward 
that a potential product is too expensive and work-intensive 
to be offered by traditional sales channels, it might also be 
developed to be sold offl ine. 

Other suppliers of individuated offerings choose to concen-
trate on attracting customers with the experience of confi gu-
ration and order submission in settings that support human 
interaction. Products might be sold during special occasions 
such as sporting events, or during special promotion periods 
in traditional retail stores. In the fi rst case, the manufacturer 
sells directly to the end customer; in the second case, the 
retailer books a supporting team from the manufacturer and 
the sales take place in the retail store. This approach helps 
the retailer highlight the local image of his store, and his com-
petence in a specifi c area – sport shoes for example. Each 
retailer takes responsibility for the marketing before and dur-
ing the event. Here the retail industry is fulfi lling an important 
function: it enables the manufacturing company to profi t from 
customer relationships the retailer has developed. 

Background
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Mr. Mühlschlegel, which trends do 
you observe in today’s market?
The “mega-trend” of individualization 
is a global phenomenon. This shift in 
values involves an increasing yearn-
ing for individuality. The desire to be 
unique and distinguish oneself from 
the masses has great signifi cance. In 
brief: individuals have to be the focus 
as never before. 

How does adidas react to this move towards greater 
individuality?
With the help of researchers, adidas has been keeping a close 
watch on the trend toward individuation, and developing new 
product responses. The move away from mass goods towards 
individualized products has been successfully implemented 
with mi adidas, which stands for “my individual adidas.” It 
offers the customer individual mass production and person-
alization of adidas sports shoes under the motto “create your 
own.”  

How does the mi adidas concept work?
It permits all consumers to create a shoe that is individually 
fi tted to their personal requirements. This is achieved in three 
steps. First of all, specialists establish the form of shoe that fi ts 
best. Second, the features that are important for the relevant 
form of training are selected. In the fi nal step, the customer is 
able to design the appearance of his or her adidas shoe. 

With mi adidas’ customers are creating a shoe according to 
their feet and their style. The latter is for numerous custom-
ers the top priority: the wish to possess shoes that no-one 
else has. This is a practical implementation of the motto “cre-
ate your own.” Our innovative concept permits customers to 
adapt their sports shoes according to their individual require-
ments and wishes, for all types of sporting activities and per-
haps for many preferred designs.

While individual choice is the heart of the concept, great 
importance is also attached to personalized advice from the 
salesperson. This means that tips and advice on correct train-
ing methods are also provided by expert members of staff. 
They additionally record all customer information and require-
ments on a tablet PC in order to produce an individual profi le. 
This means that shoes can be reordered simply and easily at 
any time. 

Does mi adidas have attractive factors from the retailer’s 
point of view? 
This concept offers the retailer several advantages. There is 
no storage risk involved, as the product is only manufactured 
following order processing. This enables retailers to help cus-
tomers who have not found shoes in the store with a desired 
size or color. The possibility of individual designing a shoe 
with the aid of high-tech support also functions as a customer 
magnet and enhances the visit to the store as a special experi-
ence. What is more, the complete experience – measuring the 
feet, receiving competent advice, and the virtual projection 
of the fi nished shoe – cannot be substituted by a visit on the 
internet. For dedicated sportspersons, mi adidas provides a 
great incentive to visit the retailer.

A fi nal comment? 
Adi Dassler’s founding concept for adidas still holds true for 
us today. He wanted to help all sportspersons – for example, 
his company invented screw studs for the fi nal of the Football 
World Cup in 1954. That led the German squad to success 
on wet pitches. “Impossible is nothing,” his original vision, 
remains valid within the services sector.

Interview on adidas – Impossible 
is Nothing …

Interview

Prof. Dr. Dominik Walcher

Prof. Dr. Dominik Walcher, Head of the Marketing Department, Fachhochschule Salzburg, 
in conversation with Felix Mühlschlegel, Product Manager at adidas AG

Felix Mühlschlegel
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The international sports shoe industry is a prime example 
of innovative variation management. The fi ve big brands 
– adidas, Asics, Nike, Puma and Reebok – are no longer 
manufacturer themselves, but have outsourced substantial 
parts of their production. The core competencies of adidas 
and its competitors are the identifi cation of market trends 
through comprehensive market research, as well as the 
design of new products that respond to these trends. The 
nurture of a strong brand and an effi cient logistics system 
are viewed as supplementary building blocks of success in 
the sector.

Nevertheless, even the successful market leaders adidas 
and Nike are confronted by increasingly complex demands 
from their customers. Their design competence is chal-
lenged by new fashionable clothing brands. Consumers 
demand high-quality and individual shoes at lower prices, 
while customer loyalty is nevertheless decreasing. The het-
erogeneity of customer wishes makes forecasts and plans 
increasingly diffi cult. 

The results of these trends in the current environment are a 
high volume of warehouse stock, greater fashion risks, an ex-
tremely complex supply chain, and ever increasing discounts 
to dispose of unwanted products. This is complemented by 
missed turnover on products that have been more success-
ful than expected, but then are not available in suffi cient 
quantity, or correct sizes. Mass customization is increasingly 
attractive in this situation.

Mass Customization  
As a reaction to the challenges of the market, adidas 
launched its mass customization project, mi adidas, in 2001, 
following two years of preparation. The strategy of individual-
ized products achieves not only market differentiation with 
a simultaneous decrease in market risk, but also addresses 
the proliferation of variations resulting from the growing in-
dividualization of demand. In special retail stores and at se-

lected events, customers can create a unique shoe offered at 
a price that is only about a third more expensive than mass 
produced shoes.

The MC process
The mi adidas personalization process is staged as an in-
dividual service experience that leads the customer to his 
or her ideal shoe. This process begins with the measure-
ment of the customer’s feet with a foot scanner to determine 
the exact size, width, and pressure distribution of each foot. 
Then the customer discusses the scan results with a trained 
expert. 

The sales person enters the selected combination of fi t char-
acteristics into a computer. In order to reduce the complex-
ity of the shoe manufacture, and limit the delivery period to 
about three weeks after the order, individual shoe lasts are 
not produced for each customer – instead, customers are 
assigned an already existing shoe last. The size and width 
spectrum is substantially greater in this match-to-order sys-
tem than is the case with conventional shoes. It is also im-
portant that each foot can be assigned a last with different 
characteristics, since few people have symmetrical feet.

Trial shoes are available to try on in all stores. Once the cus-
tomer has selected individual function and fi t, he or she can 
test the trial shoes before progressing to the design phase. 
Here the customer selects color elements and desired mate-
rial. Finally, mi adidas offers the possibility of having a name, 
favorite club, or team number embroidered on the shoe. The 
result is mi adidas – sports for the individual.   

“mi adidas and I” – sports shoe experience research
Whereas initially the customer played a more passive role, the 
online platform developed in 2004 with the help of research 
project WINserv, provided the fi rst ever opportunity to make 
direct contact with adidas, and have a hand in the design 

Practical Example 

The sports article manufacturer Nike offers visually in-
dividualized sports shoes for running, football, and bas-
ketball under the name NikeID. The company makes 
online confi guration for a variety of models possible via 
its internet page. The shoes available are based on the 
customary model series and can only be individualized 
by customers choosing color and individual text. Once 
the customer has selected color combination and text of 
up to eight characters, the order is concluded with the 
submission of shoe size and delivery address. They are 
delivered via UPS around fi ve weeks later. The ten dollar 
price of shoes adapted to individual customer wishes is 
only slightly more expensive than standard models.
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mi adidas – Supporting an Individual 
Approach to Sports!





Practical Example 

of services and products in the mi adidas range. Between 
July and December 2004, customers were asked at the end 
of their shoe confi guration process whether they would be 
interested in participating in the customer integration project 
“mi adidas and I”. The project was exclusively developed for 
the customers of individual running and football shoes. Par-
ticipating customers were able to view their personal shoe 
confi guration via the mi adidas and I website, and fi nd out 

more about the special char-
acteristics of their shoe. Cus-
tomers were surveyed on their 
satisfaction, brand attitudes, 
and buying behavior. They also 
were able to participate in an 
idea competition that focused 
on the improvement of current 
services during the confi gura-
tion process, and the develop-
ment of new further services, 
particularly within the after-
sales area. 

In summary, adidas answers 
Peter Drucker’s question “How to innovate?” with the re-
sponse “Integrate your customers!”  Through the now 
globally available confi guration process of mi adidas, the 
company receives continuous information about its custom-
ers’ experiences and wishes. As a result, they offer better 
product/service through mi adidas. They also benefi t from 
concrete and often innovative suggestions for their standard 
range of shoes.
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The interaction with the end customer enables the mass cus-
tomizer to collect essential and reliable market research data. 
The aggregation of the data on every individual customer can 
achieve results concerning the improvement of individualized 
products and also for standard products as improved market 
information can be compiled and more exact forecasts on 
customer requirements produced. The personalized products 
and services segment provides similar market research data 
for mass production, but without the customary distortion. 
The information is utilized for the improved planning and con-
trol of current variations of products and services which are 
produced as stock. This means, that research results must 
be repeatedly evaluated from the aspect of their relevance for 
the production of standard goods. Data such as preferential 
color combinations for particular countries are vital for the 
improvement of regional products offered and forecast val-
ues. Knowledge of customer preferences enables the retail 
sector to improve its range of available standard products. It 
could be of advantage for retailers to share this information 
with other suppliers. Successful cooperation between manu-
facturers and retailers produces learning economies and 
synergies between traditional and individualized services. 
Both manufacturers and retailers profi t from the customers’ 
new shopping experience during the joint creation of the in-
dividualized product. The highly personalized service, which 
is necessary for the confi guration process and the creative 
potential for the design of a unique product, transform shop-
ping into a special experience.

Conclusion

Conclusion



Hot Spots of 

Service Individualization 
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mymuesli GmbH

Individual breakfast via the internet

The fi rst muesli individualizer in Germany offers organic 
muesli without added fl avoring or coloring. Strict foodstuffs 
controls in Germany necessitate a precise list of ingredi-
ents with exact weight proportions. That labeling is part of 
mymuesli’s inventive, yet automated solution. 

mymuesli customers can choose from a range of 75 ingre-
dients via the internet. Alongside a large number of basic 
mixtures, there are fruit, nut, and sweet extras that can be 
combined according to individual tastes. Detailed information 
is provided for each ingredient to aid the selection process. 
Once a basic muesli is chosen, and refi ned through the ad-
dition of further ingredients, customers give their individual 
muesli blend a name. The muesli mix can then be delivered 
to the customer by post, or alternatively the customer can col-
lect their mix in Passau. Additionally, gift vouchers are avail-
able for fellow cereal lovers, which can be delivered by post, 
e-mail, or even text message.

Syntops GmbH 

All the news that’s fi t to print – on a daily basis

Syntops GmbH is a start-up company in Augsburg that pro-
duces software for individualized print products. The soft-
ware controls the compilation of an individual daily newspa-
per, for example, according to the wishes of a reader who is 
able to select a combination of content from a wide range of 
newspapers and magazines via the internet. Syntops has ac-
quired the rights from publishers for the further distribution 
of original pages to their customers. Current “content part-
ners” include “Die Welt,” “Berliner Morgenpost,“ “Frank-
furter Rundschau,” “Abendzeitung München,” and “The 
Washington Post.”

A customer might choose to read the politics section of “Die 
Welt,” the business section of the “Frankfurter Allgemeine 
Zeitung,” and world news from “The Washington Post.”  
The Syntops Software compiles the individual PDF fi le and 
sends it to a digitalized printer in the vicinity of the customer. 
The entire process is fully automated. Logistic services de-
liver each subscribers’ personal newspaper early each morn-
ing to their postal address.

Syntops has won awards for its software, including fi rst prize 
in a start-up competition run by VDI/VDE, “Weconomy” run 
by the Wissensfabrik Deutschland, and a competition that 
resulted in a publication titled “365 locations in the land of 
ideas.” In addition, the company’s managing director, Gregor 
E. Dorsch, was recently voted 54th among the “Top 100 
managers 2008” by the media magazine W&V. 

In principle, the Syntops Software can be used to produce an 
enormous range of fully automatic individualized print prod-
ucts, ranging from personalized advertising catalogs, maga-
zines, and supplements, to individualized operating manuals 
for something like a new automobile. This potential expands 
the group of Syntops GmbH’s target customers beyond indi-
viduals to encompass almost every company that wants to 
respond to the current trend for mass individualization.
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Contact

mymuesli GmbH

Rößlerhofweg 6

D-94032 Passau

www.mymuesli.de 

Contact

Syntops GmbH

Werner-von-Siemens-Straße 6, Geb. 9

D-86159 Augsburg

www.syntops.de

Hot Spots of Service 

Individualization
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Wunsch & Begehr GmbH

Dreams come true with Schnupperwunsch

We are all too familiar with the situation in which we have a 
special wish, but do not know how to go about satisfying it. 
Perhaps the search is for a rare piece of designer furniture, 
the organization of a special weekend trip to Lake Garda, or 
tickets for a concert or sports event that is already sold out. 
Now – thanks to Schnupperwunsch – it is possible to sit back 
and expect our wishes to come true. 

Wunsch & Begehr GmbH is behind Schnupperwunsch (liter-
ally “taster wish”), and has been fulfi lling customer wishes of 
all kinds since 2003. The Schnupperwunsch recipient calls 
the telephone number printed on his or her gift card, and lets 
the company do the work to fulfi ll the wish. This is a “radical 
individualization in customer relationship management,” ac-
cording to Wunsch & Begehr, which is achieving a completely 
new and emotional form of customer retention.  

It is also an effi cient use of Wunsch & Begehr’s marketing re-
sources. They are revolutionizing classical one-way marketing 
with a combination of seemingly contradictory approaches: a 

universal but simultaneously individual approach to service. 
The company client that offers the gift card (as well as the re-
cipient of the Schnupperwunsch certifi cate) has an individu-
ally tailored product, yet Wunsch & Begehr does not need to 
identify the wishes of its customers to market their appeal.

There is theoretically no limit to the fulfi llment of a wish that 
is jointly organized by Wunsch & Begehr. They fulfi ll wishes 
on behalf of clients like VANITY FAIR, PAYBACK and HVB 
Wealth Management. The Wunsch & Begehr team organizes, 
researches, and arranges the widest possible range of prod-
ucts and services in the name of these companies and their 
brands – to be fulfi lled on a fully individual basis by those 
lucky enough to receive a Schnupperwunsch. 

AGENT CS GmbH 

Day to day convenience that once only 

the rich could afford  
Agent CS is a “personal assistance service.” CS stands for 
convenience service or concierge service. The company will 
meet everyday shopping and other needs, but also carries out 
extraordinary tasks for its customers, including the provision 
of concierge and butler services. 

Customers are able to reduce stress, as well as free-up time 
spent on things they fi nd disagreeable. The Agent CS team 
currently processes over 2,500 individual tasks for its cus-
tomers. There are fl exible and mobile employees available 
to their customers at all times, for general and more unique 
tasks. 

The Agent CS GmbH 
not only offers the per-
formance of individual 
services: the utilization 
possibilities of the com-
pany Agent CS can also 
be selected at will. A se-
lection of fi ve “subscrip-
tions” offered which are 
oriented towards differ-
ent types of customers 
and an additional “non-
subscription utilization” 
is also possible via the 
telephone service “Agent CS by call”. Persons who have tak-
en out an individual subscription suffer less from stress and 
the occupation with disagreeable things and can be generally 
more relaxed. The individual solutions offered by Agent CS 
offer support for the effi cient accomplishment of numerous 
everyday tasks and therefore provide the customer with more 
time for himself.  

Contact

Wunsch & Begehr GmbH

Hofmannstraße 7 (Haus A2)

D-81379 München

www.wunschundbegehr.de

www.schnupperwunsch.de

Contact

AGENT CS GmbH – Convenience Service

Berger Straße 279

D-60385 Frankfurt/M.

www.agent-cs.de

Hot Spots of Service 

Individualization
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selve AG

Unique, fashionable shoes are almost 

every woman’s dream

“Tailor made” shoes by selve fi nd a balance between the tra-
ditional craft of shoemaking, in which a personal shoe last is 
created by the shoemaker, and conventional options available 
“off-the-shelf.” The company has developed its own individual 
measurement and size system to create these individualized 
shoe offerings. Shoes come in 40 different sizes and widths 
at selve, with up to 70 different color and material variations. 

The customer coming to selve’s Munich shop will fi nd that 
both feet are measured with the aid of a foot scanner, and 
the measurements compared with the selve shoe last library. 
The company’s software recommends the appropriate shoe 
size and width, which is important because most customers 
fi nd their feet are somewhat different sizes. selve stocks basic 
models in all sizes and widths to permit a subjective experi-
ence of the shoe size combination recommended from the 
fi tting. Once satisfi ed, customers can select leather types, 
colors, heels and soles to produce their own individual shoe 
design. In addition to being ordered after personal assistance 
at the store, shoes also can be designed and ordered via the 
selve homepage. 

The company will shortly offer an even greater degree of in-
dividuality. It is producing individual shoe lasts for the fi rst 
time. Further, the product range will be extended to include 
matching handbags and men’s shoes.

Contact

selve

Sendlingerstraße 29 / Innenhof 1.OG

D-80331 München

www.selve.net

Hot Spots of  Service 

Individualization
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RoomDoctor Ltd. & CO. KG

First aid for the home by interior design consultants

The RoomDoctor offers an individual interior design consul-
tancy service for home or offi ce that is booked online via an 
internet platform, and subsequently developed locally by pro-
fessional architects and interior designers.

The RoomDoctor works completely independent of furniture 
stores, or other fi rms selling decorating items. Responding 
to conditions defi ned in the booking, the local RoomDoctor 
pays a visit to the rooms in need of treatment, examines the 
“patient,” makes a diagnosis, and presents the customer with 
a “prescription” for the swift remedy of troublesome symp-
toms. 

Through clearly defi ned services packages, the RoomDoctor 
is able to offer professional interior design services for a wide 
target of customers. For some, the internet software greatly 
lowers the inhibition threshold of contacting an “expensive” 
interior designer. Further, the RoomDoctor’s services are not 
limited to an initial consultation. They are available to the 
customer as architect/interior designers who can follow con-
struction phases, or consider multiple needs over time.

Contact

Roomdoctor Ltd. & CO. KG

Neusser Straße 374 – Alter Hochbunker

D-41065 Mönchengladbach

www.roomdoctor.de

Hot Spots of Service 

Individualization
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HYVE AG – The Innovation Company

Customized innovation created 

with customers
HYVE AG involves customers in 
the innovation process as active 
co-creators rather than passive 
service receivers. The company 
also has a multi-faceted view of 
the customer: they are seen not 
just as consumers or users, but 
also as creative designers, inno-
vators, testers, requirement and 
knowledge carriers, consultants, 
and partners. In short, customers 
are an insatiable source of new, 
inventive possibilities.

HYVE works closely with nationally and internationally re-
nowned academic institutions to provide these resources to 
client companies interested in open innovation, marketing 
communities, and online research. The internet provides ide-
al conditions for cooperation, permitting the innovative power 
of user communities to be created and tapped with the aid of 
intelligent web-based processes and tools. 

One of the foundations of HYVE’s innovation is the link they 
have forged between research and practical experience. New 
methods are tested and validated with HYVE contacts, then 
transferred to a practical level. The company also is unique 
in its experience with open innovation, industrial design, and 
web-based IT solutions. The combination of these compe-
tence areas makes HYVE AG an ideal partner for customer-
centered innovations. 

Dr. Johann Füller – CEO of 
the HYVE AG

Contact

HYVE AG

Schellingstraße 45

D-80799 München 

www.hyve.de

Hot Spots of Service 
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mi adidas

Individualized experience

In 2001, adidas initiated its project mi adidas which offers 
its customers a unique purchasing and confi guration experi-
ence, resulting in the production of individually fi tted sports 
shoes.

Customers are able to purchase individualized shoes in spe-
cial retail stores and at selected events. This permits the cus-
tomer to create a unique shoe in a combination of the three 
factors: fi tting, function, and design. These shoes are offered 
at a price approximately a third more expensive than mass 
produced shoes.

The personalization process at mi adidas is staged as an 
individual service experience, which leads the customer to 
his or her desired shoe design. This process begins with the 
measurement of the customer’s feet with a foot scanner to 
determine the exact size, width, and pressure distribution 
of each foot. Then the customer discusses the scan results with a trained expert. Trial shoes are available to try on in 

all stores. The sales person then enters the selected combi-
nation of fi tting characteristics into the computer. Once the 
customer data have been stored, it is theoretically possible 
to make subsequent orders via internet, call center, or in a 
retail store.

Through the now globally available confi guration service mi 
adidas, the company receives continuous information on its 
customers and their experiences and wishes.

“Feel the drive” – Webasto delivers customer-

specifi c solutions to auto makers

Webasto AG 

Webasto AG is one of the largest manufacturers of retractable 
roofs and auxiliary heating for the automobile industry world-
wide. It also stands out for the high level of its innovation, as 
well as comfort of its product range. The family-owned sup-
plier has around 6,200 employees worldwide. In addition to 
production sites in Germany, the company has 56 production 
plants in England, Holland, Italy, Portugal, Turkey, China, Ja-
pan, Korea, the USA, and other countries.  

Webasto’s core competencies involve the development and 
manufacture of complete roof modules, retractor and open-
topped roof systems, heating systems for automobiles (park 
heating and auxiliary heaters), and heating, cooling and ven-

tilation systems for trucks, buses, 
camper vans, boats, and special 
vehicles. Automobile roof sys-
tems include folding roofs, glass 
retractable roofs – with and with-
out solar cells – and roofs for 
open-topped vehicles. Park heat-
ing systems are available for al-
most all automobile and truck 
models. 

The company originated with the 
manufacture of bicycle parts and 
domestic appliances. The fi rst 
retractable automobile roofs were 
produced in the 1930s. In the 
1950s auxiliary heating systems 
were added to the company’s 
production range. Today their 
above-average R&D expenditures 
contribute to creative, customer-
specifi c solutions. Webasto is 
considered one of the most inno-
vative partners in the automotive 
industry. 

Alexander Lang – Director
Marketing of the Webasto AG

Contact

adidas AG

Adi-Dassler-Platz 1 – 2

D-91074 Herzogenaurach

www.adidas.com

Contact

Webasto AG 

Kraillinger Straße 5

D-82131 Stockdorf

www.webasto.de
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Service Standardization



“Service standards enable us to develop from 
a service jungle to a service garden.”

Prof. Dr. Günther Schuh



Summary

Summary 

The number of service providers is growing daily: from the 
telecommunication sector to the health service, however, it is 
rarely easy for customers to select the most suitable provider. 
When choosing a product, by contrast, standardization helps 
the customer make the right decision. 

The obvious question arises as to whether it is possible to sub-
ject services to a similar standardization process? The answer 
is not just “yes, it is possible” but “yes, they must be standard-
ized.” 

The standardization of services will play a principal role in the 
further development of a service economy. Through stan-
dardization, similar services with different characteristics and 
structures become comparable. The standardization of servic-
es also promotes reliability, effectiveness, trust, and improved 
economic effi ciency. Most important, it benefi ts the service 
receiver (see The German Standardization Strategy, 2004).

Important for businesses

■ The creation of standards in the service sector strength-
ens the innovative and competitive ability of individual ser-
vice companies.

■ Standards not only encourage economic growth and com-
petition, they protect the consumer and create conditions 
for fair and free trade.

■ Service companies that implement both company-spe-
cifi c and sector-specifi c standards possess competitive 
advantages. They decrease their transaction costs and 
are perceived as businesses that actively promote the se-
curity of their customers. 

Translator‘s note: 
The German Standardization Strategy distinguishes be-
tween “Normung” covering the development process of 
full-consensus standards (“Normen”), and “Standardisier-
ung” covering the development process of documents with 
a limited consensus by standards bodies (“Standards”). In 
the translation, the terms “Normung and Standardisierung” 
are translated by the English term “standardization” to cov-
er both activities. Consequently, when ever “Normen” and 

“Standards” are referred to in the German text, the term 
“standardization” is used in the English translation to cover 
both. When it is necessary to distinguish explicitly between 
the German terms “Norm” and “Standard” (e.g. in Goal 
5), “Norm” is rendered by “full-consensus standard” and 
“Standard” by the term “specifi cation”.

Source: German Standardization Strategy, 
Editor: DIN Deutsches Institut für Normung e. V.
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I.  The challenge

Standardization simplifi es everyday life. For example, it is not 
necessary to consider whether an A4 sheet of paper fi ts into an 
A4 envelope. An enormous number of similar standardizations 
not only make consumers’ lives easier, they are of vital impor-
tance for commerce. National norms and recognized industrial 
standards facilitate the provision of high quality products by in-
dividual companies, ensure the comparison and interchange-
ability of goods, and thus increase productivity. These stan-
dards not only contribute to the growth of national economies, 
but facilitate regional and global transactions as well. 

Whereas some standards have long existed in many areas of 
manufacturing and have proven decisive for success in these 
areas, there is almost a complete lack of norms within the ser-
vice sector. Many observers of this sector now propose that 
standardization is required to improve the production and ex-
portation of services – just as it does for material goods in Ger-
many and other countries with well-developed economies. The 
creation of service standards also will have a favorable effect on 
the internationalization of the European service sector.

II.  Standardization as an opportunity for
 service companies

1. Why standardize services?
Service standards are of particular signifi cance for Germany 
and many other countries in Europe because services account 
for over 70 percent of their gross domestic products. Standards 
can increase the functionality and profi tability of this dominant 
aspect of the economy in many ways. Standards contribute to 
transparency – and therefore comparability – of services. When 
quality can be evaluated, services can be compared with one 
another and evaluated (Gaub, 2007). However, the limited 
measurability and the complicated evaluation of service quality 
– both resulting from the immaterial nature of services – are 
therefore starting points for standardization (Schuh, 2007). 

