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Uncertainty of LNG Demand ‘IGQ 2012
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Global LNG demand outlook changes for economic recession, unconventional

gas production increase and etc.

LNG Demand Outlook Change
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Uncertainty of LNG Supply fiGu ‘fg’“@ﬁg
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Global LNG supply outlook in mid & long term changes for cost and risk

Increase; unconventional supply and etc.

LNG Supply Outlook Change
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Service or Manufacturing Industry? Yicu s
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Value chains of natural gas industry has wide range across manufacturing
and service according to their business context and characteristics
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Not Industry, but business!
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Importance of Service Industries YIGu #

High potential of service industry for development and improvement :
perspective change to value creation

Manufacturing Providing Providing Service
Parts Product Service Package

Overall Production & Value added rate of Service Industry
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G.

Direction of Manufacturing: Servitization YIGU 55

Service industries are regarded to have relatively ‘more value-added’

Current Target
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What position should the organization occupy on the change line?
How should change take place (gradually or in leaps)?
What are the most challenging aspects of change?

Source: Oliva & Kallenberg (2003)
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Direction of Intangible Service: . @
Tangibilization JIGU 555
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Attempts to tangibilize operational and marketing activities conducted by

service companies during the service encounter process to decrease
customers’ sense of intangibility after the encounter

Basic difference between Service and product

* Customers do not obtain the service possession
* Service provides intangible performance [ Intangibility ]
* Customers are likely to involve service processes

» Other customers can be a part of the service [ Perishability ]
* High variance in input or output i

. lef'lculty in assessing sgrwce quality [ Inseparability

* No inventory or stocks in general

* Components with time have more consideration
 Using various path systems for delivery

V.

[ Heterogeneity ]
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Two Major Views of Tangibilization lGu =33
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MBT
(Marketing-based Tangibilization)
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Types of Tangibility in Services flcu 55
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Physical & Mental Tangibility

~ Mental

dynamic, subjective,
and ephemeral
And

they cannot be touched, tried on for size,
or displayed on a shelf
and they are exceedingly
difficult to quantify

source: Miller and Foust, 2003
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To Attain & Sustain Strategic Advantages YiGu 5012
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From ‘Single Energy Supply’ to ‘Total Energy Service Package’ business
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Convergence
Service
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Convergence Service Direction of Natural

Gas Industry
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Different directions need to be considered for each business in a comapny

Upstream Downstream
>> Production >> Transportation Usage
Ship & Pipeline Network
Evaluation
Engineering Law Consulting Marketing

Maintenance

Operations-

Forecasting

Analysis Facility Service Product Sales
—Education R&D Metering & Billing
Technology Procurement CRM
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A Framework for directions of ‘ @“Q
convergence service YiGu s
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The servitization direction fits in the business that is related with direct
customers and of which output is closer a pure product

The tangibilization direction fits in the business that is related with indirect or
inner customers and of which output is closer a pure service

Customer categories
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Conclusion ficu 5
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= Servitization and tangibilization can be the directions for
the convergence service of natural gas businesses to
solve the given problems

= Common ground of the directions:

* Customer-oriented service

e Business context-oriented consideration
= Corporate strategy should be the anchor

e Each business strategy needs to be aligned with the
corporate strategy

* Customer and output of business can be useful
criteria
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Thank you for the listen.

acro@kogas.or.kr
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