
INDEX

Note: Page numbers in italic type refer to fi gures.

authorisation
fi nal 106
of need 105

awareness, types of 188
awareness/knowledge comparison 82

back-of-mind issues 43–8, 112, 212
identifi cation of 48
intangible 48
tapping into 198

Baileys Irish Cream Liqueur 244
balance tippers 41–2, 124, 125
banks

adverse reporting of 275–6
knowledge of 193
loyalty to 65–7
view of innovation in 199–200

Beagle Research Group 145
behaviour

in-store 218
observation of 217–18
transactional 218
when website visiting 218

benchmarking, against competition 85–9

Aberdeen Group 145
accounts, high profi le 22
action plans 271
actions, impact of 271
advertising 190–1, 195

failure of 196
advocacy 37, 68
Africa 167
age, changes in population profi le 

234–5
airlines, environmental premiums of 

176–7
Alaska, Prince William Sound 170
Allianz 42, 47, 161
Americans 12–13
Anderson, Chris 11
Apple 244
architects 160
Argentineans 12–13
Arup 124
aspirational values 201–2
attitudes, specifi c 196–9, 197
attributes tree 54–5, 55
audit, product/service 82–3

CO
PYRIG

HTED
 M

ATERIA
L

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



I N D E X300

benefi ts, staff 124, 125
Bhopal disaster 170
bias

in market research 252–3
in weighting 115

blockages, identifying and acting on 
279–84

BMW 208, 246
Boeing, World Design Team 217
brainstorming 240–1, 276, 278
brand equity 90–1, 162

and knowledge 204–7, 205
branding 61–99, 165–6

Dow Corning and Xiameter 17, 165
emotional 68

brands
attachment to 37
awareness of 189
ensuring favourable perceptions of 

194
halo effect of 2, 49, 247
healthy 193
image of 193–4
knowledge of 190–1, 193–4
premium 51
strengthening of 193–204
strong 247–8

BRANDZ™ 92
Brazil 215, 235–7
BRIC economies

economic power of 235–6
emergence of middle classes in 237

British Airways 201
negative reporting of 164–5

browser war 244
Brunner Mond 236
budgets, commitment to 242
built to last 231–2, 234
business, what makes for value in 50–6, 

245
business losers 41, 202
business performance

enhancement of 162–5
impact of segmentation on 9
and market drivers 33–59

business strategy, successful segmentation 
in 16–19

business winners 41, 272
identifying the 39–42

buyers
economic 105
technical 105
user 105

buying infl uences 104–5

‘C’-suite 107, 114
call centres 133

calibre of 66
personalised service from 34–5

carbon footprints 176–7
case studies

banking image 139
call centres 34–5, 66–7
chemical company HSE service 72–4, 

137–8, 211
customer care 45–6, 135–6, 138
Dow Corning Corporation 16–17, 

24, 86
food supplements 12–13
lubricants business positioning 83–4
oil company delivery times 136–7
petrochemicals market dashboard 

271–3, 272
on segmentation 12–13, 16–19

champion, appointment of 278
Chan Kim, W. 228, 238, 243
checklists, self-assessment see self-

assessment checklists
China 204, 232, 235–7
coaches 105
commitment 37, 68
communication 163, 185–226

about agreed actions 278
audience width for 210
and core values 201–4
corporate 187–207
and emotion 198
inconsistency and hypocrisy in 209
of innovation 198–9
interdepartmental 210

