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Who we are:

White Space consists of 4 business units: Consumer Strategy, B2B
Strategy, Competitor Strategy, and Data Analysis...

One philosophy: “the right information, and the right
analysis, drives the right actions”

Consumer
Strategy

Capability & infrastructure: Oxford-based with 15 staff
primarily from Oxbridge backgrounds, drawing on wide
range of proprietary techniques, databases and IP

B2B
Strategy

Blue chip clients: have worked with 15% of the FTSE 100

Competitor
Strategy

Client satisfaction: >85% of clients repeat purchase, with
several household names working with us for >5 years

DE]F:]
Analysis

Global Experience: have delivered projects across >50
countries, and are on long term frameworks partnerships
with the US and Canadian embassies
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Who we are:

We differentiate through our 360° market analysis approach, combining deep
competitor and customer analysis to provide a bedrock for strategy support...

Competitor Analysis Customer Analysis
Deep primary research, going well Statistically robust, strategy-driven
beyond information in the public customer research
domain

Accurate View of Supply, Demand and Best Practice

—-. =

Recommendations & Strategy

- =

Revenue Growth & Performance Improvement
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What we do:

White Space has five core practice areas, all based around increasing
sales or identifying new revenue streams...

Sectors

Media &
= Publishing

Practice Areas Practice Strengths

» Market Sizing
Market Entry & » Market Mapping & Segmentation

Analysis « International Expansion Support

" » New Product Development
PI’OpOSItIOﬂ » Pricing & Range Strategy
Development  [S=rsmam Analysis

Financial Healthcare &
Services Pharma
Public Sector Private Equity

<

Experience of working with
15% of the FTSE 100

» Customer Acquisition Strategy
CUSto.mer « Customer Retention Strategy
Experlence » Revenue Maximisation Support

« Brand Definition Support
Brand & Comms » Brand Recognition Strategy

Strategy * Messaging & Channel Strategy

» Customer Service Strategy
Customer » Contact Centre Improvement
Operations « Billing & Collections Strategy
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How we do it:

A typical project draws on the following strategy support ‘toolkit’ to
deliver commercially viable recommendations...

1) Situation 2) Information 3) Analysis &

Analysis Gathering Modelling

* Internal  Excel Data * Solutions
Stakeholder » Customer Modelling Development
Interviews Research

. « Statistical Data  Strategy

« Customer » Competitor Analysis Roadmapping
Database Analysis
Exploration . i . '

. Market Report Benchmarking Isrn;slsgr;tentatlon
Analysis

« Strategy Model
- Development * Workshoppin

* Key Opinion & Wargamingg
Leader
Engagement

J Y ) - J

4 N

What are the key questions?
What information and analysis is required to answer them?

What are the answers?

: o "
\_ What are the implications™ -

6 @ WHITE SPACE




Capability & Experience:

White Space has worked across over 50 countries worldwide, often
supporting international expansion and market entry...

= Country where White Space has conducted research ﬁ WHITE SPACE

EMBASSY
FRAMEWORK

EMBASSY ~
FRAMEWORK

We have the global experience and capability required to successfully deliver on a pan-
Global basis
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What our clients think of us:

We have exceptionally satisfied clients — Over 85% repeat purchase...

- Brand positioning: “White Space delivered a truly excellent piece of work for us. Not only in terms of their thorough
Ei K/\\\\ / approach to the research, but with their value added insights covering customer, competitor and industry views, they
._-JLI & i/ have truly helped us shape our customer communications. They were a pleasure to work with and we would definitely

' work with them again in the future” Marketing Manager, Easynet Connect

Customer strategy: “On the several occasions | have worked with White Space, they have responded quickly and

;h?;’:?ﬁc decisively to the briefs, both looking at rewards and current accounts. The insight delivered has helped our teams to
GROUP develop customer communication that promotes product features and propositions in an increasingly competitive

S marketplace. | look forward to working with White Space again” Research & Insights Manager