Standards permit greater effi ciency in development and pro-
cessing by individual providers. Growth is achieved when qual-
ity services can be reproduced over time and in various loca-
tions. Technical knowledge and innovations can be distributed 
more swiftly once standards have been put in place. In addition 
to increased effi ciency, uniform evaluation standards contribute 
to an increase in effectiveness that can primarily be explained 
by the increase in customer utilization, and an accompanying 
increase in price acceptance (Gudergan & Hoeck, 2002). This 
growth in effi ciency and effectiveness has a broader economic 
impact because it facilitates the development of new markets. 

For customers, standardized services represent clearly struc-
tured offers with a low risk in part because they can be com-

Background

Service Standardization

Standardization

Standardization describes a process of unifi -
cation, especially in terminology, capabilities 
of personnel, technology, and organizational 
processes
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pared (Mörschel, 2002). For businesses, standardization 
means better opportunities for the swift and extensive indus-
trial introduction of innovative concepts and/or services (Glos, 
2007). With the choice of the right point of standardization 
during the development process, a service can be offered to 
interrelated markets; standardization therefore encourages 
competitive ability (Schauerte, 2007). 

A trend study carried out by the Research Institute for Ratio-
nalization at the Rhenish-Westphalian University for Applied 
Sciences (RWTH) Aachen, in which 83 German companies 
were surveyed within the investment goods industry, came to 
the conclusion that there was a signifi cant connection between 
the operation of standards and commercial success within the 
service sector. It was established that successful businesses do 

not merely place great signifi cance in standardization, but also 
utilize these standards on an above-average basis. Companies 
also emphasize that they have further requirements concerning 
the area of service content and provision processes (Hübbers, 
Rühmann & Bömmels, 2007). 

Prof. Dr. Günther Schuh, Director of the Research Institute 
for Rationalization (FIR), also emphasized the signifi cance of 
standards for the development of innovative services during the 
Innovation Forum in Aachen on November 21, 2007. In his lec-
ture entitled “Service standards – success in competition with 
customer-oriented solutions,” he underlined that “it is not only 
important to touch the spirit of the customer and inspire him 
through added value, …compatibility through standardization 
prior to the market phase is the simplest way of making technol-
ogy user-friendly for the customer.” 

2. Central Characteristics of Standardization   
Which characteristics of standardization do the providers of ser-
vices have to take into account to provide an innovative service 
for their customers, and also convince them about the service’s 
reliability and quality? Six central characteristics of standard-
ization have been addressed by H. Hoeck and G. Gudergan 
(2002, pp. 102–116).

Potential for Standardization
In a fi rst step towards standardization, it is important to iden-
tify areas with a potential for standardization in which customer 
demand also exists.

Gudergan and Hoeck (2002, p. 18) defi ne stan-
dardization as a term for unifi cation. They say 
that a “standard is in the broadest sense the 
result of unifi cation…of products, processes, 
interfaces, etc…which has taken place within a 
system (e.g. company, sector, or economic area: 
nationally or internationally).” Blum et al. (2001) 
and Verman (1973) have a similar point of view. 
Together these authors point more specifi cally 
to the importance of standardized terminology, 
personnel capabilities, technology, and organi-
zational processes.  
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Terminology
Unambiguous communication between a service provider and 
a service recipient is only possible through the description of 
services using clear terminology. In addition to immediate com-
munication benefi ts, standardization of terminology serves as 
the basis for the development of additional standards.

Personnel
Standardization of personnel qualifi cations facilitates the re-
cruitment of appropriate workers. This area of standardization 
is important because customers often choose a service pro-
vider primarily on the basis of personnel and the quality of the 
service they deliver.

Technical systems
The standardization of technical systems and their interfaces, 
often described as compatibility standards, allows exchange 
among actors in a specifi c service market.

Processes and approaches
The standardization of processes or approaches clearly defi nes 
how a service is to be provided, which minimizes errors. 

Results
Standardized results are achieved through the establishment of 
qualifi cation requirements and standards that defi ne how a ser-
vice is to be provided. The quality of results is further supported 
by uniform processes for the evaluation of a service provided. 
This encourages transparency for the customer, and can in turn 
be utilized as a referential standard in the development of more 
innovative services.

III. The forms of service standardization:
 company- and sector-specifi c 
 standardization

Companies that standardize can have a substantial infl uence 
on the services market because they are signifi cantly involved 
in its structuring. Through participation in standardization com-

mittees, these companies develop an enormous knowledge ad-
vantage and a large head start in further service development. 
They become familiar with the standardization activities of their 
competitors, and they become familiar with the political sector 
that sponsors standardizations. This knowledge permits them 
to greatly reduce incompatible R&D expenditures and begin 
developing standard compatible services before they are offi -
cially specifi ed by legislation. 

In addition to involvement in service-specifi c standardization, 
involvement with sector-specifi c standardization also brings 
great advantages to individual service providers. Safety for hu-
mans and their environments that is achieved through com-
pany- and sector-specifi c standardization is likely to expand the 
market (Gaub, 2007). Classifi ed directories in which standard-
ized services and perhaps prices are listed encourage transpar-
ency and provide a better price-performance comparison by 
the customer, which also tends to increase sales. 

Classifi cation of services also helps providers compile their of-
ferings and specify promising additions. A uniform format can 
reduce transaction costs for the service provider (Gudergan & 
Hoeck, 2002). Further advantages of sector-specifi c standard-
ization include improved legal security, the encouragement of 
continuous process improvement, and opportunities for ratio-
nalization. Additionally, redundancies in the development of 
services can be reduced (Gaub, 2007). 

In conclusion, when compatibility is created through compa-
ny- and sector-specifi c standards for the trading of services, 
discrimination is reduced (Schauerte, 2007; Schuh, 2007), 
marketability of innovative services is encouraged, and a sub-
stantial contribution to economic growth is often achieved.
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Prof. Schuh, are standardization and service a contradiction in 
terms?
No, this is a widespread prejudice that still haunts people’s 
minds. It originates from the assumption that either a service 
is perfectly tailored to the customer, or a standardized prod-
uct is offered which ignores natural differences in customer 
needs. The area of standardization naturally originated out of 
the material goods sector, but is steadily gaining signifi cance 
within the service sector. This development is also based on 
the increasing interdependence of goods and services within 
the framework of hybrid value creation.

Why do norms and standardization make sense and are they 
really necessary?
Standardization aids the comparison of services and service 
providers, and additionally provides a basis for the evaluation 
of service quality. Furthermore, it encourages the effi cient de-
velopment and provision of services.

Are new perspectives opened up by the standardization of ser-
vices?
The transformation to a service society is one of the most sig-
nifi cant trends of our time. Over 70 per cent of overall economic 
value creation now originates in the service sector. Few busi-
nesses limit themselves exclusively to the production of mate-
rial goods, but provide what customers require, i.e. a complete 
solution to their problems not just an individual product with 
several services attached. This is precisely the area with great 
opportunities: providers have the possibility of entering new 
markets with innovative services in which services may even 
represent the primary element of value creation.

What challenges do you see within this area?
The challenge is inherent in the confl ict between the individu-
ality of a service and its transaction effi ciency. It is important to 
touch the spirit of customers and inspire them through added 
value, but a company must also ensure service compatibility 
through standardization prior to the market phase that makes 
the service user-friendly. For example, this is achieved in PAS 
1018 “Essential structure for the description of services in the 
procurement stage, a standard developed in cooperation with 
the Deutsches Institut für Normung (the DIN).”
 
What approach to the standardization of services do you think 
is important for the future?
It is necessary for both business people and researchers to 
detach themselves from the concept that the provision of any 
kind of service must inevitably be individual to be successful. 
In all cases it is vital for the operation of innovative services 
to rely on precisely formulated processes for planning and 
development: this is the only path towards the effi cient uti-
lization of resources. Standardization plays an ever greater 
role in corporate practice. Without it, company-internal and 
cross-company transactions would be considerably more 
time-consuming and expensive. In fact, standardization rep-
resents an opportunity to escape from increasing price com-
petition and differentiate oneself through quality, innovation, 
and transparency. 

Standardization as the Basis of 

Innovation with Services
Prof. Dr. Frank Piller, RWTH Aachen, Chair for Technol-
ogy and Innovation Management, in discussion with Prof. 
Dr. Günther Schuh, Director of the Research Institute for 
Rationalization (FIR)

Prof. Dr. Frank Piller Prof. Dr. Günther Schuh

Interview
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Presented by Heinz Gaub, member of the management 
board for the business area standardization at the Innova-
tion Forum “Longing for Simplicity” in Aachen on Novem-
ber 21, 2007  

The DIN – Deutsches Institut für Normung e.V. – is a pri-
vate sector registered society established as early as 1917 
in Berlin. It now represents Germany on a European and in-
ternational level within the area of standards and norms. DIN 
undertakes standardization in the classical sense, whereby 
special regulations are applied to the electro-technical sector. 
The DIN is fi nanced to a small extent by the contributions 
of its approximately 1700 members; 60 per cent of its bud-
get is fi nanced by profi ts from work results; the remainder is 
made up of project-based contributions from business and 
the public sector.

The DIN has carried out a variety of research projects to-
gether with cooperation partners that have produced stan-
dards for services. The basic document describing this work 
is the DIN expert report 116, which addresses the challenge 
of standardization in the German service industry, and de-
scribes the potential and necessary requirements for action. 
A variety of PAS (publicly available specifi cations) have also 
been developed: 
■ PAS 1018, which elucidates the essential structure for 

the description of services in the procurement stage

■ PAS 1019, which provides a structural model and criteria 
for the selection and evaluation of investing services

■ PAS 1047, which describes a reference model for the 
provision of industrial services, in particular for trouble-
shooting. 

Initial steps have also been undertaken to further standardize 
core processes within the industrial service sector for which 
corresponding PAS will have to be developed. The objective is 
to provide reference models, technical regulations, and also 
standardization of all elements of the service sector to enable 
transparency in their presentation.

Further activities at DIN include other cooperation proj-
ects. The IS project will address the structure, extension, 
and improvement of international trade. CHESSS is a Eu-
ropean project that examines the utilization and potential 
of horizontal service standards. Two areas were undertaken 
by DIN: a) service security and b) specifi cation, purchas-
ing provision, and quality of services between businesses. 
INS – Innovations with Norms and Standards – is a project 
that focuses on services as a principle area of economic 
growth. Here the aim is to examine the innovative ability of 
small- and medium-sized businesses with the aid of ratings 
for innovation. Additional reliable regulations concerning the 
monetary evaluation of patents should provide helpful orien-
tation for organizations. 

DIN – Deutsches Institut für 

Normung e.V. (German Institute 

for Standardization) 

Practical Example
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Conclusion

Businesses profi t from standardized services because they 
lead to improved competitive ability that has a positive infl u-
ence on business success. Customers and service recipients 
can take advantage of reduced risks, greater transparency, 
and the associated higher degree of comparability.

The standardization of services can make a signifi cant con-
tribution to the strengthening of the German economy and 
other economies as well. Manufacturing would be unthink-
able today without the advantages of standardization. Stan-
dardization facilitates production in many ways, and offers 
uniform evaluation criteria for suppliers that have a positive 
effect on business relationships. Standardization creates 
economic advantages by facilitating access to major regional 
and global markets. It also supports the purchasing deci-
sions of customers. 

This experience has great signifi cance for the service sector. 
The standardization of services can improve service produc-
tion. It will encourage security and protect health, the envi-
ronment, and consumers. Standards can also enable swift 
examination of the feasibility and practicability of innovative 
services. They can exert a positive infl uence on the willing-
ness to invest on the part of potential fi nancers. In brief: 
standardization helps open the black box of services to show 
what is concealed behind the service itself. 

In addition to the six central characteristics for the standard-
ization of services described above, a primary requirement 
for the successful realization and implementation of stan-
dards in the service sector is the sensitization of economic 
and political decision-makers to the importance of standard-
ization. Increased internal communication, the acceptance 
of standardization as an integral part of a company, and the 
implementation of internal training measures, are all neces-
sary within the business sector. 

Operational technology and innovation management in many 
sectors is today unthinkable without standardization. It has 
played a large part in political deregulation, the self-admin-
istration of the economic sector, and the reinforcement of 
legal conformity (see Die deutsche Normierungsstrategie 
[The German Standardization strategy], 2004). 

Conclusion



Hot Spots of 

Service Standardization
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DIN – Deutsches Institut für Normung e.V.

German Institute for Standardization

The DIN – Deutsches Institut 
für Normung e.V. – is a pri-
vate sector registered soci-
ety in Berlin that represents 
Germany on a European and 
international level within the 
area of standardization and 
norms. It is only fi nanced to 
a small extent by the contri-
butions of its approximately 
1700 members; 60 per cent 
of its budget is fi nanced by 

DIN income, in particular from the profi ts from work results. 
The remainder is made up of project-based contributions 
from the business and the public sector.

The DIN has carried out a variety of research projects with 
cooperation partners that have produced standards for ser-
vices. The basis document is the DIN expert report 116, 
which addresses the challenge of standardization in the Ger-
man service industry and describes the potential and neces-
sities for action. A variety of PAS (publicly available specifi ca-
tions) have also been developed: PAS 1018, which elucidates 
the essential structure for the description of services in the 
procurement stage; PAS 1019, which provides a structural 
model and criteria for the selection and evaluation of invest-
ment-related services; PAS 1047, which describes a reference 
model for the provision of industrial services, in particular for 
trouble-shooting. Initial steps have also been undertaken for 
the standardization of further core processes within the in-
dustrial service sector for which corresponding PAS will have 
to be developed. The objective is to enable transparency by 

providing reference models, technical regulations, and also 
standardizations for all elements of the service process.

Further activities at DIN include cooperation projects. The 
project IS will address the structure, extension, and improve-
ment of international trade. The European project CHESSS 
examines the utilization and potentials of horizontal service 
standards. The project INS – Innovations with Standardiza-
tion – focuses on services as a principle area of economic 
growth. Here the aim is to examine the innovative ability of 
small- and medium-sized businesses with the aid of the in-
novation ratings. 
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Contact

DIN Deutsches Institut für Normung e. V.

Burggrafenstraße 6

D-10787 Berlin

www.din.de
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Bissantz & Company GmbH

Data warehouse systems deliver data 

standards for businesses 
Bissantz & Company is a German software company spe-
cializing in solutions for challenging tasks in the area of data 
analysis, planning, and reporting. The prize-winning projects 
and technologies offered by the company are being further 
developed from research and customer information, and are 
actively marketed worldwide under the name of the company 
and as an OEM solution. 

Bissantz & Company offers its customers both individually 
designed and largely automated data warehousing. In a man-
ner similar to the defi nition of a CAD model, a consultant de-
fi nes a computer-assisted structure for the data warehouse 
with the aid of the DeltaMaster Modeler. This is an integrated 
software suite, inserted as the front-end of a wide range of 
OLAP data banks such as Microsoft Analysis Services, Or-
acle OLAP, SAP BW, Hyperion, MIS Alea, Applix TM1, and 
Panoratio. The resulting meta-model is then utilized for the 
automatic construction of the data bank including the valida-
tion of all structures, and for the transformation and loading 
of all data.

The advantage Bissantz provides, 
in comparison to other data ware-
house projects, is that data can 
be recreated at any time with 
the aid of the meta-model. This 
permits extremely short iteration 
loops for the extension and im-
provement of a data warehouse. 
As a result, the customer profi ts 
from signifi cantly shorter project 
duration and an iterative develop-
ment process. Useful intermedi-
ate results are guaranteed, but in 
addition, Bissantz provides an effi cient method for the long-
term development and maintenance of the data warehouse.

More traditional data warehouse projects necessitate a high 
degree of manual effort, and display an insuffi ciently vali-
dated quality of results. This has frequently led to the failure 
of projects. Bissantz & Company has offered its “Industrial-
ized Data Warehouse Construction and Maintenance” since 
2005. The service has enabled the company to reduce the 
duration of projects by 60 % to 70 %. They also design and 
implement complete business intelligence projects. Contact

Bissantz & Company GmbH

Nordring 98

D-90403 Nürnberg

www.bissantz.de

Hot Spots of Service
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G-NE GmbH

Certifi cation of IT providers: 

G-NE sets standards
“Only those who are familiar with their service can boast 
about it,” is the motto of G-NE GmbH, founded by Dr.-Ing. 
Robert Scholderer and Nico Jäckel M. A. in Karlsruhe. The 
company has over 10 years of experience within the area of 
IT service management and provides a full range of services. 
Their “Pact Service Management Suite” ensures profi table 
service level management, and they also offer a modular 
portfolio of fl exible services. Customers are able to save sub-
stantially on IT costs because G-NE is oriented toward their 
business objectives.

In addition to monitoring and controlling IT performance, 
G-NE offers its customers an independent examination of 
service level management. In cooperation with selected part-
ners, such as the South German technical inspection agency, 
TÜV Süddeutschland, the company produces certifi cation for 
IT providers.

Internal and external IT service companies are subject to in-
creasing pressures; the service provided must be transpar-
ently displayed to customers who want to know exactly what 
they have paid for. Economic return is increasingly coupled 
with the service, and adherences to service agreements have 
become an economic necessity. G-NE offers customers a 
service level agreement over the entire life-cycle, including 
monitoring the IT service and applications, and reporting on 
the administration of service contracts.

Hot Spots of Service
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Contact

G-NE GmbH

Haid-und-Neu-Straße 7

D-76131 Karlsruhe

www.g-ne.de

Screenshot of an instrument panel
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PINCAR AG 

Cost-effective vehicle operation with the 

PINCAR vehicle management system

The PINCAR Suite provides vehicle fl eet operators with a 
comprehensive service system for the electronic control and 
administration of their vehicle fl eets. Solutions are also de-
signed for the operation of car pools, car rental and leasing 
companies, and for car sharing. The service is consistently 
oriented towards increasing effi ciency and optimizing opera-
tions to lower costs. “We make results from data,” is the com-
pany slogan. 

PINCAR revolutionized vehicle management about three 
years ago. The starting point was making the procedures in 
car pools and vehicle fl eets more effi cient. The service spec-
trum now ranges from an electronic log book and route plan-
ner, to the calculation of services. Numerous combination 
possibilities enable the realization of specially tailored con-
cepts for the particular requirements of individual users. 

The innovative PIN-
CAR Suite is based 
on telematics and the 
internet. Its technol-
ogy was approved by 
the Federal Offi ce for 
Motor Vehicles (KBA), 
and can therefore be 
integrated in all vehicle 
models registered in 
Germany. It has now 
been patented world-
wide, and is well on its 
way towards securing a 
commanding position in the global market. The Suite goes 
signifi cantly further than previous commercially available sys-
tems. This is made possible by the utilization of specialized 
CAN bus technology that permits passive access to the on-
board computer of each individual vehicle to convey exact 
data without time delay or media breaks. 

In 2007, the company was awarded the “Special Prize for In-
novative Services” by the federal state Rhineland-Palatinate 
for the development of PINCAR Suite. 

B2X care Solutions GmbH

Standardized IT solutions revolutionize 

the after-sales process

B2X Care Solutions offers innovative after-sales solutions for 
companies in the IT, telecommunication, and entertainment 
electronics industries. In an alliance with a global network of 
selected service partners, the company optimizes the entire 
after-sales process chain from the acceptance of a service, 
through all stages of repair, to the effi cient supply of spare 
parts. Standardized IT solutions cover all services and are 
integrated in a single platform called Care4you: 
•  Care4call supports the acceptance of a service up to fault
 diagnosis and warranty test 
•  Care4repair controls the entire repair process, including
 reporting

•  Care4claim logs repair services and processes billing
•  Care4logistics monitors all products, spare parts, and pro-
 cesses
•  Care4supply supplies service partners with spare parts,
 updates, information, and tools.

B2X Care Solutions’ unique price-
model synchronizes expenditure 
for services, warranty terms, and 
customer turnover at all times. 
The individual processes are fully 
automatic, and thereby offer cli-
ents transparency and fl exibility 
at all stages of the process. That 
enables customers to manage 
their complete after-sales busi-
ness more profi tably, and guaran-
tees return on service – without 
investment or reserves.

Alexander Wolfrum –
Managing Director

Contact

PINCAR AG 

K.-Theodor Hermann 

Donnersbergweg 1 

D-67059 Ludwigshafen 

www.pincar.de

Contact

B2X care Solutions GmbH

Baierbrunner Straße 35

D-81379 München

www.b2xcare.com
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trivago GmbH

trivago creates transparency 

for travelers
Many customers now make hotel arrangements online. The 
internet allows them to compare different offers in order to 
discover the most competitive prices. Until recently, however, 
it was necessary to undertake a laborious search through all 
online travel fi rms to fi nd the cheapest offer. trivago has de-
veloped a simple and effective solution to this problem. The 
company brings transparency to the costs jungle with a hotel 
price comparison system that is unique in Germany. 
The innovative aspect of trivago technology is that the prices 
offered by all individual fi rms for the same hotel are visible 
simultaneously. The user can see at a glance how much can 
be saved with different companies. Evaluation of the data of-
fered by trivago shows an average of 32 percent differences 
in prices offered by different travel fi rms. In fact, it is not un-
common for the same hotel room to be offered at a price 
difference of 100 euros per night. 

Even those who prefer to book directly at a hotel should fi rst 
consult trivago, since agents frequently offer more competi-
tive prices than the hotels themselves. All major booking por-
tals (e.g., HRS, hotel.de, Expedia, and many more) and the 
larger hotel chains, have already been integrated into trivago. 
This price research system currently includes over 260,000 
hotels and is utilized as a cost-saving tool by a range of large-
scale companies as well as individuals.

Peter Vinnemeier, Malte Siewert, Rolf Schrömgens – 
management of the company trivago
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trivago GmbH

Ronsdorfer Straße 77

D-40233 Düsseldorf

www.trivago.de





Service in the Healthcare Sector



“Our aim is to move medical data – not patients, 
doctors, or material.”

Prof. Dr. Manfred Dietel 



Summary

Summary 

Health is our most precious possession. Demographic devel-
opments and increasing costs in the healthcare sector ne-
cessitate new approaches to protecting and restoring human 
health. Academic research and technological developments 
are keys to this task. Therefore, healthcare research is one 
of 17 fi elds in the German Federal Government’s High-Tech 
Strategy for Germany. 

The primary challenge for innovation is to enhance health, 
while recognizing the limits posed by the increasing costs of 
health care. New innovations are simultaneously addressing 
both issues: improving care, and controlling expenditures.

Two trends in the healthcare sector: 
telemedicine and sports activity

Modern information and telecommunication technologies 
encourage the development of innovative concepts in the 
healthcare sector. Telemedicine – which overcomes spa-
tial and temporal distances between people working on the 
same health problem – is one of these concepts. Alongside 
numerous other institutions, the Charité – University Medi-
cine Berlin and the TU Berlin are pursuing solutions in this, 
and other areas, with the support of the Federal Ministry of 
Education and Research (BMBF). 

A second important innovation is integrating services and 
products to motivate healthy activities. One approach facili-
tates integrating sports and exercise into people’s everyday 
lives. The SPRINT project, supported by BMBF, provides an 
example of this kind of hybrid innovation – it is investigating 
how individual health programs can use mobile information 
systems.

Important for businesses

Research and technology are important inputs to healthcare, 
which must now give special attention to meeting the needs 
of aging patients and managing costs. For example, this re-
port discusses:

■ Telemedicine to support more effective use of medical
 resources
■ Motivating individuals to be more involved in activities
 that support health. 

These innovations require partnerships between scientists, 
companies, and users. However, acceptance for innovations 
on the part of all interested groups is not easy to obtain, es-
pecially (as in the case of telemedicine) when the innovation 
is discontinuous. 
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I. The challenge

Debates on healthcare policy frequently focus on fi nancing 
and affordability, with the result that the potential for innova-
tion within the healthcare sector is often neglected. While 
two macroeconomic trends in society attract more innova-
tion – increasing social demand for the gift of good health, 
and scientifi c advances that lead to new treatment possibili-
ties – there is often a confl ict between progress in the world 
of medicine, and the rising costs of healthcare. 

Telemedicine, which connects medical providers with infor-
mation and communication technology, not only makes a 
contribution to the improvement of medical care, it also in-
creases effi ciency while cutting costs. Dr. Thomas M. Helms, 
member of the managing board of the German Foundation 
for the Chronically Ill, underlines its signifi cance: 

“Telemedicine can optimize safety, mobility, and quality of 
life … through the improvement of diagnostics and the co-
ordination of treatment strategies. Additionally, healthcare 
costs can be reduced through a lower level of emergency 
calls, doctor contacts, and in-patient hospitalization.” 

II.  Telemedicine – a discontinuous service 
 innovation

Overcrowded waiting rooms in rural doctors’ surgeries illus-
trate that telemedicine is not merely an innovative form of 
patient care, but is a practical organizational necessity. Giv-
en the severe shortage of doctors in several German states, 
for example Saxony-Anhalt, telemonitoring is an attractive 
means of supporting optimum patient care. Of course, as 
service solutions are developed, they also can be used in 
the many other contexts around the world in which there is a 
shortage of medical care. 
 
The description of telemedicine found here is based on pa-
pers presented at a conference on “Innovation in Health-
care” supported by the Federal Ministry of Education and 
Research. It was held in Berlin on December 7, 2007, in 
cooperation with Charité – University Medicine Berlin, and 
the TU Berlin. Presentations emphasized that telemedicine 
is a discontinuous innovation for the improvement of current 
healthcare service, as well as, research on new health ser-
vices.