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



I N D E X 301

poor 144, 276–7, 279
product/service 207–12
targets of 185–7
two-way process of 213–19
types of 186–7

competition 77–85, 243–5
360 degree view of 83–5, 84
benchmarking against 85–9
comparison with 248

competitor intelligence 81–3, 214, 269
competitors, low-cost 140
complaints, as opportunities 45, 171
concept testing 246–7
consideration set 190
constraints, external 245
construction industry 102
Consumer Satisfaction Index 123
consumers

differences in grading by 94–6
environmental responsibility of 230
feedback from 214–17

contacts, lack of authority in 142–3
conversion

rate of 274
steps of 273–4

core values 201–4
integration of 202

corporate brand, strengthening of 
193–204

corporate culture 110–12
corporate entity, perception of 162
corporate image 132, 138–9
corporate marketing 163
Corus 236
costs

control of 267
of various actions 38–9

creditors 162
customer focus 195
Customer Relationship Management 

(CRM) 24–6, 116, 145
customer-facing staff 80, 82
customers

attitudes of 4, 159–60, 245–9
thoughts on investigating 250–8

attraction of new 61–99
behaviour of 159–60
business-to-business 139
catering for 12–13
communication with 185
company view of 114
comparison of competitors by 78–81
complaints by 45
cost of serving 20–2
decision-making unit of 102
dialogue with 269
dissatisfaction 138
emotions of 198
end 159, 162
expectations of 85–7, 87, 279
factors unimportant to 85
functions of 104
growing business with 23
identifying issues important to 39
impact of infl uencers on 156, 

159–60
infl uencers as 156, 160–2
internal 122
key drivers of value 55–6, 55
levels of seniority of 104
loyalty of 23, 35–8, 61–99
misunderstanding or ignorance of 

130
monitoring performance among 270
multiple infl uences on attitudes 1–2
need for personal service 133
need to feel cared for 45–6
opinions of 75–7, 162–3
personalised service to 65–6
prestige 22
primary 157
profi t potential of 20–3
profi table 15
relationships with 50
responses to leading questions 253, 

256
retention of 38, 63–4
roles of 104–9
satisfaction 2, 4, 8, 61–99, 122, 132, 

136–8

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



I N D E X302

decline in 266
improvement in 267, 279–80

size/overall value of 20
targeting the 21, 26
understanding decision making by 

40, 103

damage limitation 157, 169–71
database

detailed profi ling of 117
enhanced 144
updating of 116–17

decision making 3–4
appropriate approaches to 112–16
complexity of process 107
dynamics of 101–20
and expenditure 109
illustrated by holiday choice 108–9
infl uencers’ impact on 156
major 157, 165–9
stages of the process 105–7, 106, 

108
stakeholder 33
understanding customer drivers of 

40, 246
decision-making unit (DMU) 102–3, 

116, 198
profi ling of 116–17

delivery performance 137
demographics 14–15, 24
desires, within DMUs 109–10
Direct Line 133
directors 107
disasters, reputation damage from 170, 

206
Discriminant Modelling 25–6
Dorset Cereals 193
Dow Chemical Company 64, 71
Dow Corning 17
Dow Corning Corporation 52–3, 86, 

165
segmentation dilemma in 16–17
two brands of 17, 86

drivers
back-of-mind 43–8
critical 36

front-of-mind 43–8
real stakeholder 33–59

Dunkin’ Donuts 176
DuPont 257

e-business 17
EasyJet 177
economic buyers 105
economic climate, uncertain 233–4
electronic waste, recycling of 232
emotion, and communication 198
emotional connection 68
emotional intelligence, corporate 112, 

125
emotional intelligence quotient 102
energy management 18
energy supplies, concerns about 

232–3
engineering consultants 160
enquiry, quality/size of 274
environment

competitive 243–5
concerns about the 229–32
issues concerning 18, 47–8, 157, 166, 

174–5, 192
psycho-cultural 110–12

ergonomics 218
ethics 202–3
ethnography 218
Europe, nationality effect on rating 

scales 95
expectations

realistic 86, 87
target 86–7, 87

expenditure, and decision making 109
experience 239–40

evaluation of 258–9
Exxon 170
Exxon Valdez oil spill 170

Facebook 215
fair trade 167–8, 176, 191
feedback

from consumers, stakeholders and 
infl uencers 214–17

from staff 213–14

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



I N D E X 303

and internet 215–17
and media 214–15
methods of obtaining 213–19, 213

fi nancial advisors 160–1
fi nancial analysts 156–7
Financial Services Authority (FSA), UK 