Strategy consultancy: “White Space really do deliver what they say they do: excellent strategy consultancy based on

hard data which fundamentally changes the way we do business. | have worked with John Bee and White Space for

AVFC many years, and cannot fault their dedication, intelligence and analytical capability as well as the commercial viability of
RTRAL

Aston Villa Football Club

their recommendations. Their statistical analysis methods turn survey data into hard metrics which pack a punch at
Board level. In addition, they provide excellent value, allowing key strategic projects to be delivered which would

otherwise fall outside of budget. | wholeheartedly recommend them to you” Commercial Strategist
- Market 'anal'ysis: “Everyone at Carphone Warehouse who h:_as wo'rked with Whit_e Space has been unable to fault their
professionalism and excellent work. We look forward to working with them more in the future” Head of Research
e - Customer strategy analysis: “This is the first time we have used White Space, but it won't be the last. They
é‘D‘F impressed from start to finish” Market Intelligence Executive

Business launch: “Of the dozen firms we approached, White Space stood out from the pack as having a much more
ULTISSIMO thoughtful and different approach, directly tailored to our needs. White Space are good at ideas and readily discussed
and adjusted approach to get the very best result for our business. Throughout the two month project communication
o ) : was easy with both phases of the project completed on time with immediately useful outputs based on thoroughly good
defining italian analysis. The acid test of quality of outputs is whether they are accurate and give the right direction. | am delighted to
say they were and did — we have successfully built our client base ahead of plan since launch and the insight from
White Space gives us a lot of confidence that we are doing the right things. | will have no hesitation in turning to White
Space again” Managing Director, Ultissimo Property

living
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What our clients think of us:

Further client testimonials...

- Marketing strategy: “White Space helped us to clarify our thinking and challenge the preconceptions we had of a

market that had become stagnant for us. Their feedback and insight led to us revising segmentation, repositioning our
offer and subsequently winning an important customer - although this wasn't part of the original brief”

Marketing Director

Product launch: “On time and on budget White Space produced a piece of research which gave us the ability to make
a decision on a new product. The White Space team gained a rapid understanding of our marketplace and produced a

_—— g deliverable which was impressive in its depth, relevance and accuracy. They were a pleasure to work with and |
D P | | wouldn'’t hesitate in recommending them to others” UK BD Director
pro— - Global market analysis: “White Space have worked with me on two competitor analysis projects, both of which

Systems provided us with the necessary insight to better understand our global competitors, in several different geographies.
With their expert know-how, they delivered their projects on time, and their findings proved to be right on target”
Head of Global Business and Market Analysis

Rapid response insight: “White Space managed a very rapid interpretation of our requirements and a past working
”M“ knowledge of the sector and subject matter assisted” Managing Director

Operational strategy: “What impressed me most about the team at White Space was their structured response to an
initial brief, which significantly contributed to the development of our own thinking regarding what we wanted to achieve
UNIPART with the market research. The final presentation of the research findings was then not only rich in detail, but
———GROUP represented an intelligent interpretation of the research data, which will support both our strategic and operational
decisions” Proposition & Marketing Manager

Sales strategy: “White Space’s output has been very useful to me in the development of a business strategy and
‘C’ugston regional plan. It is also being used by my newly appointed Business Development Manager as a starting point for
developing longer term opportunities” BD Director

Market entry: “White Space developed a detailed understanding of target markets, a willingness to go the extra mile
Celotex and a genuine interest in the topic” CEO

Irsulation Speciatists
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Case studies:

Case study 1: Customer experience strategy for a global
electronics retailer...

Client Global electronics retailer

Declining revenues and sales conversion in a major category

+ White Space worked extensively with the client to deconstruct the category into
6 customer experience areas and 43 satisfaction drivers (see next slide)

+ Exit survey (n = 3,000) used to gain customer satisfaction data across the
proposition and on output measures such as basket size, likelihood to repeat
purchase and overall satisfaction

Approach

+ Mixed effects regression modelling on the survey data revealed the key causes
of customer satisfaction and purchasing behaviour

* Depth interviews and competitor analysis were then conducted to gain further
understanding of potential solutions in each of the identified key areas

« White Space pinpointed the true causes of customer satisfaction, loyalty and
spend. Alongside an analysis of current customer satisfaction across the
proposition, this allowed us to identify key improvement areas

* Improvement roadmap delivered to client — Currently being implemented
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Case studies:

We divided our client’s proposition into 6 customer experience
areas and 43 satisfaction drivers...

