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Competitor Strategy Case Study:

Case study: A competitor insurance company launched a proposition 4
weeks ahead of our client, who was planning a similar launch...

Key Project Questions

a Competitor proposition background:

* What does the proposition look like? ° Mystery shop of competitor’s call centres
— 10 telephone interviews

White Space Approach

Competitor Research:

« Sales and marketing approach?

« Marketing messages used?

G Secondary / internet research

Consumer response to proposition:
e P prop Customer Research:

* Awareness of proposition amongst consumers?
CATI survey: 1,000 ten minute interviews
(nationally representative)

* Proposition uptake rates?

 Whatlype of consumers are buying and why? Q Depth interviews: 20 depth interviews with

consumers who had or were looking to take
up the competitor’s proposition. Our
Analysts’ ability to quickly gain a deep
understanding of the new proposition and to
engage consumers was crucial to the
project’s success
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+ Perceived strengths & weaknesses of the
proposition?

+ Most effective marketing messages & approaches?

+ How would consumers change the proposition?




Competitor Strategy Case Study:

The project produced actionable outputs allowing our client to
maximise success of their own product and launch...

Success levels of
competitor
proposition:

X% consumers aware of
proposition + interested

X% consumers aware +
uninterested

X% consumers unaware
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Client re-assessed
potential popularity
of their own
proposition and
planned
accordingly

Target customers:

Gp 1: 18 — 25 yr old
male, technology
savvy. Major driver:
tech use / “kudos”

Gp 2: 35-50 yr old
male. Major driver:
business use
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Client targeted
customer groups
more effectively —

optimised messages
and proposition
options

Strengths,
weaknesses &
recommendations
for the proposition:

Feature X seen as
major selling point

Feature Y seen as
unimportant

Price = too high
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| Overall proposition
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Client optimised
and adjusted
proposition to

maximise success

Most effective
messages &

marketing
approaches:

Most effective
messages are based
around XXX

Older customers
alienated by XXX

Association with XXX
viewed positively
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Client redefined
marketing messages,
optimising launch
impact
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