166
fi rmographics 14–15, 24
First Direct 89, 133, 135–6
fl exible working 126
FMCG (fast-moving consumer goods) 

companies 89
Food and Drug Administration (FDA), 

USA 166, 168
Ford 236
Fortune 500 companies 143
Fortune Magazine 124
free range/battery issue 172, 176, 

216
front-of-mind issues 43–8

identifi cation of 48
tangible 48

functions, of customers/stakeholders 
104

Gale, Bradley 51
gap analysis 135
Gartner 24
Genentech 124
General Chemical Industrial Products 

236
generic themes 196–9, 197
Germany 166
givens 41
global positioning system (GPS) 227
Google 124
grading bias 94–6
growth, 9 point plan for 1–5, 246
guarantees 231–2

Habbo 215
hard issues 14–15, 24–5
Harris Interactive 94
Health Valley 193
Heathrow Airport 164–6, 172, 201
Heiman, Stephen E. 104, 107

Hewlett-Packard 126
holistic view, importance of 2, 5
households

DMUs of 102, 104
selling to 112–13

HSE (health, safety and environment) 
72–4, 137–8, 211

human resources (HR) 129
humility 196, 198

ideas
box 240
generation of 240–1, 244

Ikea 46, 212
image

caring and socially responsible 
176

enhancement of 163, 167–9
implementation 240
improvements, wasted 137
India 215, 232, 235–7
individuals

making connections with 
segmentation 24–7

prioritisation of 19–24
targeting of 19–27

infl uence, nature of the 104
infl uencers 101–2, 163–5

attitudes of 249–50
communication with 186
as customers 156, 160–2
end customers as 162
external 102, 155–84
feedback from 214–17
hybrid 156
identifi cation of 155–8, 177
management of 178
pure 156–7
roles of 158, 178
stakeholder 156–7

infl uences
buying 104–5, 108
interlocking 3–5

information, biased 83
information gathering, need for rewards 

for 82

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



I N D E X304

initiatives
demonstrating concern by 174–5
‘do good’ 167–8
taking of 165–9

innovation
in banks 199–200
communication of 198–200, 212
as meaningless jargon 200

input–impact analysis 71–4, 73, 277
insurance, medical 254–5
insurance brokers 156, 161
intangibles 90, 212

the role of 48–50
interests, within DMUs 109–10
intermediaries, role of 160–1
internal measures, and customer views 

75
international companies 194
internet 235, 252, 257

and feedback 215–17
as selling medium 10–11

Internet Explorer 244
investment 157, 166–7
investors, opinions of 162
iPod 244
issues

back-of-mind 43–8, 48, 112, 198, 212
front-of-mind 43–8, 48
soft 11, 14–15, 24–5, 134–5

Italians 94–6
Italy 234

Jaguar 236
jamborees, negative effect of 126
Japan 204
John Lewis 45, 123, 144
Jones Lang LaSalle 125

key performance indicators (KPIs) 78
KitshoffGleaves 20
knowledge 239–40

about organisation 190–2
and brand equity 204–7, 205

Kordupleski, Ray 51, 55
Korea 204
KPMG Consulting 20

Land Rover 236
lastminute.com 177
leadership 241–2
Lego, co-creation model of 217
Lencioni, P.M. 201–2
Lexus 46
little extra somethings 124
loyalty 198

blind 68
of customers 23, 35–8, 61–99
incentivised 67
key reasons for importance of 62–3
links with business performance 64
price 67
and purchase behaviour 69–70, 69, 

71
loyalty index 67
loyalty programme 67

macro trends 268–9
underlying 229–37, 229

management
hotline to 144
information provision by 144–5
lack of agreement in team 143