Products Pricing & Promotions Customer Service Store Proposition Purchasing Options
Factor 1 Factor 12 Factor 21 Factor 27 Factor 33 Factor 40
Factor 2 Factor 13 Factor 22 Factor 28 Factor 34 Factor 41
Factor 3 Factor 14 Factor 23 Factor 29 Factor 35 Factor 42
Factor4 Factor 15 Factor 24 Factor 30 Factor 36 Factor43
Factor 5 Factor 16 Factor 25 Factor 31 Factor 37
Factor 6 Factor 17 Factor 26 Factor 32 Factor 38
Factor 7 Factor 18 Factor 39
Factor 8 Factor 19
Factor 9 Factor 20

Factor 10

Factor 11

—_— =

Questionnaire developed to gain customer satisfaction data on each of the areas listed above, as
well as on overall satisfaction, basket size during last visit, likelihood to recommend and
likelihood to repeat purchase

Data collected through store exit survey across 50 store locations (n = 3,000)

Data analysed using mixed effects regression to reveal the true causes of overall satisfaction,
basket size, likelihood to recommend and likelihood to repeat purchase

: TR 13 T waite space
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Case studies:

Regression analysis revealed the relative importance of each of
the six customer experience areas and of each of the 43
satisfaction drivers underpinning them...

Drivers 1, 2 and 3 all have strong
influence on satisfaction with Area 1

1 causes a 0.25% increase in Overall
Satisfaction

A 1% increase in satisfaction with Area >

Causes of Overall Satisfaction Causes of Area 1 Satisfaction

0.3 0.3

Customer Satisfaction Score:
75% 58% 66% 74% 80% 62%

Customer Satisfaction Score:
65% 72% 76% 61% 83% 58%

0.45

0.25

0.2

0.1
0.05 III
0 T T T T I T -_‘

Area 1 Area 2 Area 3 Area d Area s Arez B

0.2

0.15

0.1

0.05
SMEEEEEY

DOriver ] Driver 2 Diriver 3 Driverd Driver 5 Oriver 6

Experience Areas Coefficients
Experience Areas Coefficients

Conducting this level of analysis on all six Satisfaction Areas allowed us to
pinpoint priority areas for investment and improvement...
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Case studies:

Focus groups and competitor analysis revealed solutions around key
areas, driving strategic recommendations around our client’s approach...

We used 12 focus groups to identify, test and refine solutions in

key areas:

Recruitment targeted key customer groups

Groups 1-3

Client Customers:

High Spend

Groups 4 -6

Client Customers:

High Churn Risk

N

Groups
repeated
across three
age categories
and split
between North
and South

Groups 7 -9 Groups 10 - 12
Competitor Competitor
Customers: Customers: High
High Spend Churn Risk

We then used competitor analysis to identify ‘real

world’ best practice relating to the potential solutions
emerging from the exit survey and the focus groups

Competitor A | : Solution 1

- Competitor A are renowned for
delivering in this area and have
invested heavily in new approaches

» Successful solutions include:
- A
B
c
D

* “By far the best thing we’ve ever
done in this area is xxxx — We
spent £6m which paid for itself in 12
months”

Competitor B | : Solution 2

*Have invested £10m to develop IT
capability to support this, and increased
sales by 10% as a consequence

. What do you need to know

about your marketplace?
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Case studies:

We worked with our client’s Board to develop a sales growth
roadmap driven by our research...