Originating from the use of computing in key applications 
such as electronic patient fi les, telemedicine now supports 
new diagnostic, therapeutic, and aftercare processes to im-
prove the quality of patient care, and increase healthcare 
effi ciency. These developments require mastering increas-
ingly complex technologies. For example, at the TU Berlin, 
Prof. Dr. Reinhard Busse, Dean of the Faculty of Econom-
ics and Management and the Head of Center for Innovative 
Technology, says “the primary objective of TU Berlin is the 
development, implementation, and transfer of technologi-

Background

Service in the Healthcare Sector

Telemedicine 

Telemedicine uses information and communi-
cation technology to overcome spatial and/or 
temporal distances between medical personnel 
working on a single problem (see M. J. Field, 
1996). 

Prof. Dr. Manfred Dietel at the Innovation Forum in Berlin
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cal innovation. The fi eld of healthcare and nutrition plays a 
prominent role here.”  

In a second presentation at the conference titled “Yearning 
for health and fi tness: telemedicine as the motor of innovation 
in medical services,” Dr. Peter Hufnagl outlined the objective 
of “moving data, not patients, doctors, or material.” His work 
is also carried out in cooperation with the Charité Berlin, and 
the Telemedicine Center.  

Presenters at the Innovation Forum also note that developers 
of telemedicine solutions must remain aware of challenges 
of successful implementation and further development. 
Prof. Dr. Hans Georg Gemünden, Chair of Innovation and 
Technology Management at the TU Berlin said, in particular 
that “while great progress has been made to encourage the 
proliferation of telemedicine….there is a need for innovation 
networks linking medicine, technology, the sciences, and us-
ers.”  Dr. Carsten Schultz, supervisor of the working group 
at the Chair of Innovation and Technology Management at 
the TU, emphasized that “innovation processes in telemedi-
cine are highly complex and require the support of innovation 
management.” He pointed especially to an “increase in the 
innovative abilities of hospitals” the importance of “aligning 
medicinal requirements and technological possibilities, with 
the (need to) guarantee interoperability of different telemedi-
cine systems.”

Figure 1 represents a summary of the central challenges in 
the telemedicine innovation process, which are discussed in 
more detail below.

Challenge 1: Increasing the innovative ability of organiza-
tions and individuals
Telemedicine must be supported by medical care providers 
if it is to become part of everyday clinical life. The foundation 
of successful implementation is the hospital on the organiza-
tional level and actors within hospitals on the individual level. 
It is important that a hospital possess an innovation strategy. 
As described in the introductory chapter on “Service Innova-

tion” in this publication, an important aspect of this strategy 
is to establish a culture in which discontinuous ideas can be 
implemented. 

The ability of individual actors plays a prominent role along-
side this organizational level effort. There must not only be a 
general willingness to try something new, but also the willing-

Why is telemedicine a discontinuous service innovation?

The term “discontinuous innovation” is used to describe innovations providing a completely new utility that cannot be 
compared to existing products, processes, or services. According to this defi nition, telemedicine can be classifi ed as a 
discontinuous innovation on the basis of four criteria:

 1) Technology: telemedicine services are based on new technological principles.
 
 2)  Market/customer: telemedicine services represent a new method of treating illnesses and 
  thus create new markets.
 
 3)  Organization: telemedicine services require rethinking structures and processes on the part 
  of organizations involved.
 
 4)  Environmental context: telemedicine services require new infrastructure, new standards, and new social values.
 

Source: C. Schultz, 2007.

Innovative 

ability of 

organizations 

and actors

Open 

cooperative 

innovation 

systems

Acceptance

Source: Based on C. Schultz, 2007.

Fig. 1: Challenges in the telemedicine 
innovation process
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ness to acquire needed new qualifi cations. From the aspect 
of the health-providing organization, this means developing 
new training opportunities for both health care professionals, 
and those in managerial positions. It also must be kept in 
mind that telemedicine can provide support during the entire 
clinical history of a disease, from early diagnosis, through re-
habilitation. It is therefore necessary to provide telemedicine 
training for all those involved in each stage of the process.

Challenge 2: Developing open cooperative care systems
Telemedicine services evolve at interfaces between numer-
ous actors – in other words, providers are embedded in open 
innovation systems that are based on the division of labor. Dr. 
Carsten Schultz emphasizes that an active exchange of infor-
mation and close cooperation between scientists, users, and 
providers of telemedicine services must be created to provide 
the milieu for innovation. 

For example, initial results from a project supported by the 
German Federal Ministry of Education and Research (BMBF) 
titled “Successful business models for telemedicine services” 
show new concepts for diagnosis and evaluation from inter-
action between scientists and users. The implementation of 

these concepts, and also their standardization and qualifi ca-
tion, requires further interaction between scientists and pro-
viders. These interactions increase value creation. 

Because telemedicine services are extremely specifi c innova-
tions, it is important that the demands and requirements of 
potential users also are taken into account. However, as in 
many other areas of service, it is diffi cult for most potential us-
ers of telemedicine to formulate exactly what they need from 
products and services that do not yet exist. For this reason, 
the concept of lead users plays a central part in user-provider 
interaction in telemedicine. Examples of lead users taking a 
substantial part in the development of new techniques and 
methods can be found in the areas of robotics and navigation 
systems. In healthcare, lead users are actively involved in the 
development of prostheses and other innovations.   

Challenge 3: Acceptance
A few years ago, the direct doctor-patient relationship was the 
prime form of interaction in the healthcare sector. Nowadays, 
new information and telecommunication media enables diag-
nosis, treatment (including surgical operations), and subse-
quent care (including therapy) to be undertaken via indirect 
virtual channels. However, numerous studies on the use of 
virtual teams show that a virtual form of interaction does not 
always meet with great enthusiasm. Rethinking on the part of 
service providers, as well as users, therefore, is necessary if 
the full potential of telemedicine services is to be realized.

Lead Users 

Lead users are experienced forerunners in their 
sector who are already in a position to defi ne 
service requirements of the future.
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It is important that those attempting to develop the techni-
cal side of telemedicine services understand why their efforts 
are often viewed with skepticism. Telemedicine services po-
tentially endanger users’ most precious possession, namely 
their health. Offering a technical solution is not enough. A 
connection must be made with the broader health context 
perceived by the customer. This means addressing expecta-
tions developed in previous care, as well as desires for health 
in the future. 

The introduction of telemedicine also brings changes for the 
medical partners involved, i.e. doctors or therapists. Tele-
medicine not only changes some working methods, it also re-

organizes healthcare organization and processes. Providers 
are confronted with the problem of convincing patients of the 
advantages of telemedicine services. They have to process 
new kinds of information and interact with more professionals 
than in the past. They must even learn new ways to invoice 
the patient for the services performed. 

Targeted information campaigns can help to increase the 
acceptance of telemedicine, by both patients and provid-
ers. Further research projects are also required to improve 
comprehension of the phenomenon of telemedicine. In ad-
dition to the need for acceptance of telemedicine by imme-
diate providers and their patients, a broader set of service 
providers must be involved. The advantages of telemedicine 
services can only be utilized on an optimum level if the com-
plete healthcare chain – health insurance companies, medi-
cal specialists, hospitals, pharmacies, general practitioners, 
convalescent homes, therapeutic medicinal practices, and so 
on – have access to the appropriate IT equipment and are 
interlinked in a network. The chain can only be as effective 

Hybrid value creation

Hybrid value creation integrates product and 
service—it is a systematic bundling of tradi-
tionally separate offers that often emphasize 
customer experience and involvement. 
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Source: SPRINT Project (Velamuri, Neyer, Möslein, 2008)

Background

as its weakest link, and thus acceptance of the principles of 
telemedicine is a major issue. 

III. Hybrid value creation in the
 healthcare sector

An increasingly important innovative trend in the healthcare 
sector is the integration of products for preventive health 
measures and associated services, known in brief as hy-
brid value creation. A project supported by BMBF called 
“SPRINT – Systematic Design for the Integration of Product 
and Service – hybrid value creation”, is carrying out research 
in cooperation with the Chair for Information Systems at the 
TU München (WINFO, Prof. Dr. Helmut Krcmar), the Chair 
for Preventive and Rehabilitative Sports medicine at the TU 
München (Sports medicine specialist and Medical Director 
Prof. Dr. Martin Halle), the Center for Leading Innovation & 
Cooperation at HHL, the Leipzig Graduate School of Man-
agement (CLIC, Prof. Dr. Kathrin Möslein) and the Center 
for Digital Technology & Management (CDTM). The project 
is investigating how the implementation of individual health 
programs can be supported by integrated and cooperative 
mobile information systems. 

SPRINT is conceptualizing comprehensive personalized 
health coaching through the intelligent dovetailing of services 
(personal contact with trainer and/or doctor) and products 

(IT-based training and lifestyle advice) via the Personal Health 
Manager. The objective is to incorporate sports and exercise 
individually, but inexpensively, into the everyday structure of 
life. The Personal Health Manager – a personalized health 
coaching program – combines elements that are utilized in 
training (e.g. heart rate monitors) and individualized supervi-
sion through a personal trainer. It is a comprehensive and 
high-quality sports, nutrition, and wellness program that can 
be adapted for individual users. A mobile terminal permits 
the recording, monitoring, and controlling of individual train-
ing and lifestyle elements. Personal consultation with the 
trainer and/or health coach takes place periodically. If nec-
essary, a modifi cation of the program is made at this time. 
The developers envision that the system could be utilized by 
companies to improve the quality of life and performance of 
their employees. It is also attractive to health service provid-
ers, fi tness studios, and individual customers desiring special 
services.

Figure 2 shows an example of a possible hybrid product-ser-
vice combination developed by SPRINT. In this case, the ser-
vice utilized – cycle training – includes recordings within the 
framework of the service. The person exercising receives an 
individualized training plan that outlines performance targets. 
This experience can be enhanced through the integration of 
online communities in which individuals exchange training 
experiences.

Fig. 2:
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Hybrid value creation – an example

Exercise equipment: a product with a service dimension

Hybrid quality: product dimension Hybrid quality: service dimension

>> Computer-based exercise supervision and recording
>> Exercise evaluation
>> Interactive training courses with 3-D maps
>> Profi les stored for all stages of ability

Display of various training para-
meters over a period of time

Interactive training course 
on a 3-D map

CLIC – Center for Leading Innovation & Cooperation, HHL, Leipzig Graduate School of Management, Jahnallee 59, D-04109 Leipzig, www.clicresearch.de
 Prof. Dr. Kathrin Möslein, Dr. Marcus Kölling and Vivek K. Velamuri MBA

Project partners:





Prof. Dietel, what are the challenges for 
the healthcare sector of today?

Factors such as demographic change 
and the accompanying increase in 
chronic illnesses have pushed the fi -
nancial and qualitative problems of 
medicinal care into the foreground of 
public and government attention. We 
are working on a variety of projects that 
focus on increasing the innovative po-
tential of actors involved in the health-
care sector, and on the continuing op-
timization of patient care through the 
implementation of the latest informa-

tion and communication technologies. Through the intelligent 
interweaving of new technologies and services, outstanding 
achievements can be made within the area of medical care. 
Telemedicine is extremely important here. 

What problems are encountered within the healthcare sector 
when telemedicine is not available?

The much praised case and disease management programs 
that are intended to guarantee structured treatment process-
es only approach one side of the problem. Frequently, not all 
information is transferred between different doctors involved 
in treatment. This results in double investigations that cre-
ate a time delay before treatment can commence and also 
increases costs. This is only one example of many. 

Why is telemedicine research at the Charité of primary sig-
nifi cance in the development of innovative services within the 
medicinal fi eld?

The Charité has three campuses that have to synergistically 
work together in a network. This cannot function without so-
phisticated telemedicine, and its coordinated communication 
technology. The aim is the continual optimization of patient 
care through the operation of intelligent information systems 
– particularly within the area of image-guided processes. 

The objective for the future in the fi eld of medicinal care is 
quality of treatment through information management. The 
quality and sustainability of patient care can be improved 
through the involvement of telemedicine, which has benefi ts 
for the entire process (of patient care). Experiences in in-
dividual areas can be centrally bundled. That provides the 
opportunity to standardize solutions that are subsequently 
universally deployable. However, it must be admitted, that 

the Charité is, at present, 
only on the way towards 
the achievement of an opti-
mized structure. An optimal 
system has not yet been 
achieved here or – accord-
ing to my experience – at 
any other major university 
hospital in Germany.

How would you summarize the aims of the Telemedicine Cen-
ter at the Charité in one sentence?

We aim to move medicinal data – not patients, doctors, or 
material.

What is the distinguishing factor of services offered at the 
Charité Telemedicine Center?

We offer top-performance medicinal services in Charité insti-
tutions around the clock, seven days a week, and worldwide. 
This includes expert consultancy services, e.g. in diagnostic 
telepathology of problematic tumor cases, and the continu-
ous monitoring of cardiac patients. Both services support di-
rect and indirect intervention during specialized operations.

Can you give a practical example of the successful implemen-
tation of a telemedicine project?

One example is the project “StrokeNet.” Partners in this 
project include Charité, TU Berlin (DAI Labor), MEYTEC 
GmbH, the Berlin fi re brigade, and the patient transport fi rm 
SMH 19221 Krankentransport GmbH. We have developed 
a mobile communication network for emergency services 
for the treatment of stroke patients. The process begins in 
the ambulance, utilizing specially developed information and 
communication technology that can help reduce potential 
secondary damage. The optimization of the process chain 
includes pre-clinical diagnosis, the logistic decision for ad-
mittance to the relevant clinic, and acute care during the 
stay in hospital. All partners involved – the emergency team, 
the StrokeUnit, and cooperating hospitals to the Telemedi-
cine Center – must be in communication with one another 
at all times and have access to relevant data. StrokeNet is 
focused on mobile communication beginning in the ambu-
lance: transmitting relevant medicinal data in real time, and 
setting up necessary network services between all partners 
involved in the care of stroke patients. This is one project of 
many others within the substantial fi eld of telemedicine that 
can save lives.

Interview

Telemedicine as the Innovative Motor 

for Medicinal Services
Prof. Dr. Hans Georg Gemünden, TU Berlin, Chair for Innovation and Technology 
Management, in conversation with Prof. Dr. Manfred Dietel, Charité – University 
Medicine Berlin, Director of Board of Telemedicine 

Prof. Dr. Manfred Dietel

Prof. Dr. Hans Georg Gemünden
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StrokeNet 
The Telemedicine Center at the Charité hospital (TMCC) has 
earned, since its establishment in 2004 a strong reputation 
from successful completed projects, and further projects that 
are still in progress. An example is the project “StrokeNet”, 
a collaboration between the Charité, TU Berlin (DAI Labor), 
MEYTEC GmbH, the Berlin fi re brigade, and the patient trans-
port fi rm SMH 19221 Krankentransport GmbH, in which a 
mobile communication network for emergency services for 
the treatment of stroke patients has been developed. This 
process is already underway in the ambulance, through the 
utilization of specially developed information and communi-
cation technology which optimizes treatment and can help 
to reduce potential secondary damage. The optimization of 
the process chain, includes the entire area of (pre)-clinical 

diagnosis, the logistic decision for admittance to the relevant 
clinic, and acute care during the stay in hospital. This pro-
cess requires that all partners involved – from the emergency 
team, the StrokeUnit and cooperating hospitals, to the Tele-
medicine Center – are in communication with one another 
at all times and have access to relevant data. StrokeNet, is 
focused on mobile communication and the ambulance: they 
transmit relevant medicinal data in real time, and set up nec-
essary network services and data communication between 
all partners involved in the care of stroke patients. This is a 
project that can save lives. 

Airborne telemedicine: medical emergency on board
A situation that no-one wishes to experience: a medical emer-
gency during an airline fl ight. However, Dr. Hufnagl, from the 
Telemedicine Center at the Charité Berlin, stresses that the 
number of medical emergencies during fl ights is increasing. 
This is due to the operation of increasingly large aircraft with a 
higher number of passengers, longer fl ight times, and a larger 
volume of older air passengers. 

In order to be prepared for airborne emergencies, Charité 
Berlin and a partner airline are currently developing equip-
ment for the transfer of vital parameters via broadband in-
ternet. The service enables a medical team on the ground to 
provide relevant help in the case of a medical emergency. If 
an emergency call is received, the medical call-center sup-
ports medical care on board by monitoring the patient’s vital 
functions. It supervises medical procedures by the fl ight crew 
via video conference, provides direct doctor to air passen-
ger (patient) communication, and supports the cockpit (for 
example, in decisions regarding rerouting for an unplanned 
landing).

Reality of Telemedicine at the 

Charité – University Medicine Berlin: 

Other Selected Examples

Practical Example

Presentation of the “StrokeNet” project during 
the Innovation Forum in Berlin.
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Telemedicine in the premature baby ward
Premature babies often require special care apparatus after 
birth. That can be diffi cult for parents who cannot spend the 
intensive time they expect with their new baby, especially for 
parents who do not live in the vicinity of the hospital provid-
ing specialized care. In order to offer parents the possibil-
ity of comprehensive contact with their children at all times, 
thereby reducing separation anxiety, the Berlin Charité cam-
pus has installed seven cameras in the premature baby ward 
that can help parents and relatives bridge the gaps between 
hospital visits. 

To monitor the baby round the clock, parents need only a 
computer and a password to a special program that permits 
access to video recordings that are transmitted live via a server 
on the internet. The project, entitled “Sternchenstunde” (liter-
ally “tiny magic moment”), is made possible by the children’s 
charity Deutsche Kinderhilfe Direkt e.V., the company Arcor, 
and the IT fi rm EDV-Kriegel. The aim of the project is to sup-
port the creation of a relationship between families and ba-
bies who sometimes spend months undergoing complicated 
hospital procedures. “This project permits a relationship with 
the baby beyond the confi nes of the hospital. The recordings 
are only interrupted during necessary care procedures or op-
erations,” explains PD Dr. Jörg Reichert, who is responsible 
for the unorthodox project in the clinic (Source: Adrienne 
Kömmler, Berliner Morgenpost, February 6, 2008).

Virtual microscopy: new opportunities in tissue diagnostics
In addition to telemedicine that directly benefi ts the patient, 

virtual healthcare is also opening up new opportunities for 
research and diagnostics. Virtual microscopy is a prime ex-
ample. The fi rm VMscope GmbH evolved from the project 
“Meducase”, supported by the German Federal Ministry of 
Education and Research. It is developing microscopy solu-
tions for hospitals, research laboratories, and advanced train-
ing institutions. This is achieved with the aid of a patented 
“virtual microscope” that gives all necessary actors access to 
a digital cross-section archive. This saves time, as diagnos-
tic fi ndings can be examined by different doctors within the 
shortest possible time, and is simultaneously cost-effective. 

VMscope’s general manager, Mr. Kai Saeger, explains how 
virtual microscopy works:
“Virtual microscopy is a digital process that provides an al-
ternative to the expert evaluation of glass microscope slides 
through an optical microscope. Histological cross-sections 
are digitalized by a scanner and stored as a virtual cross-sec-
tion in an image archive. The scan is processed in extremely 
high resolution to enable all relevant growths to be displayed 
on the monitor. This means that virtual cross-sections are 
large-scale data and require special programs for their visu-
alization. The virtual microscope utilizes special streaming 
technologies for a time-lag-free representation. Similarly to 
digital radiology, virtual microscopy opens up new opportuni-
ties for treatment and research. For example, parallel viewing 
of several differently stained images is possible. Images can 
also be viewed simultaneously at several workplaces, and us-
ers can have immediate access to multiple images from an 
archive.”

Practical Example

Kai Saeger explains the principle of virtual microscopy.
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Political implications
Early competence with technical services, such as telemedi-
cine, provides a foundation for the further development of our 
service-oriented society. The establishment of a service com-
petence center in Germany, could be decisive if Germany is 
to continue setting standards within the area of telemedicine. 
Telemedicine research fi ndings, provide excellent examples 
of the outstanding service research. They also demonstrate 
the impressive opportunities within the healthcare sector for 
implementation of innovative service concepts.

Health is our most precious possession. For this reason, it 
is necessary to create new innovative services that resolve 
confl ict between increasing progress in the fi eld of medicine, 
and increasing costs of healthcare delivery. Telemedicine 
and hybrid value creation constitute two of these innovative 
approaches. However, they show that within the healthcare 
sector, as in other areas of life, it takes time not only to de-
velop valued services, but to assure their acceptance. Both 
steps require time and energy. The forerunners in telemedi-
cine services, for example, have learned to deal with preju-
dices directed at virtual forms of diagnostics, consultancy, 
monitoring, and therapy supervision. They are overcoming 
these prejudices with the help of top performances within 
the area of telemedicine. Projects such as StrokeNet and 
telemedicine support, during air fl ights are well chosen to 
convince a variety of actors of the promise of this new form 
of health care. They also provide evidence of Germany’s 
central role in the development of innovative telemedicine 
services.

Implications for practical utilization
Telemedicine is a discontinuous innovation with a wide 
range of potential. Research fi ndings at the TU Berlin show 
that three requirements must be fulfi lled for the successful 
implementation of telemedicine services:

■ innovative ability of organizations and individual actors,
■ involvement in an open and cooperative relationship 
 with  involved partners – scientists, providers, and 
 users, and
■ acceptance on the part of all interest groups.

To achieve the successful interaction of all persons and in-
stitutions involved in telemedicine services – i.e. patients, 
doctors and other care givers, hospitals and other providers, 
as well as medical insurance companies – defi cits in infor-
mation must be remedied, and the value of telemedicine for 
the user must be communicated. This can be undertaken 
during direct consultation between doctor and patient, and 
also in large-scale advertising campaigns in which the ad-
vantages of telemedicine are illustrated.

Implications for research
Further research is necessary for the continuing develop-
ment and propagation of telemedicine services. Two imme-
diate actions are particularly important. First, it is necessary 
for groups involved in telemedicine to achieve better con-
nection between the innovative ability of organizations and 
the individual acceptance of telemedicine services. Second, 
on a technical level, currently available technologies must be 
further simplifi ed before they are made universally available. 
For example, simplifi cation of monitoring technologies would 
substantially increase their acceptance by professionals and 
also their consistent utilization by patients.

Conclusion

Conclusion



Hot Spots of Service Innovation 

in the Healthcare Sector
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Society for the support of the healthcare management sector for the region of Leipzig

Regional healthcare competence: Med-in-Leipzig

The establishment of a society for the support of healthcare 
management in Leipzig grew from the desire to increase 
Leipzig’s national and international reputation as a leading 
center for medicinal teaching, research, and practice. It was 
intended as an ambassador for medical services in the re-
gion, and a platform for bundling the great variety of available 
competences into an effi cient internal and external exchange 
of experiences. 

“Verein zur Förderung der Gesundheitswirtschaft in der Re-
gion Leipzig (VFG) e.V” was established on September 7, 
2004 in the BIO CITY LEIPZIG, a biotechnological-biomedi-
cal centre where industry, science, and research live and 
work together. Leading actors from hospitals, research insti-
tutions, companies, and entrepreneurs within the healthcare 
management sector, came together with representatives from 
the city of Leipzig as initiators and founding members. Their 
aim was to encourage communication between business, 
scholarship, research, politics, administrators, social insur-
ance agencies, and the media within healthcare. 

The main focus of the VFG is on cooperation and knowledge 
transfer between university and non-university institutions 
within the region. All actors within the “Leipzig health clus-
ter” have formed successful networks via the VFG in which 
the exchange of information fuels more effective delivery of 
medical services. One of the future focal points of activity is 
the analysis of medical supply chains, in particular from the 
patient perspective, in order to develop and implement new 
services within the medical market.
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Contact

Verein zur Förderung der Gesundheits-

wirtschaft in der Region Leipzig (VFG) e.V.

Deutscher Platz 5a

D-04103 Leipzig

www.med-in-leipzig.de
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XP Sport GmbH

fi t4business –

commercial health management

Fit4business is a modular, systematically structured concept 
for comprehensive commercial health management in small 
and medium-sized businesses within the region of Aachen/
Cologne in Germany. The company focuses on the develop-
ment and/or optimization of medical service quality, coaching 
of managerial staff, and preventative health measures.

Te XP Sport views commercial health management as a value 
creation process within a company that optimizes the potential 
and performance of employees. This includes gathering infor-
mation, analysis, and planning. An up-to-date profi le is com-
piled, intervention designed and implemented, target agree-
ments monitored, and a concluding evaluation performed.

The central service idea is that health is a managerial issue. 
Well-trained, healthy, and motivated employees are the only 
guarantee for a company’s productivity. Fit4business, there-
fore,  offers a fl exible structure, permitting the program to be 
individually tailored for the companies they serve. 

Vitaphone GmbH 

Vitaphone, based in Mannheim, is a leading international 
company that integrates services within the fi eld of tele-
medicine. It supports a spectrum of services from functional 
diagnostics, to modern therapy management for the chroni-
cally ill. With the patient as the central focus, all efforts are 
targeted towards the improvement of diagnostics and therapy 
with a simultaneous increase in economic effectiveness.

Vitaphone provides support for service providers and their 
fi nancial backers to ensure optimal provision of patient care. 
They offer future-oriented concepts for recording and trans-
ferring biosignals that are integrated into telemedicine moni-
toring and care systems. The lynchpin of the system is the 
Telemedicine Service Center, which is open 24/7 and staffed 
by doctors and qualifi ed medical assistants. An experienced, 
coordinated team undertakes telemedicine monitoring, su-
pervises patients, processes electronic patient fi les, docu-
ments diagnostic fi ndings, evaluates ECGs and other medical data, and transfers these to attending doctors in hospitals 

and practices. In an emergency, the Telemedicine Service 
Center will also undertake the entire emergency management 
process.

