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Sample 
__________________________________________________________________________________ 
 
 

Case Name Title  Company  Geog 

1  Product Marketing   NL 

2  Performance Analyst   UK 

3  Senior Statistician   UK 

4  Marketing   UK 

5  Investment Analyst   UK 

6  Portfolio Manager   IRE 

7  Performance Analyst   UK 

8  Performance Analyst   UK 

9  Marketing & PR   UK 

10  Performance Analyst   UK 

11  Performance Analyst   UK 

12  FOF Manager   FR 

13  Marketing Manager   GER 

14  Hd. Prod. Devt.   US 

15  Research Analyst   US 

16  FOF Manager   FR 

17  Marketing manager   GER 

18  Helpdesk   SW 

19  Performance Analyst   NL 

20  Financial analyst   SW 

21  Exec Director   BEL 

22  Research Analyst   FR 

23  Marketing   US 

24  Head funds analysis   CI 

25  Performance Analyst   FR 

26  Performance Analyst   FR 

27  Performance Analyst   FR 
 
 
 
 
 



 

 
 
 

  1. Executive Summary  
______________________________________________________________ 
 
 

·   
 

·   
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Overall Conclusions 
 
1. 
2. 
3. 
4. 
5. 
6. 
 
 
 
 
Overall Recommendations 
 
1. 
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3. 
4. 
5. 
6. 
 

Clientmind Comment 
 
 
 
 
 

 



 

   2. Background 
__________________________________________________________________________________ 
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   4. Key findings overall 
__________________________________________________________________________________
_ 
 
Key Findings 1: ABC Vs Rivals at a glance 
 
Firm  Client comment  
ABC  
  
  
  
DEF  
  
  
  
  
GHI  
  
  
  
 
 
 

   Competition 
___________________________________________________________________________ 



 

   Heatmap 
___________________________________________________________________________ 
 

Critical Factors  Strength  Reason 1  Reason 2  
People     
 
Salespeople  

Good sales technique, 
knowledge and response 

Improve some client 
pitches 

Service people 
 

In line, possibly better Isolated incidents 

Entertaining 
 

Ok but no differentiator Focus one-on-one 

Loyalty 
 

In line Familiarity with system 
rather than people  is big 
factor 

Responsiveness 
 

In line Isolated incidents 

Dealflow 
 

In line Entertaining helps to hear 
about deals 

Access to seniors 
 

In line Lack of engagement or 
interest with category 

Functionality     
Functions overall 

 
Good Rivals have no advantage 

Security 
 

Best in class But it impacts ease of use 
and is seen as hygiene 
factor 

Ease of use 
 

MR has easier navigation 
 

Going between files 
difficult 

Q & A 
 

MR better Excel preferred to VDR 

.pdf files 
 

Better than MR .tif  

Reporting 
 

More granularity needed Retrospective viewing of 
activity on MR 

Uploading 
 

Too slow  

Scanning 
 

More local scanning wanted Don’t take files offsite 

    
Process & Price     
Price 

 
In line/top end Cheap clients won’t buy it 

without client persuasion 
T’s and C’s 

 
In line  

Billing 
 

Isolated incidents  

 
 



 

 

   Key findings from ABC attributes list 
___________________________________________________________________________ 

 
  
 

Top 25 positive Attributes chosen by category  

  A B C D E F G Total % 

Attribute �   �   �   �  �  �  �   �   of 43 

Product portfolio 6 7 2 6 4 2   27 63 

Clearly defined 6 7 1 3 2     19 44 

Openness 5 8 1 3 1   1 19 44 

Articulate 5 9 1 3       18 42 

Key contact 6 7 1 2 2     18 42 

Relevant   9 3 1 3 1   17 40 

Thought leadership 2 9 1 2 2 1   17 40 

Understands the market 1 8 1 3 2 1   16 37 

Likely to recommend 3 6 1 5       15 35 

Confidence in products 3 6 1 2 1 1   14 33 

Strong brand 3 6 1 3   1   14 33 

Good relationships  3 3 3 2 2 1 14 33 

Honest 3 6 1 3 1     14 33 

Impressive service 3 2 2 3 3 1   14 33 

Personal attention 3 5 2 2 1   1 14 33 

Differentiation 2 4   3 4     13 30 

Common Sense 3 3 1 1 4     12 28 

Transparent 2 5   3       10 23 

British 2 3 1 1   2   9 21 

Consistency 1 4   2 2     9 21 

Forward thinking   3 1 3 2     9 21 

Friendly 1 4 2 1 1     9 21 

Good service provision 1 6 1   1     9 21 

High principles 1 2 1 3 1   1 9 21 

Management style     2 1 3 2   8 19 



 