Short Term: 1-6 months

Medium Term: 6-18 months Longer Term: 18 months+

the medium-long term

| |
INITIATIVE 1 ! | INITIATIVE 11
e | —
A\ \\ : : Build capability around xxx and
| . yyy in the long term
1 1
Clearly Add g | INITIATIVE 4 INITIATIVE 8 ! INITIATIVE 12
demonstrate || 22z the short term | |
1 1
1 1
1 1
INITIATIVE 2 : INITIATIVE 5 INITIATIVES INITIATIVE 13
: :
Improving XXX could also be | : . .
achieved relatively quickly ! INITIATIVE 6 INITIATIVE 10 | Address the issue of XXX in
1 1

We are currently working with the client to support the implementation of this

roadmap
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Case studies:

Case Study 2: Market entry strategy in Mobile MRI scanning...

Overview

Venture Capital Group wished to fund setup of a mobile MRI scanning business and
wanted to understand optimal market entry models within the UK

White Space researched the market intensively and highlighted geographic areas of
opportunity, created cost and revenue models, and recommended an optimal
proposition in relation to competitive positioning and market demand

Regional Demand vs Supply Analysis

i
nr ] ) l MRI Company Locations
] e B Asance
I s Bw
I BUPRA
I ® CARID
: r #  InHeath
0 Lodestend
Number Waiting 13+ Weeks ! e
= -
f 264 - 250
B 281 - 750
I vsi-s00
| RECIEEEC

Competitor and Market Positioning Analysis

Offer a range of
services from MRI, CT
to Ultrasound. They
have centres in
Brentwood, Sevenoaks
and Weybridge

|

We have considered a company to be a competitor if they own and operate
their own MRI or PET, PET / CT scanner

National ~ _____ generalists
Generalists--~ dominate the
o, - @ /| market with sales

J National

- INHEALTH / channels to the
High A - NHS, Private
" Medical i K Hospital Groups
Footprint / .Lod estone : "z:frep:: "
LA -pay
Number of - customers
sites |
Medium Mel"el &mmml Prescan offer
self-pay an
Offer MRI and. other \ insured
.med.lcal services. Small B wepicaL DAGHOSTC . ,\ Regional customers a
Prices including the trip Specialists £ /& MAGING GROUP -~~~ Players Periodical
a"‘fS'T”?" tﬁ QE:EQ \ | o Preventative
rivate in the N =2 Medical E.
[ SCANHEALTH [ - onielzayeax ra frgr
Scans animals and r Sl Ciagsestc magog Cars N five years, which
humans in the Bolton W may be tax-
area. It appears that |Low Preﬁan . ! deductible
this is one of the few Ex-Scan UK = ::
clinics where u Preue‘nltir:um Have their
patients (human)can | | —" = T----. %,'“ - ?:;::i::: rer
refer themselves — — Low Medium High

i.e. without their GP

Breadth and Depth of scanning offering

What do you need to knaw
1 about your marketplace?
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Case studies:

Our work revealed that the UK was actually a poor choice of market to
enter and that other markets would be more suitable...

Market Sizing, Revenue and Cost Modelling

Evwi fing [  Wabe St Wl Ervghang Ly 25
S %) 48Tk T 3300 [y T e B a0 W‘_}E 15T
s o ] 5] FEET TR
2 a 2 2 8
1484 g 1ED 135
15y ) F a8 A A (1]
2 F 2 F) .
i - 3 Analysis of self-
o aw e pay market driven
1184 a0l aMd e )
T Moo B <— by customer
c,f:m m:::m (oﬁ,:w u::‘:;:p purChaSIng Survey'
T . % Ea n = 2 OOO
DI 184 290 1 6570 ETTN N ’
% s s o
1164 A7 e e
(I L--v) 4598 bl
S2ME S8 o e
0 L] Lo HE
R4 S50 me L
e e di Analysis of Alternate Markets for Entry
| Tital Mariat Rivorasy 30508 o s [ Re ] e [=rre = .-Lfr A 4.0
lﬂ'ﬁ:\_\- f S 2000 e ] "y = ____ ,:.3
 Frrer e T o oy AR e : i
&V R Rt aate ) Demand / Preng  Stirnees § Coste Exane § Polipe 15 Philgs 30 Geeens (G618 £0E gfmd[( Ease of Entry: The US, Australia
Based on level and Canada appear
of competition, —~ to have the most
ease of doing / potential
business and b
health care RSA us o UK
—_— structure ouUs
O CAN
2
E NG AUS o AUS
%5 3.0 ® RSA
@ IRE
& o RE
w @ IND

