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Sudy on Strategic Arrangement for Extending Service Business
in Manufacturing Enterprise
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Abstract : This paper aims at richening theoretical system of service management of manufacturing enterprisesfrom the level of empirical study

to provide guidance to the service management practice of manufacturing enterprises. It analyzes and identifies the strategic arrangement and the

related key activities through theoretical analys s and empirical study. The results show that :the development of service busnessin manufactur-

ing enterprises must lie on customer val ue creation ;the organization and management should be oriented on market ,and the independent service

department should be established ; service marketing should be promoted mutually from insde and outside;the traditional product-oriented cul-

ture should be changed to a kind of symbiotic culture of product and service
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