Management Today 92
managers 107

failure to listen by 144
Manchester Business School 121, 140
manufacturers, environmental 

irresponsibility of 230
Maritz Poll 125–6
market 35, 132, 139–40

attitudes of 245–9
awareness of organisations 188–90
breaking up into groups 12
business-to-business 22, 63, 108, 110, 

113, 198, 219
capitalising on opportunities 227–8
comparison of competitors by 79
consumer 108, 133, 198, 219
dissatisfaction 5
drivers of 4–5, 33–9
entering a new 167
expectations of 52–3, 53
fulfi lling needs in 227

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



I N D E X 305

hard characteristics of 14–15
international comparisons in 94–6
knowledge about organisations 

190–2
loyalty 61
the mind of the 33–59
monitoring position in 268–9
monitoring trends in 269
needs of 242–3
9 point plan for profi table 

sustainability and growth of 
1–5, 246, 287–91, 290, 291

opportunities 242–3
over-50s 235
perceptions and expectations of 53–4
position in 51–2, 52, 54
segmentation of 3–4, 7–32
short-term appeasement of 175
soft issues of 11, 14–15
target 4, 51, 188–92
trends in 140

market analysis, and performance 70
market dashboards 271–3, 272
market image 139
market profi le, comparisons of 79
market research 25, 214

conventional 252–8
independent 252

market standing, measure of 79
market surveys 80
marketing

monitoring of 269, 273–6
weak 93, 207

marketing strategy, successful 
segmentation in 16–19

marketplace
achieving an understanding of 1
are staff in touch with? 129–40
image within 162
internal 123
international comparisons in 94–6
monitoring position in 268–73, 270
perceptions and expectations of 53–4

Marks & Spencer 92, 176, 203–4, 
237

Mauborgne, Renée 228, 238, 243

measures, linkage between internal and 
external 75–7

media 139, 156–7, 164, 168, 174, 250
and feedback 214–15
press attitudes 159
press reporting 164, 170, 276
viewing/listening habits 218

META Group 24
Microsoft 244
Migrol 176
Migros 176
milestones 278
Miller, Robert B. 104, 107
Millward Brown 92
Mind Lab Group 126
MINDSTORMS 217
Mintel 136
modelling 25
monitoring

acting on results of 276–9, 277
external discussions in 278–9
identifying and acting on blockages 

279–84
marketing/sales effectiveness 269
of performance 265–86

among customers 270
morale 110–11, 123, 128, 131
motivation

emotional 112
of stakeholders and infl uencers 

155–84
multinational companies 236, 257, 271

rebranding in 165–6
MySpace 215

Nano car 237
nappies 232
Narbada Dam, India 166, 172
need

authorisation of 105
specifi cation of 105

needs
emotional 114
within DMUs 109–10

Netherlands 236
Netscape 244

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



I N D E X306

networking sites 235
new markets 167
new positioning 165–6
New Product Launch: 10 Proven Strategies 

239
New Strategic Selling, The 104
niche operation 93, 207
9 point plan 287–91

key action areas in 290, 291
for sustainability and growth 1–5, 246

noise factors 38
Nordic countries 236
Nordstrom 128
Northern Rock 172
Norwegians 94–6

observation, of behaviour 217–18
obsolescence, planned 230–1, 234
oil 232–3
opinions

changes in climate of 174
misalignment within organisations 

142–5
options

fi ltering out of 106
investigation of 106

organic foods 191
organisations

alignment of processes and opinions 
in 140–5

business-to-business 47, 103, 107–8, 
114, 139, 239–40

company view of 114
constant scrutiny of 267–8
experience 239–40

evaluation of own 258–9
generic themes of 196–9, 197
how regarded in marketplace 1–2, 8
image/standing of 132, 138–9
information about 188–92
knowledge 239–40
making connection with segmentation 