Vitaphone offers a unique portfolio ranging from hardware 
and software development and system integration, to the 
complete service spectrum of the 24/7 Telemedicine Service 
Center for the monitoring of chronically ill patients. To date, 
the company has distributed this portfolio in 16 countries and 
is evaluating the results.

Telemedicine Service Center – from early diagnosis 

to modern therapy management 

Contact

XP Sport GmbH

Im Erdbeerfeld 20

D-52078 Aachen

www.xp-sport.de

Contact

Vitaphone GmbH

Markircher Straße 22

D-68229 Mannheim

www.vitaphone.de

Hot Spots of Services in 

the Healthcare Sector
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Onko-Kids-online

By kids for kids

The opportunities for young cancer patients to interact with 
others are greatly restricted. Relationships with friends and 
family suffer, as a consequence, and can lead to a wide 
range of diffi culties, even after the culmination of therapy. 
Via internet, Onko-Kids-online makes it possible for young 
patients and their families to keep in contact, even during 
periods in the hospital. The children are provided with lap-
tops with internet access in oncological wards.

The Onko-Kids web site, provides a forum for patients to ex-
change information. Contact with the patients’ schools and 
participation in school lessons, is made possible via internet 
and webcam through live broadcasting. Special multimedia 
material providing information on the disease and its therapy 
suitable for children, has been developed for children and 
young adults. Part of this information is directly available on 
the web site. 

Two innovative achievements of this company have been 
recognized by others. Onko-Kids-online has received the 
“Oskar Kuhn Prize” for health communication and the 
“Wolfgang Heilmann Prize” for the humane utilization of IT 
technology.

VMscope GmbH

Web hosting of virtual cross-sections

The VMscope GmbH was founded in December 2004, fol-
lowing the award of the main prize in the national “Start-up 
Competition Multimedia” organized by the BMWA as a spin-
off from the Charité Berlin. The company partners originate 
from the “Digital Pathology & IT” department in the Institute 
for Pathology. 

The purpose of pathology is the examination and evaluation of 
microscopic tissue specimens for conditions such as tumors. 
The previously customary dependence on microscopes and 
the original tissue makes a telemedicine diagnosis (for ex-

ample for consultation) and the simultaneous examination by 
numerous users (e.g. medical students) practically impossi-
ble. The VMscope GmbH has a solution for these limitations, 
which is the virtual microscopy. 

In this process, histological cross-section specimens are 
scanned in their entirety in high resolution form, stored as 
data (up to 30 GB), and made accessible on the internet. The 
major technical challenge was the realization of the real-time 
visualization of the large image data via internet. The service 
includes preparation and digitalization of data up to hosting. 
The customer merely has to provide VMscope with a micro-
scope slide, and receives in return, a link and access code for 
access to the virtual microscope via the internet.

The company‘s customers include the IAP (specialist ad-
vanced training for pathologists), the Charité Berlin (telecon-
sultation), a number of universities (digital histology course), 
and research groups (digital archiving of tissue specimens).

Contact

VMscope GmbH

Campus Charité Mitte 

Charitéplatz 1

D-10117 Berlin

www.vmscope.de

Contact

Joint project between:

Deutsche Leukämie-Forschungs-Hilfe

-Aktion für krebskranke Kinder-

Ortsverband Heidelberg e.V.

Gabriele Geib

Silcherstr. 17

D-74937 Spechbach

Zentrum für Kinder- und Jugendmedizin 

Klinik III Onkologie und Hämatologie

Im Neuenheimer Feld 151 

D-69120 Heidelberg 

www.onko-kids.de

Hot Spots of Services in 
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ICCAS – Innovation Center for Computer-Assisted Surgery

Surgery of the future

Everyday life without the computer is now (almost) unthink-
able. Medical surgery, for example, is increasingly making 
use of computer-controlled “navigation systems”. These de-
velopments permit a shift from the purely manual, to assisted 
activity for surgery (automation).

In a computer-based operation, the surgeon no longer stands 
at the operating table, but sits in front of a control panel that 
provides him or her with a three-dimensional view of the op-
eration area via a sight visor. The surgeon’s hands direct con-
trol instruments; the information is transferred to the arms 
of a robot equipped with the actual operating instruments. 
Together with the camera, these instruments are positioned 
in the area of surgery. They are precisely guided by the move-
ments of the operator at the control panel. 

Further developments and tests 
are required before this technol-
ogy can be employed in daily 
surgical operations, but work at 
the Innovation Center for Com-
puter-Assisted Surgery (ICCAS) 
means that operative processes 
in certain sensitive regions of 
the body could be carried out 
with a higher degree of safety 
accompanied by lower risks. 
Thus, the Center’s work would 
benefi t patients and surgeons 
to an equal degree. 

ICCAS is analyzing operation procedures with the aid of mod-
ern IT tools. It compiles surgical workfl ows and integration 
profi les for the conception, specifi cation, and simulation of 
medical-technical prototypes within the fi eld of computer-as-
sisted surgery. Major areas of work include, the integration of 
all surgically relevant information in a standardized model of 
the patient stored in the computer, along with the visual pro-
cessing, representation, and interaction of these data. 

The center aims to occupy a key position in the development 
of surgery in the future. Currently, 30 young scientists from 
Europe, Asia, and America are carrying out research and de-
velopment at the ICCAS. The unit receives support from the 
Federal Ministry of Education and Research, the free state of 
Saxony, and the German Research foundation.

Contact

ICCAS – Innovation Center for Computer 

Assisted Surgery

Semmelweisstraße 14 

D-04103 Leipzig

www.iccas.de

Hot Spots of Services in 
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Institution for Statutory Accident Insurance and Prevention 

in the Health and Welfare Services (BGW)

Innovative methods for the prevention of 

occupational accidents and diseases

The Institution for Statutory Accident Insurance and Pre-
vention in the Health and Welfare Services is the statutory 
insurance association for non-state institutions in the Ger-
man medical service and welfare care sectors. It performs 
its statutory tasks under its own authority with government 
supervision. 

The central task of the BGW is the prevention of occupational 
accidents, diseases, and occupationally-related health haz-
ards. In the event of illness or damage, BGW organizes the 
best possible medical, professional, and social rehabilitation 
then the organization guarantees appropriate compensation.

In addition, seminars and information are offered on work-
place safety, accident insurance, accident prevention, health 
protection, and legal regulations. While these services pro-
vide practical tips for health in the workplace, BGW also car-
ries out research on the causes of occupational accidents 
and diseases, work-related health hazards, and measures 
for their prevention. In the area of inpatient geriatrics, for ex-
ample, innovative concepts are visualized and tested with the 
aid of the ServLab in Stuttgart, where a virtual home for the 
elderly was created as a research platform for the design of 
innovative services. 

Contact

Berufsgenossenschaft für Gesundheitsdienst 

und Wohlfahrtspfl ege (BGW)

Pappelallee 35/37

D-22089 Hamburg

www.bgw-online.de

Hot Spots of Services in 
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German Foundation for the Chronically Ill

Paths are formed by walking on them – 

support for scientifi c research within the area 

of chronic diseases

The German Foundation for the Chronically Ill is a non-profi t 
foundation that supports the public healthcare sector, and 
scientifi c research. The fi elds of cardiology and pneumology 
are the current focus of activity at the foundation. Services 
are provided to organize and carry out integrated research 

projects by doctors, hospitals, and other medical institutions. 
The foundation supports the management of integrated care, 
through the involvement of competent service providers and 
the appointment of board members with extensive experi-
ence. The goal is an effi cient network to achieve the statutory 
purposes of the foundation. A further focus is on healthcare 
economics: researchers can compare the effectiveness and 
effi ciency of various forms of health services affecting the hu-
man heart and respiratory systems. 

Hot Spots of Services in 

the Healthcare Sector

Contact

Deutsche Stiftung für chronisch Kranke

Alexanderstraße 26

D-90762 Fürth

www.stiftung-telemedizin.de
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Summary

Summary 

Innovations in education and research hold great potential. 
They aim towards global growth markets and in turn, offer 
the basis for social growth and prosperity. It is therefore as-
tonishing, that innovation in education and research was long 
distinguished by its absence in Germany. Recently, however, 
a fresh breeze has swept through educational institutions at all 
levels, and innovations in education and research are proving 
to be increasingly strong motors for the economic, social, and 
academic sectors. 

Young people thirsting for education are no longer prepared to 
have educational speed, content, and development opportu-
nities dictated by state institutions. The willingness to pay for 
education, but at the same time to demand quality standards, 
is a visible characteristic of this change. In a similar manner, 
the fi eld of research has been transformed into an arena of 
competition. Rankings have entered the scene, where, until 
recently reputation was the defi ning factor. The Excellence 
Initiative in Germany, which has gone through three rounds of 
award, has stimulated higher education into action, encourag-
ing, and supporting innovative university research. 

At the same time, education and research is being carried 
out in more places, including business organizations. Compa-

nies pressed by the demands of increasing competition have 
clear ideas about the additional skills workers need. Some are 
becoming more active in education as a contribution to soci-
ety, that extends beyond their own workers. Individuals taking 
greater responsibility for their own careers, are more willing 
to make independent decisions about the source of needed 
training, and are turning to these providers as well as to uni-
versities.

Today, the educational and research landscape in all its di-
versity and complexity, has taken a central role in innovation 
activity. More specifi cally, education and research provide an 
excellent breeding ground for service innovations: the range 
of opportunity is being extended as new concepts are gener-
ated and made feasible. In this short report, it is unfortunately 
possible to cover only a few aspects of this development. We 
describe two exemplary institutions in some detail – the Tech-
nische Universität München (TUM) and the HHL – Leipzig 
Graduate School of Management – then provide a fl avor of 
other innovative programs in a variety of settings.

Important for Business

■ Universities, created for the discovery and development
 of new ideas, have recently emphasized service innova-
 tions with support from the German government. 
■ This support has allowed the best educational organiza-
 tions to design new research platforms for the future.
■ Business organizations also play a growing role in this
 landscape, carrying out research and education projects
 that create additional innovations. 

“In future Germany needs even more well-trained, 
talented young people. 
And we need even more targeted research funding 
to pave the way for innovations of the future.”

Dr. Annette Schavan
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“Twelve years of service research and support for service development through the Federal Ministry of 
Education and Research (BMBF) have achieved a great deal in Germany. They have focused awareness 
on services as the motor of innovation. The support for education and research provided by BMBF has 
also created service excellence in the academic and economic world. Both of these developments have 
great signifi cance for the future of Germany as a location of high-tech economic activity. It is therefore 
appropriate, that innovation in services, the new service support program, is embedded in Germany’s 
High-Tech Strategy.”

Prof. Dr. Prof. h.c. Dr. h.c. Ralf Reichwald

Background

Service Innovation in 
Education and Research

The Technische Universität München (TUM) – describing it-
self as ‘The Entrepreneurial University’, was one of the win-
ners in the fi rst round of the Excellence Initiative in Germany 
in 2006. In 2008, it was nominated as the best German re-
search university by the Center for Higher Educational Devel-
opment (CHE) in their research ranking. 

The HHL – Leipzig Graduate School of Management is a sec-
ond innovative education and research center. This university-
level institution in private ownership is not only the historical 
cradle of German business economics, but also sets bench-
marks for excellence in academic study and the supervision 
of students. In 2007, HHL was one of fi ve prizewinners in a 
competition for “Exchange Processes”, jointly organized by 
the German Stifterverband and the Federal Ministry of Educa-
tion and Research. In 2008 they were celebrating the 110th 
anniversary of its founding. 

In part, because they differ in many respects, and thus have 
different strengths, the two schools have joined together in 
a strategic partnership with numerous joint projects and 
initiatives. For example, both institutions are exploring new 
paths through a new Executive Program in Innovation and 
Business Creation. Inaugurated in 2008, the EMBA program 
is organized by TUM with UnternehmerTUM, the Center for 
Innovation and Start-ups, and HHL. The degree focuses on 

the development of new business ideas by independent en-
trepreneurs and leaders of innovative projects in larger orga-
nizations.

This publication fi rst describes HHL, with its historical roots, 
its strategic concept for the future, and its award-winning HHL 
Open School Initiative. This is followed by a presentation of 
the TUM highlights and its concept for the future, ‘The Entre-
preneurial University’. These descriptions can be compared 
with information in the third section of the report, which more 
briefl y describes further education and research innovations 
in Germany.

I.  The HHL – Leipzig Graduate School of 
 Management as a motor of innovation 
 and value creation

The competition for “Exchange Processes,” which HHL won 
in 2007, was searching for universities that had signifi cantly 
contributed to innovation and value creation. The winner was 
chosen for exemplary contributions to breaking down barriers 
between the academic and economic worlds, thus improving 
the exchange of concepts, research fi ndings, personnel, re-
sources, and services. The distinguished jury was impressed 
by both the history, and the future concept of HHL in this 
extremely stiff competition.
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Historical roots
“HHL offers excellent study facilities for generalist manage-
rial studies on a superior academic level. The institution trains 
managers … (to) combine … judgment and well-founded 
economic knowledge.… The expression ‘generalist manage-
rial studies on a superior academic level’ is initially related 
to course content. We view the virtually insoluble confl icts… 
between theory and practice as a constant source of inspi-
ration and challenge. HHL students receive a broad and 
well-grounded business education that ranges from modern 
developments in management, to a more extended view 
(that)…includes problems and concepts in subject areas such 
as political economics and economic ethics. We deliberately 
avoid the illusion, that economic science can offer complete 
recipes for challenging managerial tasks, and emphasize at 
HHL that the appropriate utilization of theory demands creativ-
ity and power of judgment – in particular when this concerns 
solving new and far-ranging management problems.” 

This extract from the founding concept of HHL, which was 
re-established as a private university in 1992 by the Cham-
ber of Industry and Commerce in Leipzig, reformulates the 
concept with which the original HHL was created in 1898 by 
the then Chamber of Commerce. The triggers precipitating 
the foundation of a private institution were the “disasters in 
German global trade and mistakes within the area of trade 
and exchange.” HHL was considered a “necessity” for “those 
merchants who are destined to be the leaders of large busi-
nesses or industrial companies” (Raydt, 1897).

Even at that early date, HHL, the fi rst business school in Ger-
many, was characterized by strong and stable exchange re-
lationships. These strong historical and institutional network 
structures, are quite unique in Germany. The interlocking of 
economic sciences and academic research with business 
practice also lacks historical and institutional roots in many 
other countries – for example in Great Britain – and is only 
now being broadly encouraged as a strategy for the future. 

Connection between business research and business organi-
zations is a key feature, for example, in the infl uential Lambert 
Review (www.lambertreview.org.uk) recently published in the 
UK. 

The HHL tradition is personifi ed by its former student, Eu-
gen Schmalenbach, a revolutionary fi gure in modern busi-
ness management. Schmalenbach did not trust purely aca-
demic knowledge about economic processes generated at a 
distance from commercial action. He defi ned private sector 
economics as an art, rather than a science, and made a plea 
for the generation of commercial knowledge from economic 
science and economic practice acting in concert (Möslein, 
2005). HHL remains committed to this challenge today.

Strategic Concept
Exchange processes in the sense of fertile interaction be-
tween economic science and economic practice, character-
ize the methodical approach of HHL in all aspects of teach-
ing and research – or knowledge generation and knowledge 
transfer. HHL particularly needs this exchange to make a 
long-term place for itself among top-class business schools. 
It is therefore important, that the exchanges undertaken ac-
tually work, in both directions. The presumption is that the 
public and private economic institutions, that support HHL, 
will also benefi t from cooperation. In other words, the HHL 
philosophy necessitates reciprocal relationships that bring 
sustainable advantages to both partners. Figure 1 illustrates 
the central strategic and institutional-organizational exchange 
processes anchored at HHL. 

Education and research in interaction – 
HHL Open School Initiative
The HHL Open School Initiative addresses the global devel-
opment of business and innovation management in economic 
practice. One empirically evident change in economic prac-
tice is the move from a closed innovation model in a closed 
company-internal innovation department, to a model of open 
innovation, that requires reciprocal exchange and productive 
interaction with external innovators (Chesbrough, 2003). The 
opening of company innovation processes requires aware-
ness of innovative activity outside the borders of the orga-

Background

Prof. Hans Wiesmeth (center) receives the award for the HHL 
Open School Initiative from Federal Minister Dr. Annette 
Schavan and the President of the German Stifterverband, Dr. 
Arend Oetker, on May 10, 2007, on behalf of the German 
Stifterverband and the Federal Ministry of Education and 
Research.
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HHL – Leipzig Graduate

School of Management
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Background

nization. Within this context, E. von Hippel (2005) talks of a 
democratization of innovation. Similar innovation processes 
are affecting all areas of knowledge management and innova-
tion generation in many other kinds of organizations. 

The degree to which economic practice can be linked to in-
novation and knowledge generation among external partners 
depends upon the degree to which economic activities are 
dependent on external opportunities. Recognizing interde-
pendencies, new players have already established themselves 
in numerous technical-scientifi c knowledge and innovation 
fi elds to act as intermediaries between providers and con-
sumers within specifi c knowledge generation markets. Exam-
ples of companies offering innovation and innovative ability as 
products on the market include: IDEO (www.ideo.com) and 
innovation europe (www.innovation-europe.de). New mar-
kets in which innovation searchers meet innovation providers 
are being created by InnoCentive (www.innocentive.com) and 
IdeaCrossing (www.ideacrossing.com). F. Meyer-Krahmer 
and U. Schmoch describe the mechanisms of information 
and social knowledge transfer between the knowledge and 

Fig. 1: Exchange processes as the basis for the long-term and sustainable establishment of HHL within the market of 
leading business schools

economy sectors as “linking mechanisms” (Meyer-Krahmer 
& Schmoch, 1998).

However, a gap between adequate offers and intermediaries 
has been diagnosed within the area of management knowl-
edge (Birkinshaw et al., 2005; Möslein, 2005). Business 
schools worldwide, typically change strategic direction, only 
as a drop in demand in classical MBA studies is experienced. 
More timely changes are needed in both teaching and re-
search (Bradley et al., 2004; Ivory et al., 2006).

HHL’s Open School Initiative tries to close this gap between 
changes in economic events and new knowledge generation, 
with the establishment of HHL as the location and partner for 
collaborative knowledge generation between management 
research and management practice. Within the framework 
of this initiative, management competences and research 
capacities are bundled in fi ve central fi elds: strategy, innova-
tion, marketing, fi nance, and controlling – as illustrated by 
Fig. 2. Further information is available at www.hhl.de.

The HHL Open School Initiative combines 
Eugen Schmalenbach’s historical vision of 
knowledge generation from both economic 
science and economic practice with the 
most recent thinking open innovation. The 
school is encouraging innovation by dove-
tailing university and business practices. It 
is systematically building on its historical 
foundations and recognizing institutional 
and regional opportunities to strengthen 
both the economic sector,  and the larger 
society.

Source: HHL – Leipzig Graduate School of Management

Strategy

InnovationMarketing

Finance Controlling

Fig. 2:
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II.  Technische Universität München – 
 The Entrepreneurial University

The Technische Universität München is a research and 
teaching institution aimed at serving society. The institution 
views itself as an entrepreneurial university and therefore also 
a service company with aspirations for global excellence. Its 
contribution to service excellence within the high-tech city of 
Munich has many facets. For example, the TUM Business 
School acts as the bridgehead of knowledge transfer. 

MBA programs are available for managers up to the highest 
levels. The Executive MBA program called ¡communicate! has 
successfully established itself in the market as a program that 
helps managers identify organizational strengths and convey 
them to others. In 2008, TUM launched a further executive 
program focused on Innovation and Business Creation. The 
program facilitates the swift development and implementa-
tion of new services and new technologies for both high-tech 
start-ups and innovative businesses. As already noted, the 
program relies on TUM’s Innovation and Start-up Center, Un-
ternehmerTUM, in partnership with HHL.

Innovation in research – TUM Institute for Advanced Study
At the TUM Institute for Advanced Study (TUM-IAS), top 
researchers are freed from the typical bureaucratic pres-
sures of everyday university life. The fi rst IAS fellows were 
welcomed by TUM president Wolfgang A. Herrmann in 2007. 
These fellows are able to pursue new ideas with the aid of 
state-of-the-art equipment without distraction from admin-
istrative commitments. Modeled on the legendary academic 
paradise in Princeton, president Wolfgang Herrmann justifi es 
the TUM’s central project with the credo: “Free development 
of creativity for the brightest minds is the most effi cient con-
tribution to scientifi c progress.” 

Freedom for the best aca-
demics – the TUM Excel-
lence Initiative takes off
TUM-IAS is a core concept 
in the design for the future 
that received one of the fi rst 
three awards in the Excel-
lence Initiative of the Ger-
man Research Association 

(DFG) and the Academic Council in 2006. High risk – high 
reward, is the academic ideal of the institute that aims to open 
up new fi elds and signifi cantly infl uence academic careers. 
For this reason, young academics play a central role in TUM-
IAS, where special fellowships for particularly gifted young 
talents are available. Research groups consist of fellows from 
TUM and top international academics. The profi le is always 
interdisciplinary, including planned integration of humanities 
and industrial research. 

The fi rst research group began its work in September 2007. 
Prof. Reiner Rummel from TUM, with Prof. Gerhard Beutler 
and Dr. Adrian Jäggi from the Astronomical Institute of the 
University of Bern, are searching for methods to obtain new 
information on changes in the earth’s gravity fi eld through 
slight deviations in satellite paths. Identifi ed changes will in 
turn yield conclusions on changes in ocean currents, polar 
ice mass, or precipitations as the result of climate change.

TUM, The Entrepreneurial University, is 
receiving ca. 140 million Euros from 2007 to 
2012 within the framework of the national 
and regional Excellence Initiative, to develop 
an entrepreneurially thinking and acting 
university. The entrepreneurial target will be 
scientifi cally measured according to the best 
international standards. At the core of the 
Entrepreneurial University, is the develop-
ment of a performance-driven university 
culture. (Source: www.tum.de). 

“Institutions of learning should be devoted to the 
cultivation of curiosity.” 

Abraham Flexner (1939)

Prof. Dr. Dr. h. c. mult. Wolfgang A. Herrmann, President of 
the TU München during his lecture at the initial event in the 
series “Innovative services on the way to world class” that 
took place on September 17, 2007 at Munich Airport 
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A second research group surrounding Prof. Arthur Konnerth 
from the TUM, Nobel Prize winner Prof. Bert Sakmann – up 
until now Max Planck Institute for Medical Research Hei-
delberg – and Dr. Thomas Misgeld is attempting to map the 
function of basic elements of the brain in intelligent creatures. 
This IAS group will be based on the Garching campus of TUM 
in an institute building being constructed with 10 million 
Euros funding by BMW. Neurone bundles called cortical 
pillars, will be analyzed in vivo and simulated in silicio, i.e. in 
the Garching supercomputer. 

Further information on these and other TUM-IAS activities is 
available at www.ias.tum.de.

UnternehmerTUM GmbH – Center for Innovation and Start-ups
UnternehmerTUM is one of the leading centers for innovation 
and start-ups in Europe. Its focus is on the development of en-
trepreneurial teams and opportunities. Every year Unterneh-
merTUM facilitates and supervises approximate 40 teams in 
the systematic exploration of prototypes for new products and 
services; around 20 of the start-up teams form companies. Ad-
ditionally, over 1,000 individuals from both the university and 
business environments acquire entrepreneurial knowledge
in short courses and programs offered by UnternehmerTUM.

Susanne Klatten, a well-known German entrepreneur, has 
provided both course content and fi nancial support for Un-
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ternehmerTUM since its establishment in January 2002. She 
notes that “at UnternehmerTUM, young entrepreneurs are 
given the opportunity to implement their business concepts. 
UnternehmerTUM stands for the recognition of opportuni-
ties, the testing of concepts in a real environment, and their 
implementation.” 

In 2007, UnternehmerTUM was awarded the German Em-
ployer Associations’ Prize for Education in recognition of their 
convincing projects developing entrepreneurial competence. 
The TUM-based organization emphasizes, that in order to 
achieve success, a start-up needs an innovative business op-
portunity, a capable team, and a strong network of experts, 
and capital providers. UnternehmerTUM is a competent part-
ner in putting these key elements together: it helps innovators 
and start-up teams develop entrepreneurial opportunities 
into sustainable business models. The Center accompanies 
promising start-up projects through the critical phases of 
business development, business planning, fi nancing, and 
organization structuring.

UnternehmerTUM has developed ‘Playtools’ – a series of 
methods and tools with which teams can develop prototypes 
of their entrepreneurial idea within a short space of time. 
Through the systematic testing of a new business concept, 
it soon becomes clear whether or not a promising idea will 
develop into a real entrepreneurial opportunity – or not. Pro-
totypes help the team and relevant other actors (for example, 
potential customers or sources of fi nancial support) visualize 
the relevant aspects of a new business concept. Prototypes 
are ideal instruments for developing and exchanging an emo-
tional understanding of the innovative idea. In addition to this 
feedback, the prototype also supports studies of technologi-
cal feasibility. 

In its broader educational efforts, UnternehmerTUM awak-
ens the interest of young people in entrepreneurship through 
lectures and seminars. These provide students with funda-
mental knowledge about how managers involved in decision-
making can encourage innovation. After this introduction, 
participants can learn in teams how to develop business con-
cepts for growth-oriented companies and compile a struc-
tured business plan. Further information is available at www.
unternehmertum.de.