Our analysis showed that the o
UK was an extremely O o o
competitive market, and that o
the US, Australia and Canada
p rOVi d ed m u c h m o re Market Attractiveness: Based on
attractive target markets eeanning nfradrucure, popuiston denaiy,

and health care expenditure per capita

2.0
20 3.0 4.0

Market Attractiveness
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Case studies:

The US market is characterised by high levels of scanning w
activity but also strong competition...

Socio-Economic Indicators Healthcare Overview Scanning Overview

+ The US is a highly + System relies heavily on + The US is one of the most
prosperous and heavily private provision heavily served countries in
populated country but one « 248m are covered by private terms of scanning equipment,
which suffers from increasing or government-sponsored with technology levels
levels of inequality and social insurance increasing significantly over
exclusion * Medicare — provides a critical recent years

- Population = 300m level of insurance for 40m + ~11,000 MRI scanners across

- GNI PPP = $43,000 people >65 and the disabled the US (2006): 37 per million

- Population density = 80 / * Medicaid — provides of population
square mile insurance for 40m low income * Figure has increased by 22%

: individuals and families in past 2 years

- Total st_ate_health expenditure * 47m are not covered by any * 1,100 PET/CT scanners

per capita = $5,283 form of insurance - 83.2 MRI exams per 1,000
population (2005)

— L
Level of
Opportunity . L | .
+ High level of opportunity driven by overall large size of market, ease of doing
business and structure of health system

High + Could be an opportunity to serve population without medical insurance but this

would depend on their capability to pay for treatment following on from scans
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Case studies:

As a whole Florida may not be the most attractive state. However, its
population of well-to-do retirees represent an attractive market...

Socio-Economic Indicators Scanning Provision

* Florida is the 4" most ® 44% Employer 49% * Provision within Florida is
populous state in the US with ' ' broadly in line with the rest of
a population of 18m the US with 588 ACR
- . accredited MRI facilities in the
+ Florida’s population is

. : ; state. 33 per million of
relatlvely eIderIy with a Florida 2% Other Public 1% United States

: . opulation
median age of 40 making it 1870900 o 2% Uninsured 17R e 00 Pop

the fifth highest in the US * In terms of other types of
: scan there are 420 ACR

accredited CT facilities and
Adi 123 ACR accredited PET
jacent to states

with v. low heaith |  facilities
insurance
penetration
(Alabama and
Georgia)

Health Insurance Coverage

® 5% Individual 5% @ r-

12% Medicaid 16%

16% Medicare 12%

« Per capita personal income in
Florida is lower than the US
average $37,780 vs. $40,166

- State spending on healthcare
was £5,483 per capita —
marginally higher than the US
national average of $5,283

Level of

Opportunity . “Alt_hough Florida does have a large popu_lation of economically disadvantage_d
residents who cannot afford insurance, it is also home to a very large population of
retirees — not only do these people have the need for scanning services they also

High have the money to pay for them” US Healthcare Expert
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Case studies:

Case study 3: Process analysis and benchmarking of competitor
credit control methods in telecoms...

Client UK Telecoms Company (>£1bn turnover)

Need to reduce exposure to customer debt during the recession

« The client wished to conduct a competitor process analysis and messaging project
to understand how competitors were approaching credit control within the context
of the recession, in order to drive internal process improvement

* We analysed the credit control operations of 8 competitors and 4 out of industry
comparators to benchmark our client and identify market best practice:

SERICEEL Credit Control Credit Control
Processes Communications
Strategy & Out-of-Industry Best
Operations Practice

* We laid out a series of recommendations based on the intelligence gathered,
including changes to team structures, processes and segmented messaging

« Client is currently implementing a pilot roll out of the new approach — we are
assisting by monitoring the customer response to this

: RN 21 @ WHITE SPACE



Case studies:

This is what we found out...