24–7
misalignment of opinions in 142–5
misalignment of processes in 140–2, 

210

mission statements 195, 198, 208
prioritisation of 19–24
prospect responses to 187
specifi c attitudes of 196–9, 197
target awareness of 188–90
target knowledge of 190–2
targeting of 19–27

orkut 215

packaging 191
Pareto 80/20 rule 19–20, 116
payment methods 218
peer groups 159
perception gap 136–7
performance 44, 90

absolute 80–1, 81
benchmarking of 77
customer/business disconnect 280–3, 

280
enhancement of 162–5
fi nancial 267
and market analysis 70
monitoring of 265–86, 280

acting on results 276–9, 277
among customers 270

predictors of 265–6
profi tability as poor measure of 

282–3
relative 80–1, 81
relative perception of 78

performance/equity gap 89–93, 91, 
273

personal service 133
PEST (political, economic, social & 

technological issues) 132
Philips Design 217
planning, long-term 173
poorer returners 40, 272
population, changes in age profi le of 

234–5
Prahalad, C.K. 216
praise cravers 126
pressure groups 156–7, 164, 174, 250
price 44–5

as front-of-mind issue 43
pricing, of new products 245, 247, 249

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



I N D E X 307

prioritisation 8
of individuals and organisations 

19–24
processes 140–5

internal misalignments of 140–2, 
141, 210

ongoing monitoring 265–86
Procter & Gamble 208–9
procurement 107
product improvements 38
product/service audit 82–3
products

adaptations and enhancements to 238
assessment of new 249
business-to-business 192
communication about 207–12
failure to meet specifi cation 141
investigating likelihood of success 

250–8
market research on 252–8
new 4–5, 238

determinants of success in 238
impetus for development 227–9

niche 10–11
pricing of 245, 247
searching for winning new 

propositions 227–64
professional services 273
profi tability, as poor performance 

measure 282–3
progression, and recruitment 127–8
promotion activity 165
prospects 156, 159

attitudes of 245–9
thoughts on investigating 250–8

communication with 186
comparison of competitors by 78–9
decision-making unit of 102
dialogue with 269
emotions of 198
opinions of 162
responses to organisation name by 

187
Prudential plc

customer relations by 138
ethics in 200–1

psycho-cultural environment 110–12
publicity, effect of 162
purchase behaviour, and loyalty 69–70, 

69, 71

quality/cost matrix 50
quick wins 72

Raghavan, Ram 121
reassurance 112
recruitment

and progression 127–8
and retention 127

recycling, of electronic waste 232
regulatory authorities 166
relationship trap 22
relationships, importance of 25, 65
Reliance Industries 237
Renault 216
renewal, constant 227–64
resources

fi nancial 240
reallocation of 88
scarce 232–3
waste of 85–9

responsibility, allocation of 277–8
retention 198

and recruitment 127
reviews, online 216, 252
role playing, stereotypical 110, 115
roles

of customers/stakeholders 104–9
of stakeholders and infl uencers 

155–84
Russia 235–7

Saga 235
sales

emotional responses to 113
monitoring of effectiveness 269, 

273–6
targeting of 25–6

salespeople, support of 145
satisfaction levels, comparison of 79
Schneider, Joan 239, 242
Sears Roebuck 122

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



I N D E X308

Second Life 217
Securitas, European Group Council of 

167
segmentation 7–32

and branding 17
and CRM 25–7
defi nitions of 11–12
fundamental reasons for 8
making connection with individuals 

24–7
making connection with organisations 

24–7
and market identifi cation 17–18
multidimensional 14–15
and new product/service development 

249
relevance of 13–14
as starting point for business strategy 

16–19
selection 106
self-assessment checklists 27–30

branding 97–9
communication 219–26
customer satisfaction 97–9
decision-making dynamics 118–20
external stakeholders and infl uencers 