Innovations in teaching – Executive Program in Innovation 
& Business Creation 
With its Executive Program in Innovation & Business Cre-
ation, the TUM Business School, together with the HHL and 
UnternehmerTUM, is developing a groundbreaking educa-
tional innovation. For the fi rst time that we know of, an ex-
ecutive program combines excellent management training 
with the systematic encouragement and supervision, and 
innovation and start-up projects by individual participants. 
Teaching content of the highest quality is provided by lec-
turers from the Technische Universität München, HHL, the 
University of California Berkeley, and further international 
partner universities, along with well-known businesses. In a 
60-day course carried out over 12 month period, program 

participants acquire broadly-based management knowledge 
with the emphasis on the development of growth-oriented 
business models, the construction of new business fi elds for 
companies, and the successful management of start-ups. In 
accompaniment to academic modules, program participants 
receive systematic support from the UnternehmerTUM for 
their concrete innovation and start-up projects. 

UnternehmerTUM has developed an innovation process in 
which the concept of prototyping is the dominant element. 
The aim of this method is to reduce economic and techni-
cal innovation risk. A prototype is not viewed as fi rst copy 
of a mass produced offering, but is a more fl exible model 
that helps systematically test and develop new business con-
cepts. Functional models, forms, and customer scenarios 
make relevant aspects of the business concept tangible. For 
service components of the idea, these are especially impor-
tant instruments for interacting with potential customers and 
receiving valid feedback. This process helps reduce insecu-
rity within the innovation processes and generate knowledge. 
It helps determine to what extent the business concept is in 
demand, commercially viable and technically feasible, and 
what competences are required from individual participants 
and a surrounding team, for the successful implementation 
of the business concept.

The twelve-month Executive Program is aimed at ambi-
tious specialists and executive managers, and also company 
founders. Participants who have completed the program will 
receive the academic degree of Executive Master of Busi-
ness Administration (MBA). Further information is available 
at www.innovationprogram.de.

High school pupils of the Friedrich Schiller Gymnasium 
and their teacher Jens-Uwe Jopp, during the presentation 
of their prototype workshop results at the fi nal forum in 
Leipzig on February 19, 2008.
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Prof. Ralf Reichwald, TUM and CLIC, in conversation with 
Prof. Dr. Dr. h. c. Hans Wiesmeth, Rector of the HHL – 
Leipzig Graduate School of Management

The HHL is pursuing an innovative path with its educational 
concepts. What do you see as the distinguishing characteris-
tics of your institution, Prof. Wiesmeth?

We aim to educate capable and responsible managers who 
can recognize and surmount the challenges of the global 
economy. One of the projects in which we are pursuing new 
paths, is the ‘HHL Open School Initiative’.
 
What is the objective of the HHL Open School Initiative?

The concept was created to systematically bundle existing 
exchange processes and make our way of doing this more 
visible in the economic and academic world. Previously di-
versely contacts with businesses, are now integrated into a 
single network. A signifi cant component of the HHL Open 
School Initiative is cooperation projects such as, student ad-
visory services, practical projects, and personnel recruiting. 
However, knowledge transfer is not limited to the develop-
ment and placement of highly qualifi ed specialists. We pro-
vide a wide range of further training opportunities for various 
management levels.

What is your vision for HHL?

Our aim is to become one of the top ten leading European 
business schools by the year 2020. We are pursuing a growth 
strategy: we aim to increase both the number of staff and 
the number of students without forfeiting quality in service 
or teaching. We want to simultaneously extend cooperation 
projects with other leading European business schools offer-
ing diploma, master, and executive programs.

Prof. Ralf Reichwald in conversation with Prof. Dr. Dr. h. c. 
mult. Wolfgang A. Herrmann, President of the Technische 
Universität München (TUM)

Prof. Herrmann, what is the overall concept that characterizes 
TUM?

We see ourselves as an entrepreneurial university. This 
means that we follow a scientifi c entrepreneurial agenda in 
teaching and research. 
 
What are your objectives for this process?
We aim to offer students an excellent, performance-oriented 
education with a practical orientation. We embrace the prin-
ciple of achievement, and are constantly adjusting our study 
courses to new requirements. To guarantee a practical orien-
tation, we not only cooperate with strong partners from the in-
dustrial sector, but in 2002 also founded UnternehmerTUM, 
an independent, non-profi t, limited liability corporation and 
an associated institute of the TU München. The objectives of 
this institution include: the encouragement of entrepreneur-
ial thinking and action on the part of students and academ-
ics, and the supervision of university innovation and start-up 
teams, in the development of their products and companies.

Is there a unique vision you are aiming for at TUM?

One of our visions, is to become one of the most attractive 
technical universities in Germany for women. We aim to cre-
ate study places and jobs that fulfi ll the special needs of 
women and young families through imaginative actions.

Interview

Innovative Educational Concepts

Prof. Dr. Dr. h. c. mult. 
Wolfgang A. Herrmann

Prof. Dr. Dr. h. c. Hans Wiesmeth

Speakers and organizers at the fi nal forum of the series
“Innovative services on the way to world class” 
on February 19, 2008 in Leipzig
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The High-Tech Strategy 

for Germany

The High-Tech Strategy for Germany 

For the fi rst time, the German Federal Government has pre-
sented a national strategy for innovation policy which was 
developed in a joint effort by all federal government depart-
ments. The High-Tech Strategy for Germany marks a par-
adigm shift in research and innovation policy. Many good 
ideas are being developed in Germany but too few of them 
are turned to comercial account. We therefore need a cli-
mate where ideas can be „ignited“, where research results 
can be translated into products, processes and services. We 
want to turn Germany into the most research-friendly nation 
in the world. Until 2009, the German Federal Government 
will make available a total of approximately 15 billion Euro 
for cutting-edge technologies and technology spanning pro-
grammes with the aim of strengthening innovation. This will 
contribute substantially to achieving the goal of increasing 
the investments in research and development to three per-
cent of the gross domestic product by 2010, as was agreed 
in the Lisbon Strategy. The Federal Government‘s High-
Tech Strategy establishes the following innovation policy 
priorities: 

1.  Developing lead markets 

Defi ning clear objectives and fi elds of action: In its High-
Tech Strategy, the Federal Government has defi ned objectives 
for 17 cutting-edge fi elds. These include, for example, health 
research, security research and energy research. There is a 
clear time table for initiatives in each of these fi elds. Both 
research funding and the prevailing conditions are taken into 
account. 

Establishing a clear profi le: For the fi rst time, an analysis 
of strengths and weaknesses clearly shows where Germany 
stands in the various cutting-edge fi elds and where further 
action is needed. The central task is to open up new markets 
for products and services and to develop existing markets into 
lead markets. Within the cutting-edge fi elds, the High-Tech 
Strategy focusses on areas which are of outstanding national 
interest and which have economic and scientifi c potential. 

Designing roadmap processes with industry and science: 
Coordination between politics, science and industry is nec-
essary for enhancing Germany‘s competitiveness on interna-
tional markets. It is a task for innovation policy to shape and 
steer this process, to support it and to provide for suitable 
conditions. Strategic partnerships are of particular impor-
tance in this respect. 

2.  Improving the cooperation between 
 science and industry 

Pooling the strengths of industry and science: With our High-
Tech Strategy we forge links between industry and science. 
Collaborations and joint projects will receive greater support 
than ever before, for example through the introduction of a 

new type of research grant, the funding of leadingedge clus-
ters and by spotlighting the best examples of cooperation be-
tween industry and science. 

Investing in minds: The systems of initial and continuing vo-
cational training will be developed further in keeping with fu-
ture needs, and support for the highly talented and for young 
researchers will be extended. The Pact for Higher Education 
2020 aims to ensure that a growing number of students will 
fi nd favourable conditions for study and research. 

Actively shaping European research and innovation policy: 
The national innovation system forms part of the European 
Research Area. The Federal Government therefore aims to 
link its innovation policy to European initiatives. This will also 
be an objective of the German EU Council Presidency during 
the fi rst half of 2007. 

3.  Accelerating direct application of 
 research fi ndings 

Shortening the time to market: Standards enable the suc-
cessful marketing of products throughout the world. The 
High-Tech Strategy will assist industry in establishing such 
standards more quickly, thus increasing the competitiveness 
of industrial products. Furthermore, public procurement will 
be designed as a driver of innovation. 

Improving conditions for high-tech start-ups and innovative 
SMEs: Young entrepreneurs will be assisted in entering the 
market, companies will receive support in establishing con-
tacts with the scientifi c community and in translating their 
own research fi ndings into products, and the funding policy 
for small and medium-sized enterprises will be streamlined. 
General conditions will also be improved. 

The Federal Government‘s High-Tech Strategy initiates an 
interdepartmental process for the entire legislative period. 
The Industry-Science Research Alliance, which includes rep-
resentatives from industry and the scientifi c community, will 
support the implementation and further development of the 
High-Tech Strategy together with the competent government 
departments. The process of implementing the High-Tech 
Strategy will be regularly reviewed. A fi rst review by the Fed-
eral Government will take place in September 2007. 

Further information: 
http://www.ideen-zuenden.de 
http://www.bmbf.de 

Source: www.hightech-strategie.de, Letter of Facts, published 
by Federal Ministry of Education and Research, Public Rela-
tions Division, 11055 Berlin, Germany Bonn/Berlin 2007

131





Hot Spots of Service Innovation 

in Education and Research

133



Universität Karlsruhe (TH)

Universität Karlsruhe – concept for the future
With the Excellence Initiative award, the German research 
landscape is being revolutionized. In this instance, a univer-
sity and a non-university large-scale research institution plan 
to merge to become the Karlsruhe Institute for Technology 
(KIT), which will set new benchmarks in research, teaching, 
and innovation. A detailed concept has been compiled and 
all obstacles have been eliminated for its implementation. 
Federal and regional governments recently decided that KIT 
should be created in the form of a statutory body accord-
ing to the regional regulations in Baden-Wuerttemberg. The 
relevant legal framework is expected to be in place by the 
beginning of 2009.

KIT will focus primarily on natural and engineering sciences 
and new innovation approaches with the aid of outstanding 
international research and teaching. It is expected to become 
the leading European center for energy research. The orga-

nizational concept foresees common structural and develop-
ment planning, as well as common appointment strategies. 
This would mean that the academic competence of a re-
search university is linked under the same roof with a large-
scale research institution. Faculty and graduate students will 
be integrated in large-scale research projects and teaching 
activities. The design and scope of the new organization is 
expected to attract the best minds from around the world. 
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Contact

Universität Karlsruhe (TH)

Kaiserstraße 12

D-76131 Karlsruhe

www.uni-karlsruhe.de
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Technische Universität München

TUM. The Entrepreneurial University.

Entrepreneurial spirit at the TUM is interpreted as the en-
couragement and consolidation of a wide spectrum of talents. 
Within the context of state-of-the-art research, this guaran-
tees a maximum of individual freedom coupled with a func-
tioning and academically friendly administration.
The university presented its concept for the future under the 
motto “TUM. The Entrepreneurial University.” Linking up with 
numerous reform steps since 1996, the TUM was able to 
convincingly present its future aims targeting the best inter-
national standards of an entrepreneurial thinking and acting 
university. The business objective is scientifi cality which is 
measured according to top international standards. The focal 
point is the “TUM Institute for Advanced Study” (TUM-IAS), 
the concept of which is the creation of maximum creative 
freedom for its top academics, the “IAS-Fellows”.

The TU München displays a future-oriented and character-
istic profi le particularly within the areas of natural sciences 
and engineering sciences. In addition to the core areas of 
a technical university, productive links to life sciences have 
been set up, ranging from nutritional science, biotechnol-

ogy and bioinformatics, to 
medicine. Numerous innovative
research projects and study 
courses have originated from
fruitful interdisciplinary coop-
eration. 

The excellence clusters “Cote-
sys” and “Universe” are two 
of the particularly outstand-
ing research areas at the TU 
München which play a promi-
nent role in the characterization 
of the university and simultane-
ously provide young academics 
with excellent study and career 
opportunities. The TU München not only provides visible and 
competitive research and learning structures, but also sup-
ports the required accompanying academic network struc-
tures and cooperation projects with non-university institu-
tions and the economic sector.

The Excellence Initiative at the Technische Universität 
München additionally enables a new design of its teaching 
structures with the aid of the TUM International Graduate 
School of Science and Engineering” (IGSSE). The core con-
cept of this project is the increased dovetailing of natural and 
engineering sciences on a strong research basis throughout 
graduate and post-graduate courses. This creates additional 
benefi ts in interdisciplinary experience for young entrepre-
neurially thinking and acting academics.

Contact

Technische Universität München

Arcisstraße 21

D-80333 München

www.tum.de
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Georg-August-Universität Göttingen

Tradition – innovation – autonomy in Göttingen

The Georg-August-Universität Göttingen, as supported by the 
Excellence Initiative on the part of the Federal and Regional 
governments, is realizing a concept for the future titled “Tra-
dition – innovation – autonomy.” The project is related to top 
university research in areas developed by Brain Gain, Brain 
Sustain, Lichtenberg Kolleg, and Göttingen International. Dur-
ing the process of the excellence competition, the Göttingen 
Graduate School for Neurosciences and Molecular biosci-
ences (GGNB) and the excellence cluster “Microscopy on a 
Nanometer scale”, were established to support this concept.

Through the Brain Gain, the “Georgia Augusta” is pursuing 
an innovative path to gain outstanding young academics and 
provide the best of them with a secure professional career. 
Additionally, Brain Sustain provides a concept that enables 
the retention of established top researchers. These projects 
are accompanied by two further measures: the Lichtenberg 
Kolleg encourages humanistic and social research and Göt-
tingen International, the recruitment of excellent foreign stu-
dents and young academics. The concept is person-oriented, 
but its structure ensures the further development and polish-
ing of the image of the academic institution. 

The long-term strategy of the Georgia Augusta is to build on 
the particular strengths of the university with its established 
research tradition in a wide range of subjects, close links with 
the excellent non-university research environment, and its 
autonomy as a foundation university. Academic progress is 
conceived as a process that primarily results from creativity 

and the efforts of individual researchers, but which can si-
multaneously be accelerated by strategic control, for example 
the consistent performance-oriented allocation of resources.

The university’s concept for the future aims to gain and re-
tain the “best brains” internationally and provide them with 
the best possible environment for the development of their 
potential. The University of Göttingen is situated in the center 
of an environment of non-university research institutions in 
close vicinity that is probably unique in Germany. The gradual 
coalescence with these partners to provide a joint academic 
location, provides opportunities that are unique to Göttingen 
for the gaining and retaining of excellent researchers and the 
growth and extension of internationally competitive top-class 
research.

Contact

Georg-August-Universität Göttingen

Presse, Kommunikation und Marketing

Wilhelmsplatz 1

D-37073 Göttingen

www.uni-goettingen.de
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University of Heidelberg

Heidelberg: realizing the potential of 

a comprehensive university

With its commitment as a comprehensive university, the Uni-
versity of Heidelberg achieved entry into the group of nine 
universities that were successful in the Excellence Initiative 
on the part of the Federal and Regional governments. That 
enabled the university to receive supplementary funding up 
to the year 2012 for its future-oriented concept “Heidelberg: 
realizing the potential of a comprehensive university.” The 
project will encourage research and young academics, and 
signifi cantly advance transformation from a classical “univer-
sitas” to a comprehensive university of the future.

The success recognizes 
that the “Ruperto Carola”, 
founded in 1386, is not only 
Germany’s oldest university, 
but also regularly appears 
in international rankings as 
an excellence university. The 
institution is provided with 
a unique opportunity to de-
velop knowledge addressing 
the major issues of humanity, 
transforming Heidelberg into an even more successful and in-
ternationally attractive location.

Their concept for the future not only builds on disciplinary 
strengths, but aims to develop new forms of interdisciplinary 
cooperation and improve the position of Heidelberg in na-
tional, and international networks. Three measures can be 
cited as primary examples for the strengthening of a compre-
hensive university. The fi rst is the establishment of the Mar-
silius-Kolleg to create new quality in the cooperation between 
the disciplines with various academic cultures. The second 
is the national character of the strategic alliance between the 
Center for Molecular Biology (ZMBH) and the German Center 
for Cancer Research (DKFZ). The third concept for the future 
improves support for the encouragement of young academic 
researchers.

Contact

Ruprecht-Karls-Universität Heidelberg

Grabengasse 1

D-69117 Heidelberg

www.uni-heidelberg.de
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HighTechCampus LMU
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Ludwig-Maximilians-Universität München

LMUexcellent: working brains – networking minds 

– living knowledge
The LMU was extremely successful in the fi rst round of 
the national Excellence Initiative competition in 2006. The 
university achieved success in all three funding lines in the 
competition, and was nominated as one of three Excellence 
Universities in Germany. Within the LMU, a graduate school, 
three excellence clusters, and the concept for the future, 
LMUexcellent received support.

LMU includes the “Graduate School of Systemic Neurosci-
ences GSN-LMU” which devotes itself to one of the funda-
mental issues in modern science: how does the brain func-
tion? Research into proteins forms the core of life sciences 
at the university. The excellence cluster, “Munich Center for 
Integrated Protein Science (CIPSM)”, aims to bring leading 
researchers to Munich who can create new structures in 
teaching, services, and above all research.

Photons, photon sources and technical processes utilizing 
photons, are key elements of the technology of the 21st cen-
tury. The excellence cluster “Munich-Center for Advanced 
Photonics (MAP)”, will search for new operational possibili-
ties for photons with the aim of achieving higher intensities, 
higher accuracies in frequency, and higher photon energies. 
This would enable the control of an electromagnetic fi eld 
within a time scale of below a femtosecond, i.e. one thou-
sandth of a trillionth of a second, to be achieved. 

Nanosystems already play a prominent role in information 
technology at LMU. The electronic components of computers 

and communication technology are becoming increasingly 
smaller. This development cannot be continued indefi nitely 
once the nanometer scale has been reached. In the excel-
lence cluster “Nanosystems Initiative Munich (NIM)”, scien-
tists from a variety of research institutions within the vicinity 
of Munich, are working together with the objective of design-
ing, creating, and controlling a series of artifi cial and multi-
functional nanosystems. 

The LMU also provided a concept for the future with “working 
brains – networking minds – living knowledge.” This frame-
work will strengthen its position as an outstanding German 
research university. To this end, LMU is cultivating an exten-
sive international network and academic cooperation on all 
levels from study courses, research, and administration with 
renowned partners from around the world.

Contact

Ludwig-Maximilians-Universität München

Geschwister-Scholl-Platz 1

D-80539 München 

www.uni-muenchen.de
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Freie Universität Berlin 

International Network University

The Freie Universität Berlin was established during the block-
ade of West Berlin in 1948, prompted by the politically mo-
tivated exclusion of students from the Universität Unter den 
Linden. The Free University initiative on the part of students 
and academic staff was supported by the United States and 
Berlin politicians. Students and staff wished to learn and do 
research unencumbered by political restrictions. Today, the 
Free University of Berlin is still guided by the principles of 
truth, justice, and freedom, as shown on its offi cial seal. The 
university offers over 100 study courses in 15 faculties and 
central institutes. Around 34,000 students are currently en-
rolled at the university; 16 per cent of these are foreign na-
tionals from all around the world.

Sixty years after its establishment, the Free University Berlin is 
one of the top academic addresses in Germany, and was one 
of nine universities to receive recognition within the framework 
of the Federal and Regional government Excellence Initiative. 
This will permit the University to set up several interdisciplin-
ary clusters and graduate schools. Within research projects 
and the graduate schools, academics from the Freie Univer-
sität Berlin, on a variety of levels, also are cooperating with 
other universities and non-university research institutions. 

Individual research areas include emotions, cultures of the 
Old World, the development of new forms of therapy for neu-
rological disorders, pure and applied mathematical research, 
Muslim-infl uenced cultures, North American society at the 
beginning of the 21st century, literature of world cultures, and 
the development of regenerative therapies.

The Freie Universität’s concept for the future is to be an In-
ternational Network University, continuing the strategy pur-
sued since the time of its foundation. While at the beginning 
it was necessary for the academic future of the university to 
establish connections throughout the world from its “island 
location” in West Berlin, this strategy of necessity has now 
developed into a success strategy of internationalization and 
academic excellence. For a number of years the Freie Uni-
versität Berlin has bundled its research into clusters, some of 
which are currently receiving support through the Excellence 
Initiative. The new graduate schools are part of the Dahlem 
Research School, the umbrella organization for structured 
doctoral programs at the Freie Universität. The university 
currently has 130 partnerships throughout the world and ex-
ternal sites in New York, Moscow, Beijing, and New-Delhi. 
The establishment of further offi ces and the structuring of 
new cooperation projects are planned. The international-
ization strategy of the Freie Universität will, in the future be 
controlled in three strategic centers – the Center for Cluster 
Development, the Center for Graduate Studies and the Center 
for International Exchange.
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Contact

Freie Universität Berlin

Kaiserswerther Straße 16 – 18

D-14195 Berlin

www.fu-berlin.de

www.excellence-fu.de
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University of Freiburg

Windows for research

With the long-await-
ed decision in the 
Federal and Region-
al government Ex-
cellence Initiative for 
the encouragement 
of scholarship and 
research in German 
universities, the Uni-
versity of Freiburg 
will be able to imple-
ment its concept 
for the future. The 

university has achieved the highest possible level of support, 
and is offi cially permitted to refer to itself as an “Excellence 
University”. In addition, the authorizing committee of the uni-
versity has approved a new excellence cluster, the “Center for 
Biological Signal Studies (bioss).” 

Through the development and strengthening of interdisci-
plinary research, the Center will throw light on the molecu-
lar foundation and principles of biological signal processing. 
Numerous human disorders are caused by defective or un-
regulated signal paths. A better understanding of these signal 
processes will make an essential contribution to progress in 
medical research and practice. 

The excellence award will permit the University of Freiburg not 
only to implement this concept for the future, but to attract 
highly qualifi ed young academics, internationally renowned 
researchers and guest academic staff to the campus. With 
its international “Institute for Advanced Studies” (FRIAS), 
Freiburg aims to penetrate the top group of international re-
search universities. Instead of a daily life full of applications 
for third-party funds, committee work and administration, re-
searchers should be provided with the freedom to undertake 
excellent research.
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Contact

Albert-Ludwigs-Universität Freiburg 

Abteilung Exzellenzinitiative

Science Support Centre

Fahnenbergplatz 

D-79085 Freiburg

www.exzellenz.uni-freiburg.de
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RWTH Aachen University 

RWTH 2020: meeting global challenges

On September 19, 2007, RWTH Aachen was designated as 
an Excellence University by the German Science and Hu-
manities Council and the German Research Association 
within the framework of the German Federal and Regional 
governments’ Excellence Initiative. Their concept for the fu-
ture was “RWTH 2020: Meeting Global Challenges,” which 
included proposals by the Graduate School for the “Aachen 
Institute for Advanced Study in Computational Engineering 
Science” (AICES), and the development of excellence clus-
ters in “Ultra High-Speed Mobile Information and Communi-
cation” (UMIC), “Integrative Production Technology for High 
Wage Countries”, and “Tailor-Made Fuels from Biomass” 
(TFMB). The total amount of support is 180 million Euros 
over a fi ve year period.

The funding provides RWTH Aachen with a unique and valu-
able opportunity to align its core competences to undertake 
top-class research and signifi cantly raise its international 
visibility within a few years. To achieve these goals, RWTH 
Aachen has developed a strategy that will lead to a superor-
dinate objective: in contrast to the individual strengths that 

currently characterize 
the university, which is 
above all renowned for 
engineering sciences, 
RWTH Aachen now, 
aims to develop into 
an integrated, interdis-
ciplinary technical uni-
versity that can meet 
global challenges. 

In order to accomplish 
a thorough and com-
plex reorientation and 
refocusing process, 
four specifi c mea-
sures have been compiled within a strategic plan to reinforce 
existing strengths of the university while rectifying existing 
defi cits. 

These measures include:
•  raising the academic profi le of the university
•  forging a research alliance among Jülich-Aachen (JARA) 

to include JARA-Brain Translational Brain Medicine (neu-
rosciences), JARA-FIT Fundamentals of Future Informa-
tion Technology, JARA-SIM Simulation Sciences, and 
JARA-Energy

•  mobilizing people through a university-wide personnel and 
organizational development, and

•  the reinforcement of university management structures.
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Tailor-made fuels 
from biomass 
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Contact

RWTH Aachen

Templergraben 55

D-52062 Aachen

www.exzellenz.rwth-aachen.de
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Microsoft Deutschland GmbH

IT for smart mice

PC-WARE is the result of co-
operation between Microsoft 
Deutschland and Porsche. As 
part of a project initiated by the 
German Federal Minister of Jus-
tice, Brigitte Zypries, the effort 
supplied 120 nursery schools 
in Darmstadt and the region of 
Darmstadt-Dieburg with a learn-
ing program titled “Smart Mice: 
children discover language.” 

The Smart Mice software is oriented towards children be-
tween the ages of four to six and encourages linguistic com-
petence through a playful approach to computers. It was 
created in the spring of 2003 by Microsoft Deutschland and 
partners. Two hundred nursery schools, located primarily in 
socially disadvantaged areas, were supplied with the Smart 
Mice package in a pilot project. Today, over 2,000 nursery 
schools nationwide, with a total of more than 60,000 chil-
dren, have used the Smart Mice programs.

Dr. Knut Löschke, chairman of the managerial board at PC-
WARE, comments: “Social commitment is an integral part of 
the strategy and culture of PC-WARE. For over 17 years, we 
have been making a sustainable contribution to growth and 
development at the company head offi ce location in Leipzig 
and similarly to the constant expansion of subsidiary compa-
nies. Our social commitment is primarily oriented towards the 
education and encouragement of young people. For this rea-
son, it went without saying that we would support educational 
initiatives on the part of our long-term partner Microsoft.” 

