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Agenda

» About Distinct

» Customer/Client Focus 

» From B2B to B2C to B2B

» Building a Client Strategy from your Company Goals.

» Existing sources of Client Insight in professional services.

» Gathering more insight, not just more data

» Harnessing tacit knowledge

» Building an operational plan driven by your client strategy.



o Distinct is a results-focused Management Consultancy and Services Provider, with offices in Ireland
and the UK. Since our establishment in 2005 we have grown to a team of over 50 experts with a
track record of delivering results through practical solutions that leverage the power of information,
people and processes to help our clients outperform their competition.

Leading Industry 

Personnel

Leading Consultancy

Personnel

o We are set apart by our industry-specific insight with deep subject matter expertise underpinning
our business intelligence and analytical services to the Insurance, Banking, Government and
Telecoms industries.

o We focus on helping clients get the most from their data - generating and applying intelligence and
insight to minimise risk, increase effectiveness and maximise customer potential
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About Distinct



Clients are the Basis of Growth.....

» /ƭƛŜƴǘǎ ŀǊŜ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ Ƴƻǎǘ ǾŀƭǳŀōƭŜ ŀǎǎŜǘǎΦ

» As the opportunity to win new business declines, existing clients are the key to 
survival and the cornerstone of all future potential growth.

» Client Intelligence is the basis of maximising the potential from your clients.

» There are a myriad of sources of information about clients that should be 
ΨǿƻǊƪŜŘΩ ǘƻ ōǳƛƭŘ ȅƻǳǊ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ǿƘƻ ǘƘŜȅ ŀǊŜ ŀƴŘ ǿƘŀǘ ǘƘŜȅ ƴŜŜŘΦ



Customer Focus ςFrom B2B to B2C to B2B again 

B2B

» Developing 
relationships with 
clients.

» Treating clients as 
individuals.

» Tailoring services 
ǘƻ ƳŜŜǘ ŎƭƛŜƴǘΩǎ 
needs.

» Client knowledge 
as currency

B2C

» CRM

» Customer Intimacy

» Customer 
Segmentation

» Analytics/Data 
Mining

» One to one 
marketing

» Customer Insights

Recognition of the importance of customer relationships

New techniques to build on the fundamentals of B2B



Building a Client Strategy 
from your Company Goals

Company Strategy

» Client acquisition

» Service Expansion

» Geographic Expansion

» Client Retention
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Client Intelligence 
Plan

» What is the current 
and future value of 
our Clients?

» What segments 
exist ?

» What do they 
want/need?

» Where is the value 
potential?

» Who should we 
target for 
marketing & sales?

» Who should we 
proactively retain?

MAXIMISED 
CLIENT 
VALUE

Client Strategy

»What client 
segments should 
we target.

»What is the 
commercial 
imperative for each 
segment/client.

»What are the 
propositions for 
each 
segment/client.

»What is the 
operational plan



Insight 

Generation

Secondary research data & 
syndicated studies:
o CSO
o List Brokers
o Industry Reports.
o Annual Reports

Internal Data:
o Key contacts
o Decision makers
o Tenders submitted
o Business won 
o Size of business

Client interaction:
o Internal network connections.
o Previous contacts
o Personalities/ Idiosyncrasies
o Culture
o Real decision makers and 

influencers

Primary research data:
o Quantitative research 
o Qualitative research 
o Depth Interviews
o QA sessions

External Data Internal Data
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Sources of Client Intelligence
To generate true Client intelligence it is important to combine all sources of client 
information.  



More Insight, Not Just More Data

Define the 
Business 

Challenge

Identify Killer 
Questions

Source 
Data/Talk to 
Colleagues

Identify Gaps 
in 

Knowledge

Build 
Intelligence 

plan

Workshop 
outputs with 

colleague

» Next level down from high level business strategy, e.g. increase 
revenue from  Irish non-Life Insurance with GWP <ϵ500m by 20% in 
2010.

» What do you need to know to address the business challenge, e.g. 
current revenue sources, opportunity, market forces, etc.

» Source information from all the various sources of client intelligence

» Build a matrix of killer questions and sources and perform a gap 
analysis.

» Plan to fill gaps ςstructure analysis of company data, secondary 
research, primary research, networking, etc.

» Review all data in the context of the killer questions ςIdentify 
themes, behaviours, trends.  Creative thinking techniques.



Harnessing Tacit Knowledge

eth·nog·ra·phy όţǘƘ-ƴǂƎϥǊЈ-ŦŢύ

Descriptive study of a particular human society. Contemporary ethnography is based 
almost entirely on fieldwork. The ethnographer lives among the people who are the subject 
of study for a year or more, learning the local language and participating in everyday life 
while striving to maintain a degree of objective detachment. He or she usually cultivates 
close relationships with "informants" who can provide specific information on aspects of 
cultural life.



Building an Operational Plan from Client Strategy 

» ¢ƘŜ ƪŜȅ ǉǳŜǎǘƛƻƴ ǘƻ ŀǎƪ ƻŦ ŜǾŜǊȅ ǇƛŜŎŜ ƻŦ ŎƭƛŜƴǘ ƛƴǘŜƭƭƛƎŜƴŎŜ  ƛǎ Ψ{ƻ ²ƘŀǘΚΩ 

» It is important to build your action plan from the intelligence.  This can start with 
intelligence driven proposition development and end with your operational plan as to how 
the proposition will be presented to the client(s).  This plan will define: 

Å Who you are targeting

Å Why they would be interested in the proposition and the insight behind it

Å What you are targeting them with

Å When you will target them

» The results and outcomes of the operational plan feed into future client intelligence 
activities.



Building a Client Strategy 
from your Company Goals

Company Strategy

» Client acquisition

» Service Expansion

» Geographic Expansion

» Client Retention
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Client Intelligence 
Plan

» What is the current 
and future value of 
our Clients?

» What segments 
exist ?

» What do they 
want/need?

» Where is the value 
potential?

» Who should we 
target for 
marketing & sales?

» Who should we 
proactively retain?

MAXIMISED 
CLIENT 
VALUE

Client Strategy

»What client 
segments should 
we target.

»What is the 
commercial 
imperative for each 
segment/client.

»What are the 
propositions for 
each 
segment/client.

»What is the 
operational plan .



¢Ƙŀƴƪ ¸ƻǳΧΦΦ
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