   Archetypes 
___________________________________________________________________________ 
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Innocent   Regular Guy   Warrior  

 

 

 

 

  
1st:               All:   1st:               All:   1st:               All:  

Caregiver   Explorer   Outlaw  

 

 

 

 

 
1st:               All:   1st:               All:   1st:               All:  

Lover   Creator   Ruler  

 

 

 

 

 
1st:               All:   1st:               All:   1st:               All:  

Magician   Sage  Jester  

 

 

 

 

 
 

1st:               All:   1st:               All:   1st:               All:  

 
Comments



 

 

   Perception of ABC’s Service 
__________________________________________________________________________________ 
 
Using our RADIANT model we can show the number of cases that fit into each 
category. Only ‘Dedicated’ or higher can be expected to show any loyalty. For ABC’s 
product, the largest group is Dedicated, accounting for 51 cases out of 132.  
 
There are 93 cases recording ‘Dedicated’ or higher, representing 70% overall. This is 
a good endorsement of product strength, and you would not normally expect 
cancellations from this group unless they are very dissatisfied with price and 
relationship aspects. 
 
10%  Referrals  will recommend others to use your service. 
 
21%  Advocates  talk positively about you to others. 
 
39%  Dedicated  users appreciate your benefits over rivals. 
 
25%  Involved  users consume your service in a neutral way. 
 
1%  Aware  know what you offer, but choose and use a rival. 
 
1%  Not Aware  have no idea who you are or what you do. 
 
3%  Tarnished  Customer has bad experience in memory 
 
 
 



 

  

   Client Perception of ABC Broker Knowledge & 
Competence (67%) 
__________________________________________________________________________________ 
 
Q25. How would you rate (1-10) the knowledge and competence of the ABC broker? 
 
 

Score  How 
many 

Cases Total s 

1 �   93% 
2 �   100% 

3 �   53% 
4 �   73% 
5 �   67% 
6 �   60% 
7 �   67% 

8 �   47% 

9 �   47% 
10 �   60% 

   67% 
 

Key   

Detractor  �  

Neutral �  

Net promoter  �  



 

   Recall 
__________________________________________________________________________________ 
 
Q4. Thinking about annuity providers, which companies come to mind. First mention 
(Unprompted) 
 

Company  No. Mentions  Cases 

ABC    

   

   

   

 
 
 
Product Recognition  
__________________________________________________________________________________ 
 
Q11. What type of annuities do ABC offer? 
 



 

   Main Findings  
__________________________________________________________________________________ 
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��Product 
__________________________________________________________________________________ 
 
ABC are missing from ABC portfolio and data from other houses are also 
missing - this draws us more towards DEF as a system. If our data are not on 
ABC, they are not getting rated. If they are not rated, they are not seen by 
clients, so they don’t get bought. It’s frustrating for our clients when they find 
out their data isn’t out there on the system. 
11. John Brown, Firm, UK 
 



 

   Clientmind 17 Factor Model of Switching Behaviour 
__________________________________________________________________________________ 
 
Let’s put this data into a predictive model for future cancellations under 
current circumstances, assuming no changes being made to the ABC 
Institutional Application. 
 
 
 

17 Factors 
Triggers 
Cancellation Factor involved  

1 Core service failed   
2 Price too high o r wrong pricing model  Price  of ABC  
3 Change in client size or needs   

4 Technology or user problems    
5 Issues with sales and service people  Slow/no response 
6 Oversold/under-delivered   

7 Consolidating suppliers   
8 Trust broken   Salesperson 
9 New buyer at client   
10 Supplier review   

11 Manpower shortage at ABC   
12 ABC lack of understanding   
13 Aggressive competitor approach  Yes  

14 ABC inflexible (billing)  Rivals superior 
15 ABC account manager joins rival   
16 Poor service recovery  Requests 

unanswered 
17 Conflict of interest  Firm under review 

 



 

 

   Random Pictures 
__________________________________________________________________________________ 
 
Participants were asked what thoughts about ABC were prompted by a set of random 
pictures. The consistent view is that ABC is a firm of individual and colourful 
personalities that work together as a team. ABC is a firm that is traditional enough to 
be chosen as a reliable partner, and yet creative, with an edgy feel. 
 