Credit Control Processes

Company X: Credit Control Process

Company X follow a 4 month process using letters, text messages, | comMPANY X
outbound phone calls and an in-house ‘branded’ agency...

We mapped out the end-
to-end credit control
processes of 6 of the 8
competitors, including
what tactics and
structures are engaged
when:

“We used to send out letters to everyone who missed
payments but this was really expensive and unnecessary for
most people who either forgot to pay or have changed bank —

we therefore switched to an initial text message”

Credit Control Manager, Company X

“Once a customer misses two payments, we
start calling you — the bigger the debt the more
calls you’ll get”

Credit Control Manager, Company X

| WEEK 0 WEEKS 1 -2 WEEK 4 WEEK 5 WEEK 10 WEEK 12 WEEK 16>
Notification Account Escalation
Cua_?,tomer SMS Sent, Suspension Qutbaund Account to In-House FEEERRAL
Misses —> Phone —> . External
Pavment followed by SMS and Contact Cancellation Branded Adenc
Y Letter Letter Sent ‘Agenc‘y’ gency

Payment Plan Offered

Full Settlement
Sought

“Until a second payment is missed, we seek to
recover the full amount up front. After the second
payment is missed the debt becomes less easy to

pay off and payment plans begin to be offered”

Credit Control Manager, Company X

“After 12 weeks a debtor would be contacted by Credit
Recovery, who are actually part of us but operate under a
different name”
Credit Control Manager, Company X

Whit do you need to knew
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Case studies:

This is what we found out...

Credit Control Communications

We obtained over 50 examples of credit control letters, text messages and emails, allowing us to
map out the entire end-to-end comms. pathways of 5 of the competitors:

Initial Letter: Account Suspension Follow-Up Letter: Account Cancellation Agency Letter: Threat of Legal Action
capQuest
0 vodafone S Debt Recovery
L vodafone - B | J—
- - o
e IMonths
N 23 TR whitE Space



Case studies:

This is what we found out...

Strategy & Operations

We revealed the
strategies, drivers and
future plans of 4 of the

competitors in depth and
the other 4 at a summary
level, and also mapped
the credit control
organisational structures
of all 8:

Company Y Strategy Summary:

Company Y: Strategy Summary

CompanyY has recently increased use of on-shore credit control | company Y
teams and is currently tendering for a new external agency...

Credit Control Strategy Key Initiatives

* Key focus = opening a dialogue with
the customer

: Believe a ‘soft’ approach is the best
way to achieve this, and to protect
their brand

» Have recently launched SMS credit
control comms., through £10m deal with
Supplier X

* Tendering for a new ‘less invasive’
external agency

- Have recently increased use of UK-based

staff in credit control

- Three primary in-house
credit control teams:

“Our approach is basedon process
making it easy and
unthreatening for debtors to talk
to us and settle”

Credit Control Manager, Company Y

 Appear to be strongly
committed to current

Inbound Qutbound || Priority

ICumbernauld, | |[Cumbernauld, London, 50
100 seats 150 seats seats

- Bangalore call centre recently closed

strategy but are likely to re-evaluate it if
recession bites harder

+ Trialing predicative system which will
highlight “at-risk’ customers who are in
danger of entering arrears

S cperens W wepens

@ WHITE SPACE
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Case studies:

This is what we found out...

