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The Business Context

A Managed Service Provider
Grown rapidly through a number of acquisitions

We had:

= Delivery people who could deliver
= Sales people who could sell

....S0 what'’s the problem?



The Business Problem

Salespersons sold what they could sell ...
= ..t

= ...and couldn’t or didn’t know how to sell solutions

Silo’d delivery units...
= working independently

= delivering many different flavours of the same
service

No Product / Service Management
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The 4 Ps

Partners/
Suppliers



Senior Management Appoints a
am Croduct Manager
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Senior Management Appoints a
Product I\/Ianaqer




| Needed a Plan

week week week week
12 14 20 26 ;

Live Model
1! (test) | (Marketing,
Customer coaching)

Design and Build
a Service Model

Training &
Awareness

Standardise Tools




Managed Services Model.

Customer Perspective

End User Community.

Application

Management

Strategy &
Design

Service Portfolio
Demand
Financial

Service Levels
Catalogue
Availability
Security
Capacity
Continuity
Suppliers

Infrastructure

!%%E‘

Management

Transition &
Operations

Release
Change
Configuration
Knowledge

Access
Events
Incidents
Problems
Requests

Data Centre and Facilities



What does the good book say?

7.2.1 Service models

Service models codify the service styategy for a market
space. They are blueprints for serygfe management
processes and functions to co icate and collaborate on
value creation. Service Models descge how service assets
Interact with customer asset create value for a given
portfolio of contracts (Fi . wteraction means demand
connects with the capacit rve. Service agreements
specify the terms a In which such interaction
occurs with compmit and expectations on each side. The
outcomes defin to be created for the customer,
which itself r utility pr@vided to customers and the
warranty.

Service models codify the structure aftd dynamics of services.
The structure and dynamics are influenced by factors of utility
and warranty to be delivered to customers (Figure 5.29). The
structure and dynamics have consequences for Service
Operations, which are evaluated by Service Transition
(Figure 7.7).
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Service Strategy

Service Models

Service models are blueprints
for service management

processes and functions to
communicate and collaborate
on value creation

Market Service Determine/Influence
Space Portfolio

, 0% Ly Customer Contract Customer
$9  (T Portfolio Portfolio assets

Service Service
assets Models

Figure 7.6

Figure 5.29
Core Service Utility
Package 100 SLP X
Warranty Differentiated
SLP Y Offering 100XY

Figure 7.7

(Structure)

Service Conflguratlon
Model Serwce assets

Activities, .
events, and Serv'c_e
interactions Operation

(Dynamics)
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Put simply

From the black hole of
managed services
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Put simply
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The Answer: Create a Service Model




Analysis

= What should we take to market?
= How much do Sales need to know?
= What warranty levels can we offer?

= So ... What |S the Service Model?
= What warranty levels can we achieve?
= What utility can we offer?

= How many different service flavours (utility) are there
now?

= What do the contracts actually commit us to?
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The Current Building Blocks

- Customer

A

Customer B
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Service Model: Service Desk

Service
Elements

Incident
Management]

Problem
Management,

Change
Management]

Configuration
Management

Functionality (Utility)

Option 1

Option 2

Option 3

(not standalone)

Single Point o
Contact

Incident
Management}
Major Problem
Management

Incident

Reduction
Knowledge
Management;

Change
IAdministration|

Change
Management|

Service Activities

Single point of contact via telephone, email address, fax and web
Unique reference number for all contact types (support, request, change, config info)
First-line Customer liaison

Dateltime recording

Namelid of the person and/or group recording the Incident
Name/department/phone/location of User calling
Call-back method (telephone, mail etc.)

Assignment to resolution team

Incident ownership to closure

Assessment of incidents and initial attempts at recovery
Targeted FTF rate (key price driver)
skill based call routing

Assignment to second level support teams

Incident progress tracking & reporting

End user application support (optional)

Functional & hierarchical escalation

Co-ordination of 3rd party suppliers

Quarterly service reviews

Integration with Change Management process (optional)
Integration with Configuration Management process (optional]
Integration with Problem Management process (optional)
Online incident tracking (optional & futures)

Incident Closure

Major Incident Handling (dedicated Incident Manager)
Supplier Management? (optional)

Assigned Service Manager - monthly service reviews
Customised reporting
Service Quality:

managing customer feedback
staff satisfaction surveys,

QA'ing written reports.

ensuring prompt escalation of quality issues]

post mortem review
post mortem reportin
management of actions to clos

Trend Analysis

Root Cause analysis

Service Improvement - targeting preventative action
Service Improvement - initiating preventative action
Service Improvement - management of actions to closur

Capture work d solutions
Capture incident resolution details
Ongoing maintenance of Knowledge Base

RFC registration (via email)
Change Filtering

Change Prioritisation
Change Categorisation

Risk Assessment of all Changes

Change Building

Change Testing

Formal Change Approval

Inclusion of Changes within the MSP CAB
Approval tracking

Coordination of Implementation

Post Implementation Review (PIR)

RFC registration (via web enabled tool)
RFC Registration (via MSP Change Tool

All of the above plu:
Change Modelling of Non-Standard Changes - client spec
Client Specific CAB

Configuration
Capture
(Administration)

Configuration Management Database (CMDB) — Provision of an enterprise class service management
tool to store configuration information for a given organisation

Inventory and Labelling — Creation of a complete inventory and the physical labelling of each
Configuration ltem

Identification and Recording — Identification of the main IT managed objects (assets, systems and
services (and their associated attributes),) within an organisation and their relationships and recording
the data within the CMDB

Configuration
Control

Control — We will manage the data integrity of the CMDB, ensuring that no items are added, modified,
replaced or removed without appropriate controls e.g. an approved Change request, and an updated
specification

Interfaces with other Processes — Establishing interfaces with other key processes e.g. Change
Management, to ensure “end to end” seamless service management

Supporting other Processes - Providing accurate configuration information to support other Service
Management processes such as Incident, Problem, Change and Release Management

Configuration
Management

In order to establish the reliability & accuracy of the CMDB, we will engage in a series of reviews and
audits to track down inconsistencies in the CMDB.

Verification - Verifying the records against the and correcting any exceptions
Auditing - Providing a 6 monthly audit that verifies the physical existence of Configuration Items and
checking that they are correctly recorded in the CMDB

Accuracy — Our target is to ensure that the information contained within the CMDB is at least 90%
accurate during normal operation

Dedicated or Shared Dedicated or
Shared

Dedicated

D
or
S

D
or
S



Implementation Timeline

week week week week

12

14 20 26 ;

Planning

Design and Build
a Service Model

Standardise Tools

Training &

Awareness

Live Model
(Marketing,
coaching)
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Results

Compared to the Service Model

M To contract

B Under

O Over
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What we now had...

-

«

g For Sales
W - Service portfolio
= Market analysis
= Competitor analysis
P = Briefing material

= Marketing Material :

¥ = Price models

For Transition
= SLA templates

For Delivery

Aligned tools

Cost Models
Service Catalogue
SLAs

Aligned OLAs
Aligned UCs

= Proposal templates

= Defined Service Assets

w T '_-"_.‘
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Results

= Alignment of Sales and Delivery
= For Sales:

= Educated to speak the customers’ language
= For Delivery:

= A Baseline service

= Quick reference card for alignment to contract
= For the company:

= Managed Resource

= Managed Risk

= Proof that Value was being delivered

= Measurable performance

8- ... and happier people
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Summary

After all, the Service Model was just a picture;
just the building blocks.

¥ \\/c had Claritz but it took real resolve to make it happen 2s



