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• This benchmark report compares your business model 
with other firms in the Mining Equipment, Technology and 
Services (METS) sector.

• A business model is a major tool in generating competitive 
advantage. 

• The three main parts of a business model are value creation, 
value delivery, and value capture.

• High-performing organisations link ALL elements of their 
business models.

• The chart below shows how your organisation’s rated 
performance compares with other METS firms. 

Benchmark 
report

Performance Your score Industry average Score-type

Net profit 4 3.55 1 much worse – 5 much better than 
competition 

Return on assets 4 3.67 1 much worse – 5 much better than 
competition 

Sales growth 5 3.73 1 much worse – 5 much better than 
competition 

Market share 4 3.40 1 much worse – 5 much better than 
competition 

Customer satisfaction 4 4.26 1 much worse – 5 much better than 
competition 
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Recommendations

• Customisation increases performance of METS firms and is strongly linked to capturing value through 
differentiation and cost advantages.

• Investing in R&D and learning from business partners are proven ways to increase value creation.

• Co-creating with customers and suppliers has strong positive effects on the ability to capture value in 
terms of cost savings and differentiation advantages.

• Diversifying in additional products and services or stages in the mining life cycle allows METS firms to 
create value by leveraging their core know-how in these additional activities. The top-performing METS 
firms tend to be more diversified than the rest.

Value creation refers to the ability of a business model to generate value for a 
firm, based on three main elements:

1. Innovation input: the percentage of revenue invested in research and 
development (R&D) and the number of business partners.

2. Throughput: degree to which products and services are customised and  
co-created with customers and suppliers.

3. Output: leveraging the created value into products and services for different 
stages of the mining value chain.

Value 
Creation

Value creation Your score Industry average Score-type

Number of business partners 0 54 Total number

R&D intensity 5 11.90 0-100% 

Customisation 4 3.93 1– 5 scale

Customer co-creation 3 3.79 1- 5 scale 

Supplier co-creation 3.25 3.47 1- 5 scale 

Total number of products/services 2 306 Total number

Number of stages in mining value chain served 5 2.43 Max. 5
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Value delivery is the ability to successfully deliver products and services to target 
customers. It captures

• Who your customers are in the mining industry (e.g. mining firms, contractors) 
and which other industries you serve.

• How your firm distributes products and services to the customers.
Value 
Delivery

Recommendations

• METS firms increasingly seek to leverage their value towards other industries and different types of 
customers in the mining industry.

• Diversifying to other industries helps to capture cost advantages.

• Expanding the types of customers served in the mining industry is strongly connected to a range of 
differentiation and cost drivers in METS business models. 

• Top-performing METS firms are increasingly augmenting physical products with the delivery of digital 
products and services. Care should be taken, as our data shows it doesn’t necessarily translate into METS 
firms capturing more value. The COVID-19 pandemic has, however, accelerated the need for solutions with 
digital value add in the mining industry.

Value delivery Your score Industry average Score-type

Number of other industries served 2 3.86 Max. 7

Types customers across the mining supply chain 3 3.47 Max. 5 

Customer relations 3.5 2.91 1– 5 scale

Degree of balance between physical and digital distri-
bution channels

4 2.40 1 phyiscal only, 3 
balanced, 5 digital only

Supplier co-creation 3.25 3.47 1- 5 scale 

Total number of products/services 2 306 Total number

Number of stages in mining value chain served 5 2.43 Max. 5
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Value capture refers to the ability to capture value from business models, through

• Being more cost efficient or more differentiated than competitors.

• Achieving economies of scale and scope.

• Higher transaction frequencies and export intensity.

• Using different pricing models and balancing fixed and variable costs.

Recommendations

• Costs are an important driver in the METS sector, but the best performing firms use business models 
focused on differentiating from competitors. 

• Building business models with a balanced mix of variable and fixed costs tends to capture value more than a 
heavy focus on fixed assets.

• Innovations in pricing models and increasing the number of transactions with customers are good ways of 
capturing value, but avoid using too many pricing models simultaneously. 

• Internationalising could maximise the value captured from a customer and expand geographical market 
diversity.

Value 
Capture

Value creation Your score Industry average Score-type

Cost focus 0 3.44 1– 5 scale

Degree of differentiation 5 4.06 1– 5 scale

Focus on economies of scale 4 3.62 1– 5 scale

Focus on economies of scope 3 3.60 1- 5 scale 

Cost structure 3.25 2.96 1 mostly fixed, 2 balance, 
3 mostly variable 

Number of pricing models used 2 1.51 Max. 4

Frequency of transactions per typical customer 
per year 5 51 Min. 0

Overseas revenue 16.65 0-100%
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Background
Delivering value to customers and outperforming competitors is 
increasingly becoming a matter of developing the right business 
model as opposed to innovation alone. The METS sector is a 
dynamic industry needing to respond to safety, sustainability and 
cost demands from the mining sector, with an increasing emphasis 
on integrating digital technology and flexibility. Such complexity 
requires business models to integrate all these demands and 
create value for customers in the mining sector, especially during 
and after the COVID-19 pandemic where value adding to mining 
operational data has become increasingly attractive to customers.

Objective
The objective of the project is to increase our understanding of 
what makes some business models more successful than others 
in the METS sector. The resulting online benchmarking tool allows 
firms to compare their business model and performance with 
other firms across the METS sector. The tool has been developed 
using desktop research, case studies, and a national survey on 
business models. 
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