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Busting myths….

TÜV SÜD is a Government / Non-Profit Organization

There is one TÜV Organization

TÜV SÜD is offering predominantly PTI services („Hauptuntersuchung“) 



5
DIVISIONS

19
BUSINESS UNITS

69
BUSINESS LINES

> 1,000
SERVICES

6
REGIONS

What is the sales challenge for TÜV SÜD?
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Strategic 
Accounts

Medium-sized

Small-sized

Flow Business

DIVERSE CUSTOMER BASE

E.g. Academy,

Hauptuntersuchung, 

regular inspections

~15%

~30%

~55%

9
INDUSTRIES



As purchasing goes omnichannel, sales models will go hybrid
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In what ways was your company’s product or 

service sold before and during COVID-19

% of respondents   

Feb' 21

28% of B2B organizations have 

hybrid sales roles today.

77%
of those with hybrid sales 

roles introduced this role 

given the switch to virtual 

driven by COVID-19.

85%
expect hybrid sellers will be 

the most common sales 

role in their organization 

over the next 3 years.

Sources: McKinsey & Company COVID-19 B2B Decision-Maker Pulse 7/27-8/11/2020, McKinsey & Company B2B Pulse Survey, 2/12-2/26/2021

In-person

Phone

E-Commerce

Email

Video Conference

Online Chat



While each customer size has a preferred sales channel,

there is no exclusivity

SALES CHANNEL TÜV SÜD DRIVERS

...

Area sales

Strategic 

Account 

Management

Vertical sales

E-Commerce

Differentiating by being 

close to (SME) 

customers, hunting 

Differentiating by value 

based on industry 

proximity

Growing with the global 

winners, reliable 

relations

Efficient sales of 

standardized offerings 
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How much money goes down the drain?
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OF THE 70% 

„BAD“ LEADS…

20%
don’t buy

80%
buy anyway

Source: Forrester

OF ALL 

LEADS…

20%
are followed up

80%
get no follow up

Primary cause of funnel leakage:

• Poor targeting 

• Poor qualification

OF THE 20% 

ACTIVE LEADS…

30%
are qualified

70%
are disqualified

Primary cause of funnel leakage:

• Poor profiling

• Poor nurturing
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Prospects
Leads scored 

with highest 

readiness

Inbound leads

Prioritized 

Leads

BANT

Validation

Are profile / 

need / 

availability 

validated?

Routed back to 

Marketing pipeline in 

MAP

Added to Opportunity 

queue in CRM

Yes

No
Budget, Authority, 

Need, Timeline

Simple process, but decentralized sales structures make it 

very difficult to implement
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MARKETING AUTOMATION PLATFORM

(MAP)

CRM SYSTEM



It takes two hands to clap!
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2021

2023

Americas

Western Europe

ASMEA

Germany

CEE

North Asia

TIMELINE

Qualified 

leads

Leadership 

drives sales

MARKETING SALES



E-COMMERCE
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Does it make sense for TÜV SÜD?



“Smaller project size” and “many customer” services lean themselves 

towards E-Commerce
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Project Size
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Products with low

complexity

Online acceptance

Strategic reasons

Product Service Real Estate & Infrastructure Industry Service Business Assurance Mobility
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Results matrix with service clustering according to these 2 criteria
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Risk Management (RMT)

BAS Transaction Services
Plant Safety (PLS)

PTI Vehicle inspection

CBS Car Reconditioning

BAS Eng.&ConsultingBTI Civil&Construction Eng.

BTI Material Testing

LCC Engineering&Consulting
COM Additive Manufacturing

MHS Non Active Medical Devices

CPS Textile

AUT Safety&Electronic

RLS Rail Engineering & Consulting

RLS Rail Automation

O
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RLS Infrastructure Services

AUT Certification

AUT Highly Automated DrivingMHS In-Vitro Diagnostic & Rehabilitat

Fleet Management

BAS Project Management

CBS Car Management

LCC Lifts,Cranes&Conveyors

Life Service

CBS Consulting

CBS Car Registration

COM Transportation

PTI Driver license

Complexity of offered services

PTI Vehicle expert report

CPS Electrical & Electronics

Energy & Systems (ENS)

CPS Hardlines

COM Industrial & Energy Products

CPS Toys & Children Products

CPS Social Audit
CPS Food, Health 
Supplements & 
Beauty

Chemical & Process Industry (CPI)

Nuclear Energy (NUC)

MHS Active Medical Devices

Management Systems (MSC)

Cyber Security Services (CSS)

Academy (ACA)

H
ig

h
L
o
w

Standardized, commodity-type Very complex, customized, project-based

PRIO 1

PRIO 2

PRIO 2

PRIO 3

Product Service Real Estate & Infrastructure Industry Service Business Assurance Mobility

RLS Rolling Stock

RLS Electrical & Mechanical Systems

AUT Environment&Emission

BTI Electr.&Mech. Eng.



Business 
know how /

strategic vision

User experience / 
customer focus

Technical 
infrastructure / 

platforms

TÜV SÜD’s approach for an E-Commerce set-up
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Decentral operating unit

Central E-Business Team

SUCCESS FACTOR 1

SUCCESS FACTOR 2 SUCCESS FACTOR 3



Operating units have to create their own business cases
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Marketing Strategy & 

Implementation 

E-Business 

Targets

Market Analysis

Priorities

Business Case

Alignment



We differentiate between a “Good enough” approach and a bigger 

commitment for higher scale services
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We should always ask:

“Can we get significant business online?” 

(or “Is it of high strategic value?”)

“Good enough”

Approach

“Customer-oriented”

Approach

No Yes



You can only manage what you measure
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E-Commerce Example: Datenblattservice Online Store (Germany)
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What matters most
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Clear ownership and commitment to a service within the business

Guidance on technical platforms to foster reuse and know-how sharing

Putting user experiences first (B2C and B2B customers have 

expectations driven by experiences in their personal lives)

Acceptance that continuous improvement is part of the game
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Transform your business 

today with TÜV SÜD
www.tuvsud.com  

info@tuvsud.com  

@tuvsud

linkedin.com/company/tuvsud

@tuvsud

xing.com/companies/tuvsud

youtube.com/tuvsud

Follow us on social media:


