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Case Study: Proposition Development in Retail

Analysis & Final 

Workshop

Internal Analysis 

& Planning

Phase 2 

Research
Review Meeting

• Internal interviews to 

complete client ‘As Is’

analysis

• Analysis of existing 

customer data 

(>30,000 records)

• Competitor analysis, 

focusing on competitor 

propositions and 

customer engagement 

strategy

• Kick off workshop to 

understand client 

market and project 

background

• Discussed existing 

business unit strategy 

and levels of success 

to date

• Created hypotheses

• Held review meeting in 

order to review 

findings to date

• Supported by a 

PowerPoint 

presentation

• Reviewed hypotheses 

and adjust in light of 

new information

• Planned phase 2 

research

• Quantitative customer 

research focusing on 

perception of client 

and purchasing / 

requirements (300 

telephone interviews)

• Qualitative customer 

research focusing on 

purchasing behaviour, 

decision making 

processes and 

industry-specific 

requirements

• Analysed all 

information collected

• Analyse customer 

demand against 

competitor positioning 

on key areas of 

proposition

• Presented findings in 

final workshop, using 

PowerPoint 

presentation

• Created action plan

Phase 1 

Research

• Understanding of 

current positioning, 

approach and internal 

capabilities

• Clustered competitor 

landscape model

• Ensured we made 

most effective use of 

resource throughout 

the project and we 

asked the right 

questions

• Feedback of initial 

findings

• Allowed resource to be 

refocused effectively

• Supported internal 

buy-in

• Understanding of what 

customers really want 

and how this will 

change in the future

• Discussion of action 

plans using full picture 

of customer demand 

and competitor 

positioning
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•Our client was already established as a major UK and European technology retailer

•They had recently launched a new B2B business unit and wished to develop their sales and marketing 

strategy in line with market demand

We developed a new business unit proposition for a FTSE 

250 technology retailer-
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Competitor analysis included developing a series of market 

landscape models, including this map for mobile data-

Local Mobile Resellers offer a range 

of mobile data products, generally 

targeting smaller SMEs within a 

narrow geographical area

Major Mobile Resellers core business 

is cross-network mobile telephony, 

although they do not always offer a 

choice of networks for mobile data

Network Operators 

are the most 

significant cluster.  

They sell a 

comprehensive 

and well supported 

mobile data 

product range 

nationwide

Several of major 

fixed line telephony 

providers offer 

mobile data, 

generally focusing 

on BlackBerry

Large VARs are IT 

generalists, positioning 

mobile data as an IT product 

and part of a company’s 

overall e-mail solution

A small group of small-mid sized 

fixed line telephony specialists also 

offer mobile data solutions, 

although they generally have limited 

ability to provide technical support

Small VARs are local IT 

generalists, who take a local 

approach to market based 

around a particular city, 

county or region

Mobile 

Telephony 

Providers

IT 

Providers

Key:

Fixed Line 

Telephony 

Providers

* Value Added Resellers

A small group of companies 

specialise in providing mobile 

data solutions, including 

BlackBerry, datacards and PDAs

Footprint
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Major Mobile 

Resellers
Small Mobile 

Resellers

National 

Telcos

Regional 

Telcos
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Network 

Operators

Mobile Data 

Specialists
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Our analysis focused on five areas of the client’s proposition and 

included direct recommendations around each-

Proposition

Pricing

Branding

Customer 

Service

Initiatives & 

Campaigns

Targeting & 

Segmentation

Price leadership was shown to be 

inappropriate, although customer analysis 

demonstrated that they needed to be in touch 

with major competitors

Companies with <50 employees were shown 

to fit best with client’s positioning and 

internal market capabilities. Target industries 

identified as professional services, estate 

agents, printing and building / maintenance

Technical support was shown to be 

customers’ second most important 

requirement – we recommended heavy 

investment in this area to allow it to become a 

central feature of market positioning

Our analysis showed that low initial 

CapEx was as important to customers 

as low total cost of ownership

Undeveloped nature of growth areas of the 

market supported an outbound telesales-led 

approach to market.  Our analysis also indicated 

that product demonstrations and financing deals 

should be considered by the client

Our analysis identified two 

competitors who were 

particularly strong in this 

area – in contrast to other 

providers, they focused on 

ensuring that customer 

support was as easy to 

access as possible
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