178–84
loyalty 97–9
mind of the market 57–9
monitoring performance 284–6
new products/services 259–64
scoring of 287–91, 288, 290
segmentation 30–2
staff motivation 146–9
staff perceptions 149–53

seniority, levels of 104
services

adaptations and enhancements to 238
assessment of new 249
communication about 207–12
failure to meet specifi cation 141
improvements to 76–7, 238
investigating likelihood of success 

250–8
market research on 252–8
mediocre 131

new 4–5, 238
determinants of success in 238
impetus for development 227–9

niche 10–11
personalised 65–6
pricing of 245
searching for winning new 

propositions 227–64
share of spend 64, 282
shareholders 175–6
shares 162
shortlisting 106
Skoda 204
social networking sites 215, 235, 252
soda ash 236
soft issues 11, 14–15, 24–5, 134–5
Sony 244
South America 167
Southwest Airlines 144, 243
Spain 234
specifi cations, setting of 106
sponsorship 168–9
staff 121–53

assessing perceptions of 135
beliefs 131
benefi ts 124, 125
communication with 186, 289
customer-facing 80, 82, 133–4, 

143–5
feedback from 213–14
ideas from 240
ignoring of information and support 

by 145
market-facing 130
misalignment of views between levels 

142, 210
misperceptions of 4
motivation 121–8
perception gap 136–7
perceptions 129–45, 135
progression 127–8
surveys 127
in touch with marketplace? 129–40
training 269
turnover 122

Stagnito Communications Inc. 239

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



I N D E X 309

stakeholders 23, 101–2, 157
attitudes of 249–50
balance sheet summarised 287–91
catering for 12–13
communication with 186
dialogue with 269
emotions of 198
external 102, 155–84
feedback from 214–17
identifi cation of 155–8, 177
internal 102, 123
key drivers of value 55–6, 55
making your case to 173
managing (confl icting) demands of 

171–8, 173
opinions of 162–3, 174
prioritisation of 173
roles of 104–9, 158, 174, 178
understanding the real drivers 33–59
variation in 10

standing with customers
comparison of 79
enhancement of 157, 162–5

Starbucks 46–7, 208, 212
Stiftung Warentest, Germany 166
stock market rating 164
stress 127
Stroud, Dick 235
Stuart, Greg 195–6
subcontractors 160
success

critical factors for 237–9
acting on 251

determinants of 238
drive for 241–2
external factors in 242–50
internal factors in 239–42
investigating likelihood of 250–8
monitoring rate changes in 275
tracing through marketing/sales 

process 273–4
Sunday Times, 100 Best Companies to 

Work For 124
supermarkets 159
suppliers

choice of 132–6

management of 163
obsession with youth market 234–5

surveys, staff 127
sustainability, 9 point plan for 1–5, 246
Sweden 167
SWOT (strengths, weaknesses, 

opportunities, threats) 132
analysis 85

table stake issues 41
Talengene 121
tangibles 48–50, 90, 134
targeting

of customers 21, 26
of individuals 19–27
of organisations 19–27
of sales 25–6

targets
awareness of organisation 188–90
knowledge of organisation 190–2

Tata 236–7
technical buyers 105
technology, up-to-date 127
Tetley 236
Tide washing powder 208–9
timelines 278
total quality management (TQM) 137, 

211
Towers Perrin 122
trade-off scenarios 253–6, 254

advantages of 255
output of 256

trades union 156
trust 68

Union Carbide 170
United Kingdom (UK) 166
United States (USA) 166

Supreme Court of 170
user buyers 105
users 107
utilities 133

value
aspirational 201–2
in business 50–6, 245

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



I N D E X310

core 201–4
key customer drivers of 55–6, 55

value innovation 228, 243
value tree 54–5, 55
Verdict 123

Waitrose 123
Wal-Mart 163
Walkman 244
waste, avoidance of 8
Web 2 networking 215

website, visiting behaviour 218
weighting, bias in 115
William Schiemann & Associates 

143
workshops 276, 278

Xiameter 17, 86, 165

Yocum, Jeanne 239

Index compiled by Lewis Derrick

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om