Out of Industry Best Practice

l.':'nmpanir.z:. Recovery Réu

We analysed the credit
control processes, Company Z have improved their recovery rate to 72%, and are COMPANY Z

aiming to increase this to 75% despite the recession...

strategies, success levels

and future plans of 4 Company Z Recovery Rate (2006 — 2009)
Ieading companies in Year Average Recovery Rate Change ;::: | _

comparable sectors: 2006 68% N/A o | /
2007 65% -, i | =
2008 67% ..m-. gﬁi | . . .
2009 72% ‘@‘ 2006 2007 2008 2009

Reasons For Improvement ‘ )
All quotes from Director of Credit Control, Company 2
“We opened a new credit control call centre in 2007

ARG Q increasing our overall operatives number by 100”

Increased Early Stage LJ) “Increasing staff numbers allowed us to begin phoning high
Intensity priority customers in the first two weeks”

Enomeital konronch Q “We used to segment purely on the basis of value of debt -

9 PP in 2008 we extended this to include ease of collection”

You may wish to consider increasing staff numbers and using this extra resource to

target high value customers who are likely to pay

\Tm B wimme seace
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Case studies:

This is what we delivered to the client’s Board, summarising a 20
slide strategy development debrief...

Short Term: 1-6 months Medium Term: 6-18 months Longer Term: 18 months+

INITIATIVE 1 INITIATIVE 3 INITIATIVE 5
R _——\ _——\

Either XXX or YYY Continuous XXX is
should t_)e cons_ldered, critical in the long-
depending on internal term to optimize the

appetite for process
Address XXX, and investment
YYY in the short term
INITIATIVE 2 INITIATIVE 4 INITIATIVE 6

A\

Messaging should
focus on XXX in the
short-term to drive
initial YYY

A

In the medium term, focus should be
placed on XXX and YYY

U~

XXX implementation in this area will take
time and resource but will yield benefits of
YYY in the medium-long term

—

Our recommendations focused on both quick wins and longer term goals
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Case studies:

This is how we did it, using entirely ‘above board’ methods...

Er—

‘Gase study 1: This is what we found out...

Crodi Coraroi Processas

B s
Company X $o3ew & & minlh proceds wkeg keliers fart misaage. rw:
inpleinml fhuwee Calls rml ma 0 Anrans W aeed | gy

Tom T

Case study 1. This is what we found out...

CroditControl Communicatians

We OIS SEd S0 ERAmpiEs S1Ereail SONTO! HREMS, MTl Messages an0 emals, Rswing is 1o

&P 24T the ENtNe Snd-i0-ENR0-COMITS. PITIWEYS of 5 of the Competnon:

ARG Lomar AZCount Br oot
O vostatens
L )

i L ¢ —
-
=
e ke LSS

[ .
h==

gy Lecer Thmataf Lagsl Acias,
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- Over 400 extremely pushy
‘mystery shop’ phone calls to
sales, customer services,
billing and credit control

* Angle: “I’'m really worried
about what happens if | fall
into debt. 1 would like to
know how you collect money
and whether this will change
in the future. Can I speak to
a manager about this...?”

* Recruitment of 50
competitor customers who
were in possession of credit
control letters, with
incentive paid to provide
them to White Space

[orep—

Case study 1: This is what we found aut...

Stratagy & Gperations o o Bisabagry B .
We nevealed the

Company ¥ hax receatly Incraned s of sn-ahon ot controd | Commerey
g i iy

B werrs seace

Fata Bty

Case study 1: This Iz what we found out...

O of industry Best Practhce

W anidyi 1ha credty
LONITE pROCEsses,
sirasegies. sussensbevaly
and future plar of §
unng;ump-m
comparabie sect

i ——

:mm.:u-aw Pecowery Tide 16 TI% and ate Iﬂmfl
atming b bptrease DN b T Oruie B revrsiam.
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+ Over 400 extremely pushy

‘mystery shop’ phone calls to

sales, customer services,
billing and credit control

* Angle: “I’m really worried
about what happens if | fall
into debt. | would like to
know how you collect money
and whether this will change
in the future. Can | speak to
a manager about this...?”

* 10 telephone interviews
with Credit Control
Directors and Senior
Managers at out of industry
companies

- Angle: “We’re working for a

major telecoms company
and are prepared to share
information on approaches
to credit control...”

All methods were entirely ‘above board’ and in principle very easy — The hard
part was working this out and having the right mindset to do it

What do you need to knaw

about your marketplace?
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