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Aftermarket parts and service is a significant source
of revenue for companies that manufacture complex
machines. To support the aftermarket maintenance
of those machines, manufacturers (OEMs) publish
and distribute large quantities of technical information
for their customers (usually dealers and distributors):
parts catalogs, maintenance manuals, troubleshooting
guides, service bulletins, installation guides,
schematics and marketing collateral. This technical
documentation is at the heart of an OEM’s long-term
success, because it enables effective customer support,
which is a key driver of cross-selling, up-selling and,
of course, brand loyalty.
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The Challenge
The most common problem for OEMs planning to move
to an online support model is “dirty” and disorganized
data. OEMs often struggle to go online with aftermarket
support because their parts and service information
cannot handle the demands of Web distribution,
meaning it is inconsistent and difficult to revise and
maintain. Real-world parts and service information
is constantly changing, which makes consistent
formats, presentation styles and navigation hierarchy
critically important. OEMs that don’t think about online
data requirements when moving service and parts
information to the Web ignore the fact that paper-based

Fast and accurate support ensures high customer

processes can accommodate inconsistent data much

satisfaction but it requires clear documentation and a

easier than computers can. OEMs that overlook the

straightforward process for finding/buying replacement

importance of converting and cleansing information are

parts. Today’s customers expect to find OEM parts and

often disappointed with their first foray into Web-based

service information online, rather than in DVDs or paper

sales and support.

catalogs, and they expect it to be accurate and wellorganized, in the form of an electronic parts catalog
(EPC). Customers will take their business elsewhere
if the OEM doesn’t make it easy for them to figure out
what’s wrong with a machine and find and purchase
the necessary parts.
The OEM’s goal should be to ensure that customers
can quickly find and order the right part, procedure or
service bulletin online. Putting technical content online
can be relatively easy (with the right parts catalog
technology). However, OEMs seeking a meaningful
improvement in customer satisfaction must prepare
(clean and organize) parts and service information
before it is placed on the Web. This essential first step
allows the OEM to provide accurate parts and service
data, drive additional revenue and, ultimately, fully
integrate part sales and logistics.
The goal of this white paper is to help OEMs understand
and overcome the challenges of data cleansing. It also
suggests an approach for structuring parts and service
information so that it can be quickly delivered to the
Web and easily understood by customers.

The problem of cleansing data is three-fold: 1)
companies have multiple types of documents (in various
file formats); 2) product information often doesn’t
follow a consistent data scheme, and lacks a consistent
product hierarchy; 3) aftermarket information is often
spread across multiple databases.
First, let’s address the problem of multiple file formats.
OEMs produce large volumes of technical content, but
it exists in multiple formats such as, paper, scanned
paper PDF, textual PDF, Word, CSV, XML and SGML.
Service information needed by technicians may reside
in maintenance manuals, troubleshooting guides,
technical specifications, parts catalogs or service
bulletins. All of this information must be available and
searchable. Furthermore, service and parts information
is frequently developed by different product teams
within the OEM, with different ideas about which data
formats are most portable and robust.
Second, let’s consider the lack of consistent product
hierarchies (e.g. product division, family, model, subassembly, etc.) and data schemes (e.g. part numbers,
quantities, alternates, inventory, locations, etc.). A
consistent product hierarchy is necessary to ensure
that parts and service information is accurately
presented against the right products. A consistent data
scheme is necessary to ensure information is properly
communicated to, and understood by, the customer.
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Third, with information residing in an ERP, PLM or
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Steps to Prep Technical Content
for the Web
Many companies believe data cleansing is laborintensive and time-consuming, and sometimes it is.
However, Enigma regularly helps OEMs resolve their
data management problems, and we’ve come up with
a logical approach that helps OEMs prepare service
and parts information for the Web.
Step 1: Decide what you want to do. Do you want to
deliver service and parts information to customers,
to dealers, to partners or just use it internally?
Besides an online/EPC solution, will the data need
to be burned to a DVD, or printed? Is the technical
content going to be part of a customer support site
or an e-commerce/parts-buying process? Answers
to these questions will influence every other step
in the data cleansing process.
Step 2: Decide which content is important. Based
on customer support requirements, does all the
information need to be cleansed? How often is each
type of content used (i.e., rarely or daily)? The time
and cost needed to cleanse data is dependent on the
number of formats, the complexity of schemes and
the overall data volume. (In general the more data
there is to be cleansed—especially old data—the
higher the cost.)
Step 3: Determine the content location. Is all
the required data in one place? Is it managed by
a document management system? Is any of the
information in a PLM system, ERP system, relational
database or file folder? Is any of the information
in paper format? Knowing the location of relevant
technical content is critical to the ongoing up-keep
of the EPC.
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numbering conventions, etc.)? The number of different
data formats and schemes will influence the quality
and consistency of the EPC and the time and cost to
normalize the data.
Step 5: Develop a realistic approach. While cleansing
all technical content may be the goal, such an approach
may be cost-prohibitive. Content that is rarely used (e.g.
old service bulletins) may be left in a relatively static
format like PDF and may only need to be tagged for
easy location, whereas content that is used frequently
or updated regularly (e.g. parts lists, pricing and
inventory) may need to be modified to support dynamic
updates on the Web.
Step 6: Organize the content. After determining how
each data format and scheme will be handled, it is
useful to organize technical information based on
content type and product description. It is almost
always best to use the same product structure as
for equipment models/configuration (e.g., product
division, family, model, sub-assembly, accessories,
kits, etc.). Organize or categorize the parts and
service information according to product structure.
Once organized, technical content may still consist
of many data types and file formats (including paper)
but it will be easier to locate, understand and be ready
for cleansing.
Step 7: Strategy first, then tactics. Because cleansing
content for the Web can sometimes be slow and
expensive, it’s important to show progress and value
throughout the process. While the most logical
approach may appear to be fully cleansing each
content type before moving to the next (i.e., all parts,
all manuals, all images), that may not be the best
choice. Doing so will delay EPC rollout until all the
content is cleansed, meaning there will be nothing to
show for the investment until all the work is complete.
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It may be better to plan the cleansing process according
to product type (based on revenue opportunity) and use
a progressive roll-out to the Web. (This approach allows
customers, dealers, partners and internal management
to quickly realize the value of the online EPC.)

Delivering the Data to the Web
Once an OEM has cleansed its content, and organized
it into a structure, it is ready to deliver that data to
the Web. Using an EPC format, customers will be able
to quickly find the service and parts information they
need, which accelerates maintenance and repairs,
reduces customer support costs, and increases
aftermarket revenue.
The Enigma InService EPC application solves the
OEM problem of delivering aftermarket parts and
service information to the Web, or direct to dealers
and customers. Enigma can also tie that technical
content into e-commerce, ERP, inventory and
customer support systems to provide a fully
integrated and automated parts environment.
When modifying any complex business process,
the better (cleaner) the input data, the better the
results. OEMs may launch an internal IT project,
using the guidelines above, to prepare their service
and parts information for the Web or they may
request help from Enigma (to perform the work,
outsource the work, or manage the work).
For an in-depth explanation of how Enigma can
help your company structure and deliver service
and parts information as an electronic parts catalog,
contact infous@enigma.com or visit our web site
at www.enigma.com and our blog site at
http://uptimeblog.enigma.com.
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