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The Critical Role for
Al In Field Service

Pushing forward Al-enabled field service
In conservative business cultures



The question at hand:

How can field service leaders capitalize on these new opportunities
in inhospitably conservative business cultures?

Field service is on the cusp of a major transformation. Shifting
market dynamics necessitate new models for revenue growth
and businesses face an ongoing labor crunch as they strive to
meet rising customer expectations for quality service. In this
period of transition, companies are looking to find footholds to
drive productivity and improve the customer experience —
from automated technician scheduling and enhanced support
for service contracts to more sophisticated entitlement
management.

Beyond these baseline improvements, the capabilities of
Artificial Intelligence (Al), both predictive and generative,
promise to accelerate change and drive full-scale, cross-
industrial business transformation. In the case of field service,
those transformative capabilities aren’t merely promised.
They’re available here and now.

This window of opportunity around the modernization of field
service is underexploited. Innovative organizations are rapidly
adopting “as a service” hardware and software models in
order to answer the call for elevated service experiences.
Some are beginning to experiment with Al’s potential, but
most are lagging. While the pandemic put increased focus on
field service — as it became one of the only remaining
touchpoints between companies and customers — the
accelerated digital transformation that characterized those
years has slowed. Skittish in response to macroeconomic
uncertainty and unsure of how to start with Al, many decision-
makers remain unclear on how to deploy new technologies as
they retool their approach to field service.

Modernization will play out in winner-takes-all terms.
Businesses that fail to adapt will leave revenue on the table,
diminish customer satisfaction, and lose efficiency. For field
service leaders who want to make the most of their
opportunities, strategic thinking is needed.






https://ir.csgi.com/investors/press-releases/press-release-details/2014/CSG-Releases-Survey-Results-on-In-Home-Customer-Service/default.aspx



https://www.salesforce.com/resources/articles/field-service-trends/

Al’s unique potential
In field service

Much has already been written about the general potential of
predictive and generative Al to transform industries and
organizations. But field service has several distinct qualities
that deepen the potential of this transformation.

Al’s refined predictive and analytical abilities can resolve many
of the administrative and scheduling headaches that surround
field service. Smart, new models are being created to unravel
service complexity, automate tedious aspects of the
experience, and provide real-time training to a younger
generation of technicians. Moreover, many of the modern
assets for which customers request service are also [oT1-
enabled and continually generating rivers of high-value data.
This data provides a rich pool of training material for GenAl
models that can accelerate and transform many core
processes in field service.
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Despite these readily available and proven
capabillities, decision-makers at many
companies are more skittish than they once
were about investing in new technologies. The
extraordinary techno-optimism and pro-
investment posture that many companies carried
into and through the first several years of the
pandemic have cooled somewhat. Facing
macroeconomic volatility, companies are taking a
more stringent approach to vetting tech
investment — requiring proven business cases
to justify even small projects.

Conservative business
culture: An understanaaple

This need for a rock-solid business case is even
more pronounced with Al, and sometimes more
difficult to meet. As a new technology with
unique sets of risks, conversations around Al’s
potential are often tempered by caution. Gartner
notes that Al business cases pose distinct
hurdles, such as perceived high costs; a scarcity
of specialized talent; a need for culture change
to reap benefits; and the need to spend more
time on training, data, and algorithmss.

While Al will continue to be a hot topic among C-Suite
executives, a practical sense of how to implement it
and evaluate its true business impacts and returns
remains elusive — and somewhat daunting.

3 https://www.gartner.com/en/information-technology/insights/artificial-intelligence/ai-business-case



https://www.gartner.com/en/information-technology/insights/artificial-intelligence/ai-business-case

Strategies for gaining
buy-in on Al

To overcome the concerns and skepticism around Al and take -
advantage of opportunities within field service, leaders need to ‘ Educathn
think strategically about how to persuade some of the more
conservative-minded decision-makers in their companies.

The first strategy is to ensure that decision-makers are
adequately educated on the value of Al. This involves bringing
use cases In field service to light and applying those learnings
to the service needs of a particular company and customer
base.

We should note at this point that not every business will face
this problem. Many field service leaders will experience no
friction in responding to changes within the industry and
adopting Al’'s easy wins. But for those who do, it is useful to
have some proven strategies ready to help bring senior
leadership on board and soften resistance to
experimentation.

Despite field service’s pandemic-driven progress in the last
several years, many leaders remain unaware or under-aware
of just how much the industry has changed. Day-to-day crises
almost always trump taking time to learn about new
technologies or benchmark what top companies are doing in
field service.

Similarly, with Al, many decision-makers need to be shown
genuine applications of these technologies in field service.

Foremost claglelgle these Stra’[egies will be education, Field service leaders will Ilkely find it less effective if their
partnership, and small-scale experimentation that can then | conversations amount to forcing a verdict on Al at large.
scale as results allow. In addition to getting leadership on Instead, they should focus on plumbing the utility of specific
board, these strategies will also help field service leaders build use cases and applications. This education will likely move the

stronger business cases for Al implementation as adoption conversation beyond Al’s historical growing pains toward the
accelerates. tangible value it can deliver today.




Starting small, moving quickly

The “crawl, walk, run” model for business transformation is critical
with Al. Field service leaders should propose small pilot projects with
tightly defined parameters that can quickly be propped up to deliver
value and proof of concept. The idea here is to provide a smaller,
simpler business case from which field service leaders can expand.
This approach also allows these leaders to focus tightly on proper
implementation, which increases the odds of pilot programs
reaching their promised ROI.

Field service leaders can gain traction and build momentum on the
success of smaller projects, making stronger cases to scale up and
out based on precedent. Gradually extending Al’'s benefits across
more and more areas of operations, if conducted diligently, will put
these leaders at the forefront of Al adoption.

Partnership

Developing Al capabilities in-house is also likely a daunting proposal
for many with budgetary authority, as these projects require risky
initial commitments of time and money.

A quicker win for field service leaders would be partnering with
organizations that have already developed these tools and have
experience in rolling them out. Such a surefooted approach to Al
implementation would displace these significant risks and ensure the
process is guided by expertise.





https://www.mckinsey.com/capabilities/operations/our-insights/the-coming-evolution-of-field-operations 
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