Robert Bosch comprehensive school

A prize-winning educational establishment

The Robert Bosch School is an 
integrated comprehensive school 
with a senior high school that 
meets excellent educational stan-
dards, displays a healthy com-
petitive culture, and can be 
viewed as a model for innovative 
school development. As early as 
1979, the school was designated 
as a “UNESCO project school.” 
Then in 1996 it became an “envi-
ronmental school in Europe” be-
cause of its orientation toward the 

guidelines of UNESCO and Agenda 21 – which focused on 
peace, justice, international understanding, and the preser-
vation of the natural environment. In 2000, the school was 
given the opportunity to present itself at the World Exposition 
in Hanover following an extensive selection procedure to an-
swer the question: “What sort of school does the world of the 
future need?” It was also the chief prize winner in the German 
School Competition in 2007, the largest and best endowed 
German schools competition. 
 
The Robert Bosch comprehensive school distinguishes itself 
through numerous projects, such as a summer school in 
Denmark and support for the Baltic Sea Project – an interna-
tional UNESCO project. The school has a large range of fa-
cilities that include teaching rooms and space for events to 
demonstrate a variety of practical and theoretical talents. For 
example, it has a leisure center that supports a variety of ac-

tivities, including chess and card games, table tennis, and 
billiards. Further facilities include a photo laboratory, a play-
ground, school garden, school computer, and theatre stages. 

The school trains social competences through its own zoo 
and a schedule of duties in seniors’ homes. The program is 
characterized by team work and long-term assignments with 
numerous cooperation partners. Pupils have no fear of fail-
ure, as no pupil has to repeat a year prior to the tenth grade. 
Homework and exercises for grades 5–10 are undertaken at 
school in three study hours with teacher support. Close coop-
eration with the pupils’ homes is encouraged through regular 
parent-teacher meetings and ‘group lessons’ in which par-
ents participate as supervisors. During career discovery days, 
pupils are also able to become acquainted with their parents’ 
workplaces.

Work in the table group: 
“stronger” pupils – help 
“weaker” pupils

Hot Spots of Sevices in

Education and Research

Contact

Microsoft Deutschland GmbH

Projektteam Schlaumäuse 

www.schlaumaeuse.de

Contact

Robert-Bosch-Gesamtschule

Staatliche Integrierte Gesamtschule

Richthofenstraße 37

D-31137 Hildesheim/Niedersachsen

www.robert-bosch-gesamtschule.de
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INI.FAU – Ingolstadt Institute of the Friedrich-Alexander-University Erlangen-Nuremberg

The FAU academic competence center 

in Ingolstadt

The Friedrich-Alexander-University Erlangen-Nuremberg is 
pursuing new paths in research and teaching with its Insti-
tute INI.FAU. In cooperation with AUDI AG, a regional com-
petence center is being established in Ingolstadt that will 
provide young academics with unique working conditions to 
enable practical utilization of theoretic knowledge. 

The overriding aim of the institute is the further develop-
ment of automotive electronics through new developments in 
simulation, design, data analysis, and safety technology. This 
includes mixed time- and process-controlled control unit ar-

chitecture, bus systems (e.g. CAN), hybrid real-time systems, 
and sensor data in networked systems. The output of these 
efforts can be utilized in areas such as diagnosis, driver as-
sistance, and the prevention of collisions.

Festo AG & Co. KG

More effi cient study – the Festo educational fund

Festo, a company that delivers solutions for industrial and 
process automation, is the global market leader in technical 
training and specialized training. It employs a workforce of 
over 12,800 and had a turnover of 1.65 billion Euros in 2007. 
The Festo educational fund is an example of the indepen-
dent family-run enterprise’s strong commitment to education. 
Their corporate educational responsibility includes numerous 
projects within the general areas of youth and technology.

For example, Festo was the fi rst company in Germany to par-
ticipate in directly funding students’ costs of education. The 
Esslingen-based company set up an educational fund with Ca-
reerConcept AG in Munich. The Festo fund provides fi nancial 

support for living costs 
and tuition fees of En-
gineering Science and 
Technology students, 
thereby encouraging 
targeted study courses 
that can be completed 
swiftly. Subsequent re-
payments are income-
dependent, limited to 
a maximum sum, and 
display greater fl exibil-
ity than student credit 
schemes. In addition 
to the provision of fi nancial aid, a special feature of the Festo 
educational fund is career-oriented qualifi cation of graduates 
and doctoral students who are able to profi t from an exclusive 
network of technically oriented companies and committed 
professors.

Not only is the Festo educational fund the fi rst initiative on the 
part of a large-scale German company to specifi cally support 
necessary professional qualifi cations, student repayments 
are utilized to fi nance subsequent students. Thus Festo has 
developed the fi rst example of a generational contract for 
education. The new model should encourage contributions 
from other businesses to reduce the lack of academic spe-
cialists and secure the future of German industry. 

Hot Spots of Sevices in

Education and Research

Contact

INI.FAU

Ingolstadt Institute der FAU

Marie-Curie-Straße 8

D-85055 Ingolstadt

www.ini.fau.de

Contact

Festo AG & Co. KG

Ruiter Straße 82

D-73734 Esslingen

www.festo-bildungsfonds.de

www.festo.com
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The Boston Consulting Group

Business@school – school as the “market place 

of opportunity”

Business@school has set itself 
the target of preparing young 
people to take on individual re-
sponsibility in an increasingly 
“entrepreneurial” world. It is 
an open project platform of the 
Boston Consulting Group and 
committed partners, that encour-
ages dialogue between school 
and business and among pupils, 
teachers, parents, and business 
experts. Classical knowledge 

transfer is combined with new forms of learning in which 
pupils are provided with insight into the professional and 
industrial world. They also become acquainted with specifi c 
areas of business knowledge, learning team work, presen-
tation techniques, communication skills, and how to handle 
new media.

A particularly important capacity of the program is its ability 
to facilitate individually acquired knowledge. Research shows, 
that this approach makes the greatest impression on pupils, 
and, for this reason, those involved with business@school 
learn to occupy themselves in increasing independent proj-
ects. Teamwork is also important, and all teams participate in 

an international competition with their individually developed 
concepts. The results of business@school are presented to 
other teams and a jury; these results are subsequently dis-
cussed and feedback is provided. The cooperative working 
methods and sporting competitiveness of the program are 
particularly motivating for young people. 

The projects allow students to become acquainted with a va-
riety of business activities through visits to companies and 
contact with managerial staff. It is aimed at senior high school 
pupils in grades 10 to 13. Project work can be variously in-
tegrated into lessons in major school subjects. It can also be 
used in the form of an optional subject, or as a project carried 
on outside normal school hours. 

Berufsakademie Baden-Wuerttemberg

Recognition for an innovative 

educational model 

Companies such as Daimler and Bosch, dissatisfi ed with 
the quality of applicants from university, established the fi rst 
academy of cooperative education in Stuttgart with fi nancial 
support from the federal state of Baden-Wuerttemberg in the 
1970s. Two decades later, substantial negotiations with the 
Standing Conference of Ministers for Education and Culture 
in 1996 were necessary before the BA course was recog-
nized on an equal standing to qualifi cations from universi-
ties of applied science. Since then, this kind of academy has 
gained popularity alongside the large-scale state universities. 

Berlin, Thuringia and Saxony have copied the model devel-
oped at the “Ländle” Baden-Wuerttemberg. 

Students of the Berufsakademie constantly alternate be-
tween lecture rooms and businesses. This provides them 
with substantial practical knowledge, with the result that 
they frequently have a head start in comparison to university 
students at the beginning of their professional careers. The 
blend of academic courses and vocational training available 
from this kind of institution, currently enjoys great popular-
ity due to its career-oriented content. According to a survey 
carried out by the research institute (Institut der deutschen 
Wirtschaft) in Cologne, over 4,000 companies currently offer 
around 19,000 special training places. 

Hot Spots of Sevices in

Education and Research

Contact

The Boston Consulting Group GmbH

Ludwigstraße 21

D-80539 München

www.business-at-school.de

Contact

Berufsakademie Mosbach

Lohrtalweg 10

D-74821 Mosbach

www.ba-mosbach.de
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VIWIS

E-learning for all sectors

VIWIS customers are companies and education providers 
that view education as a top priority and wish to offer modern 
courses partially, or even totally online. The offerings include 
single education elements as a primary product, but also 
seminars for supplementary customer value creation, inter-
nal training courses, and company-specifi c seminars. A wide 
range of subjects are included, from fi nancial services and 
healthcare topics, to expert knowledge within the areas of 
wholesale and retail trade. 

VIWIS organizes the content of all courses towards the speci-
fi cations of the individual customer. Current topics, such as 
the General Equal Treatment Act (AGG) or specialized areas 
such as Radiation Control Regulations (RöV), can be swiftly 
compiled into a high-quality but competitively priced course 
by the e-learning specialists in Munich. The systematic and 
pragmatic approach of VIWIS e-learning experts enables fast, 
but individually tailored implementation. Following the deter-
mination of the envisaged educational targets and framework 
conditions and a selection of available contents, the e-learn-
ing concept is compiled and ready for immediate utilization. 
This enables VIWIS to provide intelligent and individually tai-
lored learning solutions for a wide range of customers.

MIPLC – Munich Intellectual Property Law Center

Further educational study in a class of its own

Since 2003, the University of Augsburg, the Technische Uni-
versität München, George Washington University in the Unit-
ed States, and the Max Planck Society have offered an elite, 
international study course in the “laws of intellectual prop-
erty” at the Munich Intellectual Property Law Center (MIPLC). 
This is a one-year advanced study course taught in the Eng-
lish language for which tuition fees must be paid. Participants 
originate from law and business schools, but are additionally 
recruited from natural and engineering sciences, as well as 
media and literature studies. They acquire knowledge of all 
facets of law concerning intellectual property, not only on na-
tional and European levels, but also with a consistent interna-
tional orientation and with an in-depth consideration of practi-
cal and economic aspects. Graduates of this course receive 
the title Master of Laws in Intellectual Property (LL.M.). 

This is an advanced study course in a class of its own 
that is educating the elite of tomorrow. “We attract the top 
minds worldwide within this subject area from academic 
and practical backgrounds. They come to Munich and unite 
at MIPLC in a top-class faculty,” emphasizes Prof. Straus 
from the Max-Planck Institute for Intellectual Property. Stu-
dents are provided with individual offi ces and have access 
to the largest existing library on intellectual property at MPI. 

Each student is allocated an individual tutor for the entire 
program. A study module in Washington is a fi xed course 
element, as is participation in conferences offered by coop-
erating educational institutions of the European Intellectual 
Property Institute Network (EIPIN). Students also complete a 
one-month practical experience course. 

Hot Spots of Sevices in

Education and Research

Contact

VIWIS GmbH 

Thomas-Dehler-Straße 2

D-81737 München 

www.viwis.de

Contact

Munich Intellectual Property Law Center 

(MIPLC)

Marstallstraße 8

D-80539 München 

www.miplc.de



Service Markets



 “Markets for services, services 
for markets: both span a wide range 

of research challenges.”
Prof. Dr. Christof Weinhardt  



Summary

Summary 

Service markets are necessary for the effi cient and effective 
trading of services. They integrate services created in an orga-
nization with services available externally. Marketplaces also 
offer their own services: for example, forecast markets provide 
information on customer expectations about an innovation.

There are numerous examples throughout Germany in which 
growth and employment from service markets are already vis-
ible. For this reason, cooperation between economic and aca-
demic sectors for the development, testing, and introduction 
of service marketplaces should be encouraged. They are of 
great signifi cance for the future development of the German 
economy. 

Important for businesses

Development of information and communication technologies 
extend and change services; in addition, in a service market-
place ICT hardware and software are themselves increasingly 
offered as services. 

■ Service markets provide an excellent opportunity not only 
to offer services but also to bundle services. However, 
these opportunities have also created a more competitive 
environment. 

■ Innovative service marketplaces utilize “mass knowl-
edge.” For example, aggregate user evaluation of a new 
business idea can be very valuable to producers and in-
termediaries evaluating an innovation. 
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The increasing signifi cance of the service sector is now un-
disputed. A general increase in services, diversifi cation of 
services, and creation of innovative service concepts can be 
easily observed. Service markets are a natural next step in 
this process of development.

ICT advances have led to innovative services, and more spe-
cifi cally, to the creation of service marketplaces. Following 
a short survey of transformation within the service market, 
which Chris Anderson describes as responding to the “long 
tail” of demand, two types of new service markets will be pre-
sented. The fi rst type – software and hardware as a service 
– shows that physical products are increasingly also services. 
The second service innovation – infrastructure as a service – 
describes how service markets themselves offer innovations. 

I.  Transformation of the market 
 for services 

Prior to the invention of swift information and telecommu-
nication media, the market for services was regionally lim-
ited. Service providers had to be available where the service 
was to be provided, or the customer had to go to the service 
provider. Wider geographical distribution of services was pre-
vented by the lack of cost-effective distribution.

Today, information and telecommunication technologies are 
widely available, and markets for services have began to con-
quer large geographical areas. It is possible for providers to 
offer services via the internet to a much larger clientele than 
was possible only a few years ago. 

However, due to easier accessibility of information and dis-
solution of geographical limitations, service providers are 
now confronted with more intensive competition. Potential 
global competition puts pressure on prices due to transpar-
ency about offerings and the prices being asked for them. 
In addition, substitution of services is more likely because of 
innovative service providers operating at a great distance. A 

relevant example is the outsourcing of programming or assis-
tance tasks, to low-wage countries such as India and China.

The result of swift and cost-effective internet access is that 
substantial parts of many companies’ value chains have been 
transformed. Even more interesting, this technological revolu-
tion has provided the fi rst economically sound opportunity 
to market niche products through the utilization of internet 
portals, and thus new businesses have been formed. 

The niche characteristics of many markets received virtually 
no consideration by business strategists until recently. Now, 
a new kind of business model, demonstrated by Amazon’s 
internet platform (www.amazon.com), offers great potential. 
Unlike offl ine bookstores with a relatively small number of 
bestsellers, amazon.com has a very extensive range of goods. 
Many of the books offered are only interesting for a small 
circle of readers, but the global demand is signifi cant. The 
virtual market, when aggregated, is far larger than the physi-
cal market served by booksellers tied to a relatively limited 
number of physical locations. The difference is only made 
possible via the internet: the range of products available for 
sale is disconnected from physical storage possibilities and 
does not require retail space. The internet and modern ICT 
applications thus have changed the shape of available mar-
kets. The “long tail” of demand provides great potential for 
the development of new service markets.

II.  New service markets

The potential of modern ICT for services goes much further 
than making services more widely available. Completely new 
service markets are opening, that are intrinsically a service in 
themselves. The use of software, hardware, and even infra-
structures are not merely sold as services, but are increas-
ingly developed by webs of providers that generate new inde-
pendent capabilities.

Software as a service
It is now common practice to purchase software via the inter-
net instead of acquiring it stored on a data medium. It is there-
fore not surprising, that utilizing software as a service avail-
able to demand is steadily increasing. Business webs support 
the organization of this type of demand-oriented utilization. 

A suitable infrastructure is necessary to enable the compilation 
of, access to, and invoicing of individually performed services. 
An example of this type of market platform is Theseus-Texo, 
which is currently receiving support from the German Federal 
Ministry of Economics and Technology (BMWi) for a research 

Background

Service Markets

Long tail thesis

The long tail thesis states that more money 
can be made from a multitude of niche prod-
ucts than from a small number of best-selling 
products. The prerequisite for this thesis was 
developed by Chris Anderson, editor-in-chief 
of Wired magazine, in 2004 (see C. Anderson, 
2007). As he notes, the internet vastly increases 
the opportunity to serve such markets.
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Background

project that coordinates participation of 20 partners from 
German economic and academic circles.

Theseus-Texo provides a platform that makes services trad-
able on the internet, composable into value-added services, 
and integrated into customized services (www.theseus-pro-
gramm.de/scenarios/en/texo). A possible utilization scenario 
involves software manufacturers. The Texo process, with 
standard components continuously provided by SAP, enables 
swift adaptation to new software requirements. Should, for 
example, a new environmental directive in Australia mean 
that an environmental index number has to be calculated for 
all products that are exported to this country, Theseus-Texo 
enables a specifi c company to fi nd suppliers that can pro-
vide suitably certifi ed software. The user then undertakes a 
search among these possible providers for a preferred solu-
tion with specifi c criteria. Once chosen, the selected applica-
tion can be seamlessly integrated into an existing interface 
and operations can begin immediately. The user pays for 
each individual utilization of the needed new software instead 
of acquiring the software solution. Software thereby becomes 
an on-demand service – an illustration of a recently created 
new market, the service market for software.

Infrastructure as a service
IT infrastructure, which until recently was considered as a 
collection of hardware, has also become the focal point of 
new developments. Only a few years ago, the IT infrastruc-
ture of a company was designed to provide internal process-
ing power for anticipated peak demand. Because meeting 
peak demand involves substantially greater resources than 
are necessary for normal operations, and peak demands do 
not occur frequently, this mode of operation proved to be ex-
tremely expensive. Until recently, however, temporary provi-
sion of processing capacity on demand was not imaginable. 

Similarly, it was impossible to imagine offering hardware such 
as processors (clearly a product) as a service. Today, how-
ever, processor hours, or storage space per hour, are one of 
many available IT services. Processing power is not a prod-
uct in itself, but is instead made available on demand as a 
service. 

The term “cloud computing” or “on-demand computing” 
must be mentioned within this context. The term describes 
the invisible origin of various resources available to a user. If 
for example, a manager needs “152 processors with 1.3 TB 
storage capacity, WebSphere, DB2 and several SAP applica-
tions within three hours for a period of 60 minutes” those 
resources are made available on-demand via an interface to 
cloud computing (Leymann, 2008). Services from this kind 
of infrastructure offer great future potential for growth and 
employment as they enable not only the effi cient operation 
of IT, but also the creation of innovative business models 
through the bundling of services. 

It is benefi cial to smaller businesses, in particular, since they 
are able on the one hand to develop new niches as infrastruc-
ture providers, and on the other hand, to react with greater 
fl exibility to other market opportunities thanks to the availabil-
ity of powerful computing capacity.

III.  A new trend: markets as forecast tools

Information has always been valuable, available for a price 
from knowledgeable experts, and broadcast more generally 
in the form of newspapers, encyclopedias, and books. With 

Business webs

“Business webs are collaborative social net-
works among enterprises, (public) organiza-
tions, and individuals … to achieve a common 
set of goals enabled through the Internet of 
Services.” (SAP Research, 2006)

Cloud computing

“Cloud computing is, simply, the delivery of IT 
and business functionality in a utility environ-
ment, available on demand and via subscrip-
tion solutions. (…) Cloud computing (…) encom-
passes on-demand infrastructure (computer, 
storage, networking), and on-demand software 
(operating systems, applications, middleware, 
management and development tools), custom-
ized dynamically to fi t current and immediate 
business process requirements, along with the 
ability to deliver and manage those business 
processes.” (Guptill/McNee, 2008)

Illustration: forecast stock exchange STOCCER.

Information markets

Information markets are an aspect of a growing 
knowledge economy; they connect knowledge 
producers with those desiring knowledge. Un-
like physical commodities, knowledge can be in 
many places at one time. While most products 
and many services are consumed in use, know-
ledge remains available, and is often increased 
though use. 
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Hintergrund

the internet, however, these traditional providers are fading in 
importance. Instead of well specifi ed providers and buyers, 
information is aggregated and users are anonymous. At the 
same time, there is a much greater possibility for individu-
alization as users search for, and consume information, ac-
cording to their own criteria.

The development of information markets means, that in addi-
tion to their function as a hub for exchanging products or ser-
vices, service marketplaces can also offer their own services. 
A very interesting example of new service market capabilities 
is the effective forecast tool, known as prediction markets, 
which are also known as event markets, or decision markets. 
These markets are like exchanges. James Surowiecki’s book 
‘The Wisdom of Crowds’ (2004) helps explain why they are 
potentially useful: aggregation of estimates from a large group 
is often a more successful predictor of a future event, than 
the opinion of a single expert.

An interesting forecast market was established at the Univer-
sity of Iowa in 1988 to predict the result of the US presiden-
tial election, based on the idea, that “voters don‘t have any 
incentive to tell pollsters the truth. But, when their own money 
is on the line, people will act on information that affects the 
chances the candidates have of winning or losing an election” 
(Agrist, 1995). Still in operation today, The Iowa Electronic 
Markets (IEM) are operated by the faculty at the University 
of Iowa Henry B. Tippie College of Business, for research 
and teaching purposes. Participants can invest from 5 to 500 
dollars. Payoffs depend on the outcome of various congres-
sional, as well as presidential elections, and other economic 
events, such as policy decisions by the U.S. Federal Reserve. 
(http://www.biz.uiowa.edu/iem/) 

A growing number of prediction markets have now been 
formed for other purposes. Personal expectations regarding 
the value a product prototype are an interesting example. The 
price of shares refl ects investors’ expectations about the trad-
ed product, though in many cases, virtual shares are traded, 
and no money changes hands. 

One attraction of prediction and other information markets, 
is that prediction is typically available at great speed, and is 
often surprisingly accurate. For example, only thirteen min-

utes after the Challenger Mission disaster, the fi nancial mar-
ket meted out massive punishment to a specifi c company. It 
took NASA over fi ve months to establish the cause of the di-
saster, and therefore identify the responsible company – co-
incidentally, the very same company that had crashed on the 
stock market.

Trading in expectations: STOCCER
STOCCER (www.stoccer.de), an information and forecast 
stock exchange, was set up by the Universität Karlsruhe (TH) 
and the Frankfurt University with support from the German 
Federal Ministry of Education and Research. It is a virtual 
soccer stock exchange, utilized as an instrument to forecast 
future events. 

Participating traders are soccer fans from around the world 
who trade virtual shares. For example, participants can sub-
mit their expectations regarding the result of the German 
premier league championship. The progress of trading is not 
infl uenced by support for the team, goodwill, sympathy or 
antipathy with a specifi c team, but instead, by predictions of 
match results and tournament rounds.

The aim of the soccer stock traders, as in a normal stock 
exchange, is the maximization of value through the skilled 
sale and purchase of virtual shares. The soccer share values 
result entirely from the trading of these shares, and therefore, 
refl ect the expectations of participants.

Background

Prediction markets

Prediction markets are speculative markets 
that allow bets on the outcome of specifi c 
events. Participants “trade shares of virtual 
stocks that represent bets on the outcomes of 
future market situations; the stocks’ value de-
pends on the realization of those chosen mar-
ket situations. When an outcome associated 
with a specifi c market situation occurs, each 
share of virtual stock receives a cash dividend” 
(Spann/Skiera, 2008). The market price refl ects 
the aggregated expectations of participants 
and can therefore, be utilized to determine the 
probability of future events.
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Professor Weinhardt, what is your research about?

Our research is focused on interdisciplinary observation, 
prototype implementation, and experimental analysis of elec-
tronic markets and services. We have addressed these topics 
in a variety of projects oriented towards “market engineering.” 
We take an engineering approach to the design and support 
of electronic markets, using theories, methods, and tools 
from economic science, computer science, and law – these 
are the foundations of market engineering.

What topics are targeted in your research projects?

Our projects are all related to the topic of services. An exam-
ple, is the provision and operation of the already mentioned 
electronic markets, one of the services that we are research-
ing in all its many facets, ranging from the business model 
and relevant regulations, to IT infrastructure in all its details 
and dependencies. Exciting challenges are thrown up in dif-
ferent operational fi elds of market mechanisms: our focus is 
on the fi nancial, energy, and logistics sectors and in the utili-
zation of market mechanisms for the allocation of calculating 
capacity in computing grids of clouds. 

Further projects focus on issues of service design. In the 
Theseus beacon project, for example, we are investigating 
business models and innovation processes necessary to re-
alize the “Internet of Services.” In the healthcare sector, we 
are more concerned with people-oriented services and their 
enhancement through modern IT. Our work is always aimed 
at well-grounded research but also the transfer of technol-
ogy and knowledge from university to business practice. This 
functions best in close cooperation with partners in industrial 
and academic fi elds..

Which projects would you single out as practical examples for 
the establishment of service excellence with the support of the 
German Federal Ministry of Education and Research (BMBF)?

Here I would like to particularly highlight three projects sup-
ported by BMBF. One of the projects that has been espe-
cially successful, is a project within the healthcare sector. The 
PerCoMed project, and the accompanying research assign-
ment Stroke Angel, have been introduced into the daily op-
erating routine of our hospital partners. Our group at the FZI 
was involved right from the start, and is now accompanying 
the introduction process. It is great to be able to see this suc-
cess on a practical level.

A further project is Electronic Financial Trading (e-FIT), in 
which innovative concepts and market structures were inves-
tigated for both stock-exchange and off-exchange trading. 
Among the concepts researched in the project are user-spe-
cifi c confi guration and the combination of markets, includ-
ing innovative order types and trading with product bundles 
(bundle trading). In order to investigate and test such inno-
vative concepts and new market structures, the prototype 
meet2trade was developed within the framework of this proj-
ect.

The trading platform meet2trade was also utilized in the third 
project, STOCCER, which you’ve just described. This research 
project addresses the topics of information and forecasting 
markets, and was carried out by the Institute of Information 
Systems and Management, in cooperation with the Chair of 
Electronic Commerce at the Frankfurt University. In forecast 
markets, “ownership rights” in future events are defi ned and 
made marketable. Market participants trade these rights as 
“shares” according to their personal expectations – the prices 
of these shares refl ect all estimations in information-effi cient 
markets. It is possible to derive forecasts relating to future 
events from these market prices. Information markets are not 
only utilized as a forecast instrument, but also for the devel-
opment and evaluation of services. For example, this type of 
instrument enables estimation of the market chances for a 
service in particular regions.

