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Additional case study 
 
This case provides a nice contextual contrast to the end-of chapter case in Chapter 9: while that 
case focussed on primary (agricultural) products, this one looks at the supplier network for 
industrial machinery. 
 
Some product and service mixes for the marketing of industrial lathes 
 
This case outlines the main activities of two suppliers of components to a German lathe 
manufacturer, Gildemeister Lathes, as well as the activities of the lathe firm itself. 
 
Gildemeister (hereafter ‘G’) develops and produces turning-technology machine tools for the world 
market. Applications for their machines range from the manufacture of parts used in the watch 
industry to the production of crankshafts for automobiles. G makes three machine series; the most 
significant in terms of sales and component requirements is the CTX series. The lathes vary in 
terms of the level of computer control and programmability, as well as the number of spindles. G 
has successively reduced its production range since the 1990s, now concentrating almost 
exclusively on the end assembly of components, while its suppliers have increasingly become 
system suppliers with high levels of technical and logistical competence.  
 
Since the hardware of lathes is relatively inter-changeable, the range of additional services plays 
an import part in differentiating G from its competitors.  In fact, the sales and service arm of G has 
been separated from the production and development side in order to reflect this. The main role of 
the Sales & Service division is to set up and maintain customer relations as well as looking after 
the supply of ‘direct customer services’ such as training end users, and spare part and repair 
services which are negotiated with each of G’s customers.   
 
One of G’s main suppliers is Siemens PLC. The responsibilities of its Motion Control subsidiary 
include technical advice and order filling, plus the provision of services for project planning and 
implementation of machine tools with OEMs like G. Siemens seeks to achieve the greatest 
possible trade volume in its relationship with G. Part of its strategy toward achieving this is the 
provision of just-in-time delivery of control cabinets for the CRX series.  
 
Siemen’s main competitor is Heidenhain Ltd. It is a supplier that provides systems including drives 
and motors in addition to an earlier focus on control and measurement systems.  This shift 
represents part of Heidenhain’s aim to increase sales volume with G. Although it has regional 
sales offices, project management services are not an element of its distribution service to clients.  
 
The latest project for which G is seeking component parts is an upgraded version of the CTX 
machine series. Up until now, there has been a partnership arrangement between Heidehain 
control systems and Siemen’s drive and motor systems in supplying components to G. Through 
this shared supplier agreement and the mutual interaction of the relevant components, an 
integrated system solution has been created. Although double sourcing has always been 
considered important in the procurement strategy for the CTX series, a decision has yet to be 
made by G regarding supplier contracts for the new project.  
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Source: Heimers, U, Kupp, M & Reitz, UT (2006) Gildemeister Lathes Ltd, Journal of Business & 
Industrial Marketing, 21 (2): pp 118-123. 

 
Some questions suggested by the case include: 
 

1. What do Gildemeister’s organizational customers gain when buying one of the firm’s 
lathes? You should consider both product and service elements of the firm’s offering. 

2. Similarly what does G gain from its current purchasing policy regarding Siemens and 
Heidenhain? 

3. What are the possible consequences for vertical and horizontal supply chain relations if the 
new contracts favour one or other of G’s main component suppliers? 
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