Interview

Prof. Dr. Kathrin Möslein, 
Friedrich-Alexander-University 
of Erlangen-Nuremberg, Chair of 
Information Systems – Innovation 
and Value Creation, and Center 
for Leading Innovation & Coo-
peration (CLIC) in conversation 
with Prof. Dr. Christof Weinhardt, 
Karlsruhe Institute of Technology 
(KIT) and Research Center for 
Information Technology (FZI).

The Internet of Services and Electronic Markets

as the Basis of Service Innovation

Prof. Dr. Christof Weinhardt Prof. Dr. Kathrin Möslein
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GEX – German Entrepreneurial Index
GEX® – the German Entrepreneurial Index – is the new Deut-
sche Börse index for medium-sized businesses introduced 
on January 3, 2005. It contains all “proprietor-dominated” 
companies listed in the Prime Standard at the FWB® Frank-
furt Stock Exchange that have made their IPO not more than 
ten years ago. Currently, over 120 companies fulfi ll these cri-
teria. They have been listed in the stock market for an average 
period of fi ve years, and are still primarily in the hands of their 
founders, management, or supervisory boards. 

GEX is therefore an indicator of the value development of me-
dium-sized businesses on the stock exchange. It increases 
the visibility of stock exchange-listed, medium-sized compa-
nies, and augments the indices of the DAX® family. Compa-
nies not listed, but with similar dimensions to GEX companies, 
can utilize the new index as a benchmark for capital available 
from the market. For investors, GEX issues clear statements 
on the relative performance of medium-sized businesses.

Major entry criteria

■ GEX consists of German companies that are listed in the 
Prime Standard of the FWB Frankfurt Stock Exchange.

■ GEX companies must be proprietor-dominated; this 
means that management boards, members of the su-
pervisory board, or their families must possess between 
25% and 75% of voting rights.

■ The IPO of these companies must have taken place less 
than ten years ago – even in the case of established 
fi rms.

 

Source: www.deutsche-boerse.com

Practical Example

“Our aim is to help companies achieve a higher profi le 
than the one currently sidelined in the charts.”

Prof. Dr. Dr. Ann-Kristin Achleitner and Prof. Dr. Christoph Kaserer,
Technische Universität München
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Pract ical Example

Since the introduction of GEX, developed by the Technische 
Universität München in January 2005, the index has broken 
all records and has even outperformed DAX, the dominant 
German shares index. What makes GEX so successful, and 
why was it developed by scientists at a research university?

“We nurture an extremely intensive professional dialogue 
with the Deutsche Börse in Frankfurt” reports Ann-Kristin 
Achleitner, KfW Endowed Chair in Entrepreneurial Finance, 
and academic director of CEFS (Center for Entrepreneurial 
and Financial Studies) at the TUM Business School. “The 
stock exchange climate deteriorated drastically following the 
internet hype. In 2003, the third year with no IPO (and the 
longest) in German history since 1871, we considered how 
we could make the stock market more attractive for inves-
tors. The challenge was simply to help a group of proprietor-
managed companies listed on the stock exchange, which 
up until now had been sidelined in the charts, to achieve a 
higher profi le.”

Up until this point, the opinion in stock exchange circles was 
that proprietor-managed companies were not very attrac-
tive for investors. The reason typically given, was that the 
“Herr-im-Haus” mentality destroyed any form of innovative 
investment strategy. In the meantime however, a signifi cant 
change had occurred in the market. Investors were fl eeced 
of billions in the accounting scandals at Enron, Worldcom, 
and similar high-fl yers. A sense of responsibility was sud-
denly a more attractive attribute of investment targets, and 
investors were ready to see proprietor-managed companies 
in a new light.

The idea behind corporate governance regulations, which 
emerged from behavior at Enron and similar companies 
with glowing assurances about their responsible conduct, 
appeared to correspond more comfortably with the propri-
etor-led medium sized company. “Anyone making decisions 
that affect his own capital, will give substantially greater 
consideration to the long-term positive and negative impli-
cations of investments” comments Christoph Kaserer, Chair 
of Financial Management and Capital Markets at the TUM 
Business School, and also an academic director at CEFS. He 
should know. Since the beginning of the 1990s, long before 
the foundations of good corporate governance became at all 
visible to the public eye in Germany, Kaserer has studied the 
connection between proprietor dominance, corporate gover-
nance, and performance.

Medium-sized innovative companies represent the back-
bone of the German economy. They display particularly high 
growth potential and create an above-average number of 
jobs, but are, nevertheless often undercapitalized. To en-
able these companies to gain growth capital via the stock 

market, two solutions were possible: either a new market 
segment could be created with different entry conditions, or 
alternatively, a new share index could be created. The CFES 
academics opted for a new index, because they believed 
information was the necessary focal point to revitalize the 
market.

Share indices measure the performance of particular mar-
ket sectors; in addition to value enhancement, these also 
trace the increase of capital stock through dividends. GEX 
displays the performance of medium-sized innovative busi-
nesses during their transformation from proprietor-owned 
fi rm to publicly-owned company, as growth fi nancing plays 
a prominent role for these companies during this phase. For 
this reason, only companies with an IPO within the last ten 
years, that are listed in the Prime Standard of the Frankfurt 
Stock Exchange, and substantially owned by the family, are 
included in GEX. 

Although GEX was initially the target of criticism from invest-
ment companies that feared trading losses due to too much 
illiquidity, the index has developed into an ‘over performer.’ 
Introduced in January 2005, by May 2006 the value of the 
GEX increased by 84.9 percent. In comparison, the heavy-
weight DAX and the TecDAX indices achieved around half as 
much growth with + 42.8 and + 43.6 percent respectively. 
Alongside the average growth in market turnover of listed 
companies during the years 2004 and 2005 of only 33 per-
cent in DAX (and a drop of 14 percent in TecDAX), GEX 
made news with a fi gure of +156 percent, thereby fulfi lling 
the founders’ hopes about the link between greater public 
awareness and increased liquidity.

In 2005, professors Ann-Kristin Achleitner and Christoph 
Kaserer received the Initiative Prize from the Stiftung Indus-
trieforschung (Foundation for Industrial Research) for their 
conception of GEX and the exemplary public-private part-
nership between the Deutsche Börse AG and CEFS at the 
Technische Universität München (TUM). 

Index for Family-Owned Businesses: 

On a High

 Translated from: „Spektrum der Wissenschaft, 2006, supple-
ment „Lernen und Wissen – Forschen und Handeln“, Author: 
Gudrun Kosche
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Conclusion

The practical examples and research projects we have de-
scribed underline the importance and potential of service 
marketplaces. These descriptions suggest the need for fur-
ther development of knowledge in this area, e.g. through an 
intensifi ed transfer of research results to company practice 
and continuous joint learning.

Platforms for the trading of services as developed through 
the Theseus project also suggest directions for further de-
velopment of the service economy in Germany. In addition 
to increasing employment as they grow, these platforms are 
likely to become a market standard, offering great potential 
for export. Forecast markets for example, can support stra-
tegic decision-making in companies and therefore also im-
prove the allocation of resources. Companies are advised to 
undertake an active exchange of experiences with research 
channels to enable them to take swift advantage of this, and 
other service innovations. 

The already visible positive effects of service markets should 
encourage the political sector to intensify efforts to support 
these efforts. It is important for Germany to press ahead with 
fundamental research concerning information and commu-
nication technologies. Advances in these foundations must 
be subsequently transformed into concrete questions about 
utilization. The potential of service marketplaces for Ger-
many can only be tapped if a continuous dialogue and joint 
learning process between academic and economic sectors 
is encouraged and supported. 

Conclusion



Hot Spots of Service Markets
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Cologne Laboratory for Economic Research

Understanding markets with laboratory help

A new academic discipline, “experimental economic re-
search”, was established at the Cologne Laboratory for Eco-
nomic Research at the University of Cologne. Its network of 
32 computers is one of the largest and most modern of its 
type in Europe. Economic trade can be simulated and ob-
served here in exact controlled situations. This permits major 
conclusions to be formulated concerning the nature of eco-
nomic behavior, and the achievement potential of markets 
and other economic institutions. 

Prof. Dr. Axel Ockenfels is the director of the laboratory. He 
has received numerous awards, including the Leibniz Prize 
from the German Research Foundation (2005) and the Philip 
Morris Prize (2007). His working group in Cologne considers 
a variety of important questions with the aid of innovative ex-
perimental techniques and game theory methods. For exam-
ple: What ‘rules of the game’ lead to effi cient trade in internet 
auctions, supply markets, and negotiations? Can ‘intelligent’ 
markets replace administrative procedures in infrastructural 
industries (energy, transport, and transportation)? To what 
extent can economic decisions be infl uenced and controlled 
by institutional framework conditions? 

Experimental fi ndings on these and other subjects are of 
great signifi cance for the understanding of economic and so-
cial trading in almost all areas of life. The new laboratory is 
able to build bridges between modern economic theory and 
practice and between the various disciplines taught in the 
economic and social science faculty. 

STOCCER

Market for expectations

The STOCCER project, addressing information and forecast 
stock exchanges, was set up with support from the BMBF at 
the Universität Karlsruhe (TH) and the Frankfurt University.

STOCCER.de is a virtual soccer stock exchange which is uti-
lized as a forecast instrument, i.e. for the forecasting of future 
events. The participants trade virtual shares in STOCCER, for 
example German premier league teams, and submit their ex-
pectations regarding the result of the German championship 

through sale and purchase. The progress of trading is not 
infl uenced by support for the team, goodwill or sympathy or 
antipathy with a specifi c team, but instead by the predictions 
of match results and tournament rounds.

The aim of the soccer stock traders is as in a normal stock 
exchange, the maximization of their depot value through the 
skilled sale and purchase of virtual shares. The soccer share 
values result entirely from the trading of these shares and 
therefore, through the expectations of participants.

The STOCCER team
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Contact

Universität zu Köln 

Lehrstuhl Prof. Dr. Axel Ockenfels 

Staatswissenschaftliches Seminar 

Albertus-Magnus-Platz

D-50923 Köln

www.ockenfels.uni-koeln.de

Contact

Institut für Informationswirtschaft und 

-management (IISM)

Universität Karlsruhe (TH)

Englerstraße 14

D-76131 Karlsruhe

www.stoccer.de
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Service Markets



163

Spreadshirt (sprd.net AG)

A market for small retailers 

Spreadshirt enables its online platform users to design and 
order clothing; it is, also simple for these users to establish 
their own label, and offer their creations in the spreadshirt 
store. All that is necessary to open an individual store is an 
internet connection and data with graphics or logos that will 
be utilized as motives. Spreadshirt will undertake the remain-
ing steps necessary for the sale of the products on the inter-
net, including storage, production, dispatch, and handling of 
payments.

Three hundred thousand Internet users – individuals, fi rms, 
clubs, and professional artists – already operate stores online, 
and have access to over 90 products. The range includes 
T-shirts, bags, and jackets. The desired product can be 
decorated with an offered motif or text with just a few clicks. 
Spreadshirt also provides a central marketplace in which us-
ers can offer their latest motives and products without open-
ing an individual store.

Contact

Spreadshirt (sprd.net AG)

Karl-Heine-Straße 97

D-04229 Leipzig

www.spreadshirt.net

Hot Spots of 

Service Markets



164

Hitfl ip Media Trading GmbH

P2P – media marketplace

Hitfl ip, a young and swiftly grow-
ing company, operates Europe’s 
largest P2P exchange platform 
for media products (DVDs, 
games, CDs, books, and audio 
books). The company currently 
has 275,000 members in Germa-
ny, Austria, and the UK. Hitfl ip’s 
aim is to enable members to eas-
ily and inexpensively exchange 
media products.

Hitfl ip’s success depends upon 
sophisticated technology, which 
required substantial investment. 
The platform developed is safe, 
stable, and enables almost un-
limited scalability. A complex 
matching process takes numer-
ous factors into consideration in 

order to aggregate members’ wishes in real-time and match 
them with available products. The platform currently offers 
over 750,000 individual articles.

Hitfl ip members also profi t from the Hitfl ip guarantee. Should 
problems occur during the exchange process, Hitfl ip steps 
in and remunerates members for any losses incurred. Due 
to cooperation with a series of content partners, including 
Amazon, available products are always up-to-date. 

The Hitfl ip team

Deutsche Börse AG

GEX – German Entrepreneurial Index 

GEX® is the new Deutsche Bör-
se index for medium-sized busi-
nesses which was introduced on 
January 3, 2005 and contains all 
“proprietor-dominated” compa-
nies that are listed in the Prime 
Standard at the FWB® Frankfurt 
Stock Exchange, and which have 
made their IPO not more than ten 
years ago. Currently, over 120 
companies of all dimensions fulfi ll 
these criteria. Below the level of 
blue chips – DAX® und MDAX® 
– there are numerous companies 
which are to a large extent in the 

hands of their founders, management, or supervisory boards. 
These companies have been listed in the stock exchange 
for an average period of fi ve years. The GEX is therefore, an 
indicator for the value development of medium-sized busi-
nesses on the stock exchange, and, augments the indices of 
the DAX® family.

Major entry criteria
• GEX companies must be proprietor-dominated; this 

means that management boards, members of the super-
visory board, or their families must possess between 25% 
and 75% of voting rights.

• The IPO of these fi rms must have taken place less than 
ten years ago – even in the case of established fi rms.

• The companies must be listed in the Prime Standard of 
the FWB Frankfurt Stock Exchange

Opportunities for market participants

The GEX increases the visibility of stock exchange-listed, 
medium-sized companies within the capital market. Compa-
nies with similar dimensions to GEX companies can utilize 
the new index for medium-sized businesses as a benchmark 
for their potential on the stock exchange. GEX also serves as 
a new source for derivative products, and as an investment 
showcase for emitters of certifi cates. For investors, GEX is-
sues clear statements on the performance of medium-sized 
businesses.

Contact

Hitfl ip Media Trading GmbH

Gürzenichstraße 7

D-50667 Köln

www.hitfl ip.de
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Contact

Center for Entrepreneurial and Financial 

Studies (CEFS)

Technische Universität München (TUM)

Arcisstraße 21

D-80333 München

www.cefs.de



165

rent a scientist GmbH

Scientists marketing their services

In the ivory tower, jokes are still being made about this young 
company, chiefl y due to the provoking company name “rent 
a scientist.” For many university researchers, the name has 
connotations of rental cars, and this is exactly what the com-
pany founders in Regensburg had in mind. The three doctors 
of chemistry – Raimund Brotsack, Georg Maier, and Robert 
Nusko – went freelance in 1995 as rental scientists. The team 
was complemented by Adi Parzl, a business school graduate 
and former Siemens manager, as a fourth partner in 2000.

‘Rent a scientist’ has now expanded to include eleven aca-
demic thinkers, including biologists, physicists, textile engi-
neers, and business experts. They operate in all sectors and 
technological areas, and are a recognized source of special-
ists for innovation, including implementation of new ideas into 
successful products. They are hired not only by medium-sized 

companies with-
out their own 
research depart-
ments, but also 
by major indus-
trial companies 
and think-tanks 
throughout Ger-
many.

The Regensburg 
scientists have 
received several 
innovation prizes 
and are respon-
sible for over 100 
patent and utility patterns as well as brand name registra-
tions. Numerous articles in national media and television 
programs have spread the word about the innovative rent a 
scientist company model throughout the whole of Germany, 
and beyond our borders.

ED Gesellschaft für Expertenwissen mbH

Marketing the experience of an expert generation

Erfahrung Deutschland (ED) is a large network of retired, 
high-fl ying professionals. The company has been procur-
ing the valuable knowledge managers since 2005. Over 
5,000 listed experts, with a combined total of approximately 
280,000 years of highly qualifi ed experience from a wide 
variety of areas and functions, are available to clients. The 
network provides an innovative solution to the current acute 
shortage of highly skilled staff in Germany. Qualifi ed special-
ists are also a fl exible operational resource that can help a 
company meet changing global demands.

Retired experts and managers, who have made above-aver-
age contributions during their long professional careers, can 
register free of charge in the databank of the expert network 
at www.erfahrung-deutschland.de. Interested companies re-
quiring short-term know-how for individual projects, can make 
their enquiries directly at Erfahrung Deutschland as well. 

The personnel at ED select experts from their databank to 
match project enquiries. These experts have worked their 
way up to top positions in their professional fi elds: engineers, 
fi nancial controllers, logistics experts, quality managers, and 
R&D specialists. They were responsible for IT teams and mar-
keting and sales departments, headed sales teams to achieve 
success, and set up production sites around the world. Thou-
sands of qualifi ed professionals, with expert knowledge, are 
ready and waiting for a second career. Erfahrung Deutsch-
land brings these top experts back into the labor force, and 
thereby provides a major source of highly qualifi ed profes-
sionals for business.

Contact

rent a scientist GmbH 

Straubinger Straße 81

D-93055 Regensburg

www.rent-a-scientist.com

Contact

ED Gesellschaft für Expertenwissen mbH 

Dynamostraße 13

D-68165 Mannheim

www.erfahrung-deutschland.de 
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EnBW Vertriebs- und Servicegesellschaft mbH

On the path to intelligent 

energy management

The intelligent electricity meter her-
alds independent energy manage-
ment. For the fi rst time, modern 
meter technology can be combined 
with the possibilities provided by 
the internet. The meter is linked to 
the internet via a DSL connection, 
conveying data at regular intervals 
to a protected area on the energy 

company’s server. The customer – even when on the move or 
on holiday – can evaluate usage by viewing password-protect-
ed data via the internet. The computer screen displays cur-
rent power and consumption data around the clock. The data 
can be compared on the basis of days, weeks, or months. 
This permits instant monitoring of individual consumption 
and comparison with previous time intervals. 

The intelligent electricity meter is currently being tested with 
1000 pioneer customers in Baden-Württemberg. The EnBW 
subsidiary Yello, is also testing prototypes with 1000 trial 
customers in other locations. The intelligent electricity meter 
primarily enables transparency, permitting all users to moni-
tor their current consumption. If, for example, a washing ma-
chine is being operated in the home, the progress curve/watt 
total will rise according to machine consumption, permitting 
the monitoring of electricity consumption and resulting costs 
of each individual appliance. Additionally, the proportion of 
CO2 emissions for each household is indicated.

Why is transparency so important? Many citizens give high 
priority to environmental protection, and are aware of how 
to save energy, but do not know how effective they are. A 
signifi cant reason, is that existing meters are hidden in dark 
basements, and are normally only read once a year. Consum-
ers fi nd it hard, or even impossible, to see how to control 
individual consumption, and this prevents making a connec-
tion between utilization habits and ultimate costs. If the meter 
were visible daily, it might trigger a rethinking process. The 
fi rst customers to operate intelligent electricity meters have 
reported precisely this effect; they are signifi cantly more 
aware of their electricity consumption. Many are amazed, for 
example, at how much electricity is used by appliances in 
stand-by mode. A meter that reviews these, and other details, 
really helps save energy, and protect the environment.

Besser Betreut GmbH

Betreut.de – online market leader for 

reliable babysitters

Betreut.de offers parents of young children the opportunity 
to fi nd an appropriate babysitter who is available at short 
notice. This is valuable for situations in which normal child-
care services are not available – for example, when parents 
have an appointment that cannot be postponed, or have to 
go shopping. Only a few clicks are necessary to show parents 
hundreds of profi les from which they can select a babysitter. 
Numerous important criteria reduce the range of selection to 
achieve the best possible match. The data set is so detailed, 
it even lists sitters who have experience with twins.

Registration, the submitting of requests, and viewing baby-
sitter profi les, are all free of charge on the completely ad-
vertisement-free portal. As childcare is a matter of absolute 
trust, all babysitters must meet numerous requirements be-
fore they are added to the babysitter list. Parents can also 

submit evaluations for babysitters they have used, which can 
be viewed by all users.

Further services offered by Besser Betreut include, coaching 
for school pupils, and care of the elderly. The portal is the 
online market leader for the provision of family and house-
hold-related care services. Betreut.de is also offered by sev-
eral Germany companies, as a benefi t for their employees.

Contact

EnBW Vertriebs- und Servicegesellschaft mbH

Kronenstraße 22

D-70173 Stuttgart

www.enbw.com

Contact

Besser Betreut GmbH

Rotherstraße17

D-10245 Berlin

www.betreut.de
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Stuttgart Stock Exchange 

Share trading for private investors

Over the last twelve years, the stock exchange, in Stuttgart, 
has been a pioneer in the development and professionaliza-
tion of share trading. The company specializes in private in-
vestors, which it serves with an innovation culture. It was es-
tablished by Stuttgart Stock Exchange in 1995. At that time, 
the stock exchange had around 2.7 percent of the German 
trading fl oor. Stuttgart Stock Exchange introduced a refer-
ence market model – the fi rst in Germany stock exchanges. 
For private investors, this ensured a maximum of price sta-
bility through the best price principle. Orders are placed in 
markets with the greatest liquidity.

Further innovations targeting private investors followed: for 
example non-spread trading in the 30 DAX values reduces 
the implicit transaction costs for private investor orders to 
a maximum rate. Stuttgart Stock Exchange was a pioneer 
in the market with this idea, which was adopted by all other 
trading fl oors.

In 2007 and 2008, Stutt-
gart Stock Exchange in-
troduced electronic trad-
ing for all share groups, 
ensuring as the fi rst 
fl oor-trading stock ex-
change, that the level of 
transaction fees can be 
exactly calculated prior 
to order processing.

With the introduction of the trade segment EUWAX, Stuttgart 
Stock Exchange positioned itself successfully in the trad-
ing of securitized derivatives, and introduced new quality 
standards for investors with the EUWAX regulations. Today, 
Stuttgart Stock Exchange is the leading private investor stock 
exchange and European market leader, within the area of 
securitized derivatives. The turnover market proportion in 
the German fl oor-trading stock exchange sector has been 
increased from 2.7 to 45 percent.

Spirofrog – Start Your Global Career GmbH

Spirofrog is an international career platform for students 
searching for jobs during, or after their studies. Companies 
can publish current practical training opportunities, student 
trainee places, diploma theses, master theses, and gradu-
ate places for young professionals in the job databank. They 
are additionally represented by a company profi le and their 
logo. An applicant databank enables users to search for the 
right candidate both nationally, and internationally. Spirofrog 

A marketplace for students

has national and international fi rms as its customers, and 
can recruit top candidates through its intensive cooperation 
with renowned education establishments – in Germany and 
abroad.

Contact

Börse Stuttgart

Börsenstraße 4

D-70174 Stuttgart

www.boerse-stuttgart.de
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Spirofrog

Max-Planck-Straße 4

D-85609 Aschheim-Dornach

www.spirofrog.de
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“New opportunities for German export
can be found in the services sector: 

its largest and most dynamic element.”

Prof. Dr. Dirk Holtbrügge



Summary 

Summary 

Germany is the global export champion. Classical industrial 
goods are the backbone of the current German national 
economy and its primary exports. However, opportunities 
for growth in German exports can be found in the service 
sector.

Service companies operating in various countries not only 
have to develop specifi c strategies for individual foreign 
markets, but must also integrate their domestic and foreign 
strategies to achieve cross-national competitive advantages. 
Competitive advantages are above all achieved by the cross-
national confi guration of value activities, their company-in-
ternal coordination, and the integration of customers. Di-
verse and innovative approaches for the internationalization 
of German service companies already exist, and have been 
reinforced by academic research. The companies and sci-
entists involved help point the way for the German economy 
of the future!

Important for businesses

■ Multinational service companies have to develop specifi c 
strategies for individual foreign markets and simultane-
ously incorporate their domestic and foreign commit-
ments in a global corporate strategy. 

■ International service companies are confronted by 
two specifi c challenges: 1) achieving cost advantages 
through standardization and 2) adapting to national par-
ticularities. Competitive advantages for internationally 
operating companies meet both challenges.

■ Global services companies chiefl y utilize three instru-
ments: cross-national confi guration, company-internal 
coordination of value-creating activities, and integration 
of customers.
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New opportunities must be created to safeguard export as 
the primary activity supporting the German economy. It is 
clear that these opportunities are primarily within the service 
sector – the largest and most dynamic motor of recent eco-
nomic growth.

Two types of service export will be presented below. The fi rst 
type, internationalization, illustrates the three instruments 
that service companies typically use as an internationaliza-
tion strategy: cross-national confi guration of activities, com-
pany-internal coordination, and integration of customers in 
the service process. The second type of service export, re-
mote services, is the growing opportunity to provide services 
from a distance. This is a relatively new trend that harbors 
great potential for the German economy.

I. Internationalization of services

Service companies operating in various countries must de-
velop specifi c strategies for individual foreign markets, while 
also integrating their domestic and foreign commitments 
into a global corporate strategy. Here standardization, for all 
its value, must not be permitted to run contrary to national 
particularities. However, if relevant specifi c national particu-
larities are incorporated, it is possible to develop standards 
that help achieve cost advantages. Three instruments that 
are presented below create competitive advantages for inter-
nationally operating service companies: cross-national con-
fi guration, company-internal coordination of value-creating 
activities, and customer integration. 

Cross-national confi guration 
At the beginning of value activity confi guration, the service 
provider must decide how to best divide cross-national ac-
tivities between various sites and locations. The possibilities 
range from concentration within a single value-creating ac-
tivity, through scattered activities based on the geographic 
proximity of international locations, to mirrored activities at 
all sites. 

The decision regarding confi guration can be supported by 
Porter’s value-chain concept, if this concept originally created 
for companies creating tangible products is adapted to the 
specifi c characteristics of international services. According to 
Porter (1985), the achievement of economy-of-scale advan-
tages, learning curve effects, and coordination advantages 
speak in favor of geographical concentration of value. Diversi-
ty of needs and desires is the deciding factor. A service com-
pany may be able to achieve comparative cost advantages 
and the reduction of country-specifi c risks through integrated 
confi guration of activities across several similar countries.

Background

Concentration

Concentration means that a particular activity, 
such as the planning of an offer, is performed at 
a single location. The activity can be performed 
regionally, perhaps for South America, or it can 
be performed at all locations. 

Service Export
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Background

Concentration is the fi rst of several important decisions. Ac-
cording to Frehse (2002), a service is performed in three 
stages: potential, process, and result. If this phase-oriented 
concept is applied to services operating internationally, the 
characteristics of the three phases might be described as: 
standardization of the factors required to deliver a service 
at a given location, synchronization of service performance, 
and utilization and post-contact involvement, as shown in 
Figure 1.

The fi rst phase includes upfront activities not directly con-
nected with the customer, therefore they are not linked to 
customer location. For this reason, companies with strong 
standardization tendencies are able to hold their resources 
in readiness, without adapting them to the external delivery 
location. 

Going into greater detail, it is possible to divide this fi rst phase 
into three activities. Potential inbound logistics will ensure that 
all materials required at a later point are procured. Should the 
service be performed at a different location than the prepa-
ration for the service, the potential inbound logistics step is 
necessary to ensure that operational factors can be utilized 
globally, at the right time, in the right place. The international 
service provider signals willingness to perform the service 
through the procurement of the input factors. For this reason, 
it is necessary to undertake appropriate marketing and dis-
tribution efforts, in order to attract the attention of potential 
customers to their willingness to perform the service. In short, 
this communicates their service potential.

The combination of the willingness to perform the service, with 
the external signal, forms the basis of the second, process, 

phase of international service delivery. During this phase, the 
actual service is performed for the customer. Alongside the 
actual performance of the service, operational outbound 
logistics is also categorized under this process phase, as 
shown in Figure 1. This is necessary if performance and 
consumption of the service take place in separate geograph-
ical locations. Under these conditions, the service company 
must have the necessary external factors in readiness at the 
location of service consumption.

During the result phase, the consumer has the opportunity 
to compare the service performed with his or her expec-
tations. This can potentially lead to customer complaints, 
which must be processed by the company.

Company-internal coordination
According to Porter (1985), the achievement of cost and co-
ordination advantages, and learning curve effects, speak in 
favor of a geographical concentration of value activities. It 
is, however, also possible for a service company to secure 
competitive advantages through a confi guration of activities 
in several different countries. Service companies that are 
represented in several countries with different activities have 
to address the issue of how the value activities undertaken in 
different countries should be coordinated. A variety of tech-
nocratic and person-oriented instruments are available for 
this coordination. 

Technocratic control instruments
Technocratic control is characterized by periodically repeat-
ed instructions on the part of the parent company to the 
foreign subsidiary company. With formalization, program-
ming, standardization, and the establishment of transfer and 

Figure 1: Value chain for international service companies
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Background

stock prices, operations in different countries can be dis-
tinguished from one another. Programming involves uniform 
regulations, procedures, and process guidelines, primarily 
in written form. One example is the utilization of a particular 
internal rate of return for investment calculation methods.

In contrast to programming, standardization is not oriented 
towards processes, but the result of activities. Standardiza-
tion is primarily oriented toward achieving service quality. 
This takes on a particular signifi cance if foreign subsidiary 
companies perform services within a cross-national network, 
and these services are further processed by the parent com-
pany or other subsidiaries. The establishment of fi xed trans-
fer and stock prices should guarantee the optimum control of 
economic resources within the company in a similar manner 
to national market mechanisms.
 
Person-oriented control instruments
Person-oriented control instruments include the limitation of 
decision-making on the part of subsidiary companies to a 
sole alternative that is provided by the parent company. One 
relevant example is the employment of an executive man-
ager who has been selected by the parent company. Another 
instrument is socialization, which includes the cognitive, 

affective, and behavior-oriented assimilation of employees 
through repeated deliberate and non-deliberate psychologi-
cal manipulation. The aim of socialization is to guarantee 
globally uniform values and decision-making structures.

Evaluation
At present, the relevance of individual coordination instru-
ments such as planning, programming, instruction of per-
sonnel, or corporate culture for service companies has not 
been addressed. Further study is needed to understand 
under what conditions these processes can effi ciently fulfi ll 
coordination requirements, which are in turn dependent on 
the selected form of confi guration. This is a research gap 
that should be closed in the near future, in close cooperation 
with practical partners.

Technocratic and person-oriented 

control instruments

Technocratic control instruments include 
planning and formalization; person-oriented 
control instruments include corporate 
directives, instruction of personnel, and 
socialization. 
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Customer integration
Customer integration, as the third internationalization instru-
ment, targets the central characteristic of service perfor-
mance, namely, direct contact between service provider and 
service recipient. Within this contact situation, the customer 
frequently plays a participating role that can take on different 
grades of intensity ranging from toleration and passivity, to an 
active participation in the creation process. 

Companies can establish different degrees of cultural cor-
respondence within the service creation process as an option 
within an international strategy. This decision differs from the 
confi guration and coordination of organizational decision-
making, because it concerns the detailed design of customer 
contacts. That requires decisions about personnel selection, 
training contact personnel, organization of the contact envi-
ronment, and communication measures before, during, and 
after the performance of the service. A further fi eld within an 
international context is the culturally sensitive management of 
customer relationships. This goes beyond the single transac-
tion itself, to include, for example, the selection and prioritiza-
tion of customer segments.

II. The new trend: remote services

Thanks to the operation of modern information and commu-
nication technologies, more companies are now able to per-
form services from a distance, rather than in direct contact 
as was traditionally necessary. For example, as described in 

other parts of this publication, software companies now are 
able to transfer updates to customers from their headquar-
ters. More surprising perhaps, it is now possible to maintain 
machines at a distance. Even medical operations can be per-
formed at a distance, which makes it possible to utilize the 
specifi c talents of surgeons and other experts in short supply 
at different locations with minimal time delay. 

The ability to perform “remote” services has enabled more 
companies to operate on an international basis. This par-
ticularly applies to medium-sized businesses that have no 
resources with which to build up international supporting 
organizations. Unfortunately, however, although there is a 
wealth of literature on technical solutions and implementa-
tion opportunities for remote services, there is a conspicuous 
absence of material on the management of remote services. 

Priority for remote services
EFEXD thrives on interaction between scientists and prac-
titioners. They have undertaken a series of cooperative in-

Remote services

Remote services are performed at a distance 
from the service recipient with the aid of 
telecommunication networks. This export of 
services provides new opportunities for inter-
nationalization.  
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vestigations, including the acceptance of remote services in 
the B2B sector and customer relationship management in 
remote services in the B2B sector. For example: “We’ve got 
many customers in remote locations, for example in Livings-
ton, Montana. If the customer has a high-production, very 
computerized, and very automated print shop, the nearest 
technicians are often an airplane ride away. They can’t get to 
the shop for 5 or 6 hours. This customer needs web-based 
remote service and telephone support. Because we can con-
nect to the machine, we have a high fi x rate and we fi x prob-
lems over the phone.”

EFEXD – Export of Remote Services, which is supported 
by the German Federal Ministry of Education and Research 
(BMBF), focuses on the business-management of remote 
services. The project is investigating management-relevant 
particularities of remote services in a series of conceptual 
and empirical studies that include identifi cation of best prac-
tice. This type of service is investigated with the aid of case 
studies. An accompanying Delphi Study provides information 
on future developments in a variety of operational areas.

Remote services not only provide a new business model for 
service companies, they can open new business opportuni-
ties for manufacturing companies. Competitive advantages 
can be achieved in a number of ways. First, the feedback 
channel between customer and provider via remote services 
can facilitate the collection of information on the require-
ments and utilization behavior of customers. Analysis of this 
information can lead to proactive solutions with greater cost-
effi ciency and higher performance. This naturally requires 
the permission of the customer, and therefore a correspond-
ing trusting relationship.

Second, the combination of machines and remote services 
creates hybrid products that are a combination of physical 
goods and services. This business model means that the pro-

ducer becomes a solution provider interested in the success 
of the customer. Remote services facilitate this type of busi-
ness relationship, because they improve the information fl ow 
between provider and user.

Practical example: Siemens Healthcare

Siemens Healthcare offers numerous proactive services that 
permit the global minimalisation of down time for the cus-
tomer through remote services, and also ensure a signifi cant 
improvement in planning, security, and operational proce-
dures in hospitals and medical practices.

High patient numbers frequently result in a permanent over-
load for image-guided systems operating in the medical sec-
tor. At the same time, reliability is essential for hospitals and 
medical practices to guarantee problem-free clinical proce-
dures. Because the reliability of medical-technical systems 
is so essential for smooth operations, Siemens connects its 
global customers to Siemens Remote Service (SRS), which 
allows the early detection, or even complete prevention, of 
potential malfunctions. 

For example, the Guardian Program offers proactive online 
monitoring of medical-technical systems in real time. Should 
system parameters exceed or go below defi ned threshold 
values, the system automatically sends a message to the 
Siemens Service Center. Only minutes after receipt of this 
message, a service technician calls the customer. The tech-
nician will accompany the customer during further diagnosis 
and response. The remote maintenance platform from the 
Service Organization at Siemens Healthcare (UPTIME Ser-
vices), currently permits remote access to rectify up to 50 
percent of all system malfunctions. It is frequently possible to 
recognize and eliminate operational dysfunctions before any 
problems occur.
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Global Export Champion Germany – Due 

to the Internationalization of Services
Prof. Dr. Prof. h.c. Dr. h.c. Ralf Reichwald, TU München 
and CLIC, HHL, in conversation with Prof. Dr. Florian von 
Wangenheim, TU München, Prof. Dr. Dirk Holtbrügge,
University Erlangen-Nuremberg, and Prof. Dr. Hartmut 
Holzmüller, TU Dortmund

Prof. Holtbrügge, what measures are necessary to ensure
that Germany remains global export champion?

New opportunities must be utilized. They can be found in 
the service sector, the largest and most dynamic element of 
the economy. Within this sector, innovative concepts must be 
found to export German services through networks. 

It is not only customers who can profi t from remote services. 
Through continuous contact, service providers have the op-
portunity to recognize weaknesses in a technical system and 
develop and/or implement anticipatory solution strategies for 
potential problems. A good remote service will not merely re-
act to error messages, but will continually analyze the opera-
tion of the system and undertake comparisons with similar 
systems to eliminate the possibility of larger-scale disruption 
or damage. A relevant example is provided by monitoring and 
updating programs for medical systems that are designed to 
maintain system operation. Customers profi t from the contin-
uous ongoing development of knowledge about the status of 
the system and/or system type. Maintenance procedures are 
thereby simplifi ed, and risks reduced, which largely avoids 
costly operational interruptions. 

Prof. von Wangenheim, what visions for the future of service 
exports are opened up by remote services? 

I believe that the possibilities are greater than we can imagine 
today. I would like to give you an example that has perhaps 
not had such a high profi le in the public eye. In September 
2001, a team or surgeons in New York carried out an opera-
tion on the gall bladder of a patient in Strasbourg. This has 
naturally not yet become a standard procedure, but remote 
diagnosis and remote monitoring have already been utilized, 
and give an indication of the direction in which we are pro-
gressing with telemedicine. 

In other areas such as mechanical engineering, there will be 
an even greater number of comparable new developments. 
Remote services are already in operation for maintenance 
purposes, ranging from the monitoring of a printing machine, 
to monitoring large scale industrial plants, such as an oil plat-
form. 

The possibilities within the area of remote controlled repair 
services also will increase rapidly. A fi rst step in the direc-
tion of the end customer is currently being undertaken by the 
automotive industry. In the future, remote services will permit 

Interview
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remote diagnosis to be undertaken in your car when it has 
broken down. Maybe the fault will be able to be corrected re-
motely. In the future, if a mechanic is necessary, he will arrive 
with the required spare parts. As this type of service can in 
principle be offered from all around the world, this produces 
great potential for quality improvements and cost savings.

Prof. Holtbrügge, what instruments can companies utilize to 
tap the full potential of remote services?

Service companies operating with subsidiaries in a variety of 
countries will not only have to develop specifi c strategies for 
individual foreign markets, but must integrate their domestic 
and foreign commitments into a global corporate strategy to 
achieve cross-national competitive advantages. Three instru-
ments are vital. First, the cross-national confi guration of value 
activities is a decisive basis for structuring the service provid-
er’s activities among a variety of locations. The key question 
is what will be done where? However, the competitive advan-
tages of the cross-national confi guration of value activities ori-
ented towards the specifi c conditions of individual countries 

are accompanied by extreme complexity, which requires a 
high degree of cross-national coordination. So the second 
instrument is confi guration and coordination within the com-
pany. Third, an important general characteristic of services 
is that they cannot be performed without a customer. It is, in 
fact, the customer who triggers value activities, and, depend-
ing on the degree of his involvement in the creation of the 
service, he also infl uences the effi ciency and effectiveness 
of the entire process. Within an international context, cus-
tomer integration will have to be harmonized by considering 
the cultural background of the customer. That will depend, of 
course, on the customer’s willingness to be integrated. 

A key phrase would seem to be: “Each country has its own 
culture.” Prof. von Wangenheim, how does this effect service 
exports?

There are aspects of culture that are directly connected with 
the service offered. Take customer integration, for example. 
In different cultures we encounter different fundamental con-
ceptions of a service provider, and different types of relation-
ships with the customer. This has direct consequences for 
the involvement of the customer in the production process. 
It also affects how my service should be marketed and per-
formed in the relevant culture.

Interview

Prof. Dr. Florian 
von Wangenheim

Prof. Dr. 
Dirk Holtbrügge

Prof. Dr. Hartmut 
H. Holzmüller
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“Through remote services, enormous potential is 
created for quality increase and cost-savings, 

particularly in international business.”

Prof. Florian von Wangenheim



A milestone in technical service networks at a distance was 
presented by Dr. Peter Hufnagel and Prof. Manfred Dietel 
during the Innovation Forum at the Charité in Berlin. This 
is the telemedicine consultation platform UICC-TPCC at the 
Charité.

In 1999, the International Union Against Cancer (UICC), 
which counts national cancer associations from 180 nations 
among its members, resolved to set up a worldwide counsel-
ing center for pathology (Telepathology Consultation Center 
– TPCC) that would be accessible via internet. The Charité 
in Berlin is an ideal location for the implementation of a tele-
medicine consultation platform, due to the hospital’s experi-
ence in diagnostics in three locations in Berlin. A closer look 
at the platform makes it immediately clear that this form of 
remote service is a great gain for both doctors and patients. 

For the optimum treatment of cancer patients, it is vital to es-
tablish the degree of malignancy of the tumor. A pathologist, 
therefore, examines the histological structure of the tumor 
tissue. In order to eliminate errors, a second expert opinion 
is necessary with a soft tissue investigation of between 10 

to 20 percent of the tumors. This second opinion is in nu-
merous cases only possible following the postal dispatch of 
a sample. That is not only very circuitous, but in developing 
countries, virtually impossible. Telepathological consultation 
established at the Charité in Berlin serves this purpose, and is 
currently undergoing further development. Charité forms an 
international hub connecting the pathologist searching for a 
second opinion with the consultant expert. 

Irrespective of the workplace location of the pathologist, he 
or she can send between 5 and 40 digitalized microscopic 
cross section pictures to the TPCC via internet with accom-
panying clinical information such as, the medical history, x-
ray photos, etc. The next step is the TPCC’s selection of a 
pathologist from its global register who is a confi rmed expert 
for this specifi c case. These registered experts are working 
on a voluntary basis, yet they commit themselves to forward 
their diagnosis to the enquiring pathologist within a period of 
three days. Because the necessary material is sent electroni-
cally, all that is necessary for the expert and the enquiring 
pathologist to communicate are computer, monitor, and in-
ternet access. 

Practical Example

Service Export at the Charité – 

University Medicine Berlin

Kai Saeger explains the principle of virtual microscopy.
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To achieve cross-national competitive advantages, interna-
tional operating service companies will have to develop strat-
egies for developing and performing services in individual 
markets, while also integrating their domestic and foreign 
activities in a global corporate strategy. Here, international 
service companies are confronted by two central challeng-
es: fi rst, the achievement of cost advantages through stan-
dardization, and second, adaptation to national conditions. 
Competitive advantages can only be created if both of these 
requirements are met.

To achieve the advantages of internationalization and meet 
the challenges faced by service companies, three instru-
ments are vital: cross-national confi guration of activities, 
internal coordination, and customer integration. In principle, 
value activities should be based in countries where they 
bring the greatest advantages for service companies. With 
a view to coordination, operations in each foreign location 
must correspond to the global strategy and corporate culture 
of the company. Due to the synchronization needed to create 
and consume a service, customer participation and integra-
tion also must play a central role here.

Remote services offer the possibility of performing services 
for the customer at a distance. This business model is on 
the one hand interesting for pure service companies, but 
is also attractive to companies that wish to offer services to 
accompany their existing product portfolio. These services 
provide an important opportunity for Germany to remain on 
course as the global export champion. 

Conclusion
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P3 – Digital Services GmbH

Outsourcing & offshoring partner

Management consultants arrive and organize how everything 
is to be done. But if problems occur later, who is then respon-
sible? There are a few consultants who are so convinced of 
their concepts that they are pleased to come and help out 
with any unfi nished business. P3-Digital Services GmbH, an 
outsourcing partner that realizes and controls multimillion 
Euro engineering projects, is a unique example of this type 
of service in Germany.

 “The management of value creation” is the credo of P3, the 
Hamburg company that originated as a spin-off of the Fraun-
hofer Institute in Aachen. They have taken responsibility for 
several large-scale projects during the last few years, includ-

ing construction services for the Airbus A380. The particular 
strengths of P3-Digital Services lie in the company’s ability 
in global supplier management and process integration. A 
network of specialized, highly qualifi ed partner companies 
enables the handling of large-scale projects within the short-
est possible time. This means substantial cost advantages 
for the customer, particularly as they do not have to concern 
themselves with project supervision and coordination, and 
are involved exclusively with a single contact partner: P3-
Digital Services.

The managing Director of the company, Dr. S. Siegler, notes: 
“Our core innovation is actually our business model. We are 
not brokers for engineering services, but consultants and 
responsible realizers.” Turnover is growing constantly. The 
company achieved 30 million Euros in 2006. In addition to 
the aviation sector represented by Airbus, automotive compa-
nies, shipbuilders, and plant constructors other industries are 
increasingly turning to P3-Digital Services for the realization 
of their projects.
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IMK engineering GmbH

Engineering services export 

IMK engineering in Chemnitz is currently engaged in its fi rst 
innovative service project: the development and construction 
of a mining drilling vehicle for South Africa that represents 
the fi rst step towards further successful projects. The export 
model of this company already demonstrates a promising 
path for other small companies exporting German develop-
ment services.

The underground mining sector has been hit globally, most 
particularly in South Africa, by increasing pressure for ratio-
nalization and mechanization. It is additionally aggravated by 
a critical scarcity of workers as a result of humanitarian and 
social changes (HIV and political infl uences). Export of tech-
nological solutions to South Africa is further complicated by 
global market fl uctuations, as well as country-specifi c con-
ditions such as currency decline, and variable availability of 
local services. On the other hand, South African companies 
display high standards in production technology, and are in 
a position to undertake important tasks in manufacturing, 
service, and operation, e.g. in mining technology, within a 
partnership in which development and engineering services 
remain “made in Germany”.

Drilling vehicle 

Contact

P3 – Digital Services GmbH

Blohmstraße 12

D-21079 Hamburg

www.p3-ds.com

Contact

IMK engineering GmbH 

Neefestraße 82 

D-09119 Chemnitz

www.imk-engineering.de

Hot Spots of

Service Export
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SIEMENS – Healthcare UPTIME Services

Detect weak points before services fail

Continuing service is a vital criterion in numerous decisions 
– the purchase of an automobile, or a computer, for exam-
ple. However, at Siemens Healthcare, service means much 
more than maintenance or the replacement of spare parts: 
Siemens Uptime Services provide a wealth of innovative and 
proactive services that permit potential operational problems 
in medical-technical systems to be recognized before any 
malfunctions occur. This minimizes down time for the cus-
tomer, and facilitates both planning reliability and substantial 
improvements in working processes and medical practices. 
The remote maintenance platform, Siemens Remote Service 
(SRS), and a comprehensive training concept for customers 
and service technicians, make this possible.

Siemens Remote Service
A high number of patients results in a permanent overload for 
most image-guided systems operating in the medical sector. 
At the same time, reliability is essential for hospitals and med-
ical practices to guarantee problem-free clinical procedures. 
For the early detection or even complete prevention of poten-

tial malfunctions, Siemens 
can connect the systems 
of its global customers to 
the Siemens Remote Ser-
vice (SRS). This remote 
maintenance platform from 
the Service Organization at 
Siemens Healthcare (UP-
TIME Services) currently 
permits remote access to 
rectify up to 50 percent of 
all system malfunctions. 
It is frequently possible to 
recognize and eliminate operational dysfunctions before any 
problems occur.

Proactive online monitoring in real time: the Guardian Pro-
gram
The Guardian Program offers proactive online monitoring of 
medical-technical systems in real time. System malfunctions, 
and possible deviations from current normal values, can be 
identifi ed swiftly, and rectifi ed before a malfunction occurs, 
thereby guaranteeing a high degree of reliability and avail-
ability. Should system parameters exceed or go below the 
defi ned threshold values, the system will automatically send 
a message to the Siemens Service Center. Only minutes af-
ter receipt of this message, a service technician will call the 
customer. The technician accompanies the customer dur-
ing the decisive initial response, and initiates corresponding 
measures immediately.

Contact

Siemens AG 

Siemens Medical Solutions

UPTIME Services

Henkestraße 127

D-91052 Erlangen

www.siemens.com/uptime-services

Hot Spots of

Service Export



186

arvato government services

The public-private organization of 

administrative services

Arvato AG is the internationally 
networked communication ser-
vice provider of the well-known 
German company, Bertelsmann. 
With over 270 subsidiaries and 
more than 50,000 employees 
worldwide, arvato is a networked 
media and communication ser-
vice that has achieved a top po-
sition in numerous markets. Its 
government services portfolio 
ranges from back-offi ce func-
tions to citizen contact in call-
centers or citizens’ bureaus. 

The company’s partnership ap-
proach ensures that economic 
effi ciency is achieved with trans-
parent quality standards. With 
the city of Würzburg, for example, 
the company is involved in a proj-
ect called “Würzburg integrates!” 
The core element of this project 
is the integrated processing of all 

administrative services, and the coupling of previously isolat-
ed procedures into a central eGovernment platform. The han-
dling time for citizens’ bureau processes has been reduced 
by at least 25% as a result of the project.

The eGovernment platform permits access to administration 
services in the city of Würzburg via a standardized user in-
terface for citizens, companies, and administrative employ-
ees. Thanks to the integrated administrative procedures, it 

is possible to perform even complex services with minimum 
effort. A standardized information portal is available in the 
citizens’ bureau and on the internet for all administrative staff, 
companies, and citizens of Würzburg, that enables the swift 
procurement of advice and transparent, rapid and process-
ing of requests. This guarantees reliable access to the city 
administration at all times. As a tangible example of benefi ts, 
in the near future, the citizens of Würzburg will not have to 
visit different offi ces and speak to different offi cials when they 
move house, but merely process administrative notifi cation 
with one offi cial in a single transaction. With the submission 
of the new address, it is possible for all documents and data 
banks to be altered automatically.

It is not only the citizens of Würzburg who are profi ting from 
arvato’s services. Improvement of service quality, simplifi ca-
tion of processes, and acceleration of administrative proce-
dures are the targeted aims of all arvato projects, which are 
increasingly international. The company has been providing 
local government administrative support for East Riding of 
Yorkshire Council in England since 2005. The service in-
cludes  the collection of taxes, wage and salary accounting, 
the management of the 14 citizens’ bureaus, and the provi-
sion of infrastructure necessary to accomplish these diverse 
tasks.

City hall in Würzburg

Contact

arvato government services

Karl-Liebknecht-Straße 5

D-10178 Berlin 

www.arvatogov.de

Hot Spots of

Service Export

Signing of the contract between Dr. Christoph Baron, head of arvato government
services, and the chief mayor of the city of Würzburg, Dr. Pia Beckmann
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Star Alliance Services GmbH

Export of transport services

In 1997, leading airline companies joined together to establish 
the Star Alliance Network, at the time it was the only network 
of its type. The purpose of the alliance was the common uti-
lization of airport lounges, check-in services, ticket changes, 
and numerous additional services to make the traveling ex-
periences of its passengers more pleasant, and ensure the 
greater effi ciency of airline company processes.
 
The Star Alliance Transfer Service is a vital basis for achiev-
ing these goals. With the aid of specialized software, respon-
sible employees in transfer centers are able to solve problems 
through constant monitoring of arriving and departing air-
crafts. Keeping passenger delays to an absolute minimum is 
achieved by identifying connecting fl ights that will be missed 
at the earliest possible stage. At selected airports, passengers 
are met at the gate by an employee of the Star Connection 
Center and accompanied directly to their connecting fl ight if 
a fl ight is late, and the customer risks missing a connecting 

fl ight. A problem-free baggage transfer service is also guaran-
teed at all airports. This is the kind of service that minimizes 
stress and increases passenger loyalty.

The Star Alliance Network was voted as the best airline alli-
ance in 2003, 2006, and 2007 by the well-known Business 
Traveller Magazine. They also received the Market Leader-
ship Award from specialist publication Air Transport World® 
in 2008, the fi rst time that the magazine, which covers the 
airline industry, selected an alliance for an award.

Contact

Star Alliance Services GmbH

Frankfurt Airport Centre, Main Lobby

D-60546 Frankfurt/Main

www.staralliance.com

Hot Spots of

Service Export
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List of Innovative Service Companies

Service Innovation
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