  
 
E.g. “Forward thinking, relaxed, thinking about the future, challenging themselves.”  
1.  Name   
 
 
 
 

Recommend and Re-subscribe 
__________________________________________________________________________________ 

 
All clients explicitly said they would  either recommend or re-subscribe to ABC next 
year. This question is the acid test for any supplier relationship. None stated explicitly 
they would not recommend or re-subscribe to ABC next year. 
 
Yes, we will re-subscribe. ABC has invested £3 – 4m  training us. Pulling the 
plug is a big switching cost and we don’t plan to. 
Name 
 
 



 

How do you see ABC? 
 

Innocent  Regular Guy  Warrior 

 

 

 

 

  
     

Caregiver  (12)  Explorer  (9)  Outlaw 

 

 

 

 

 

     

Lover   Creator  (43)  Ruler  

 

 

 

 

 
     

Magician   Sage (15)  Jester  (9) 

 

 

 

 

 
 

 



 

   Summary Conclusions of Findings 
__________________________________________________________________________________ 

 
This section previews later sections. It includes all the main points made by clients, 
with a number in brackets to indicate multiple references. 
 
 

   Relationships and team 
__________________________________________________________________________________ 
 
 
Senior team  
 
 

·  ABC invests in relationship culture 
 

·  Partner not supplier (5) 
 

·  Don’t know Senior Management, not engaged (4) 
 

·  Supplier not partner (3) 
 

·  G has strong management skills (2) 
 

·  H understands the business (2) 
 

·  Leadership good 
 

·  A better than B – better understanding & relationship 
 

·  B looked outside the box 
 
 
 
Account team  

 
·  Teamwork good and hardworking (4) 

 
·  Star Performer left – Pro-active replacement required (4) 

 
·  Good Account management (2) 

 
·  Customer is king 

 
·  Friendly 

 
·  Good communication in team 

 
·  New optimism required 

  
 
 



 

   Brand & Culture 
__________________________________________________________________________________ 
 
Participants were invited to tick a dozen or so attributes that really stood out to them 
as belonging to ABC, and also to tick any attributes they felt were missing and 
important to have. There is remarkable consistency between this data and the client 
stories and responses in the rest of the report. 
 
Top ABC Attributes  No. Mentions  Cases % Respondents  

 Friendly 10 
1, 2, 3, 5, 6, 7, 
8, 9, 11, 13,  77 

 Hard-working 9 
1, 2, 3, 4, 5, 6, 
7, 8, 11,  69 

 Honest 9 
1, 3, 4, 5, 6, 7, 
8, 10, 12,  69 

 Reliable 8 
1, 3, 4, 5, 6, 7, 
8, 9, 62 

 Good relationships 8 
1, 2, 4, 5, 6, 7, 
10, 12,  62 

 
 
 

   Profile of needs 
__________________________________________________________________________________ 

 

 

ABC 
�
�

Good/Watch/Action�
�

 Activities �  �  �  �� ����� �  �  ���  
  

  

  

  

  

  

  

  

  

  



 

 

   Perceived Problems & Solutions 
 
Situation 1  Situation 2  Situation 3  

No single client view    
Problems  Problems  Problems  

Can’t see client 
relationship at a glance 
when they are on the 
telephone 

  

Impact 1  Impact  1 Impact 1  

Can’t provide high level 
view of portfolio  

  

Impact 2  Impact 2  Impact 2  

Can’t manage client 
expectations around 
risk, cost and profit 

  

Impact 3  Impact 3  Impact 3  

Can’t cross-sell 
products and maximise 
opportunity 

  

Impact 4  Impact 4  Impact 4 

Client perceives you 
are not expert and in 
control 

  

Impact 5  Impact 5  Impact 5  

Client demands more 
maintenance or 
switches to another 
firm 

  

ABC Solution  ABC Solution  ABC Solution  

Provide CI database for 
better data capture, 
analysis and reporting 

  

Biggest Gain for ABC Biggest Gain for ABC Biggest Gain for ABC  

Improved client 
retention, satisfaction, 
risk management and 
profitability for client 
and firm 

  

 



 

 

   Positives and Negatives 
______________________________________________________________ 
 
9.1 Main Positives overall 
 
No rival can match ABC for coverage. Note that 7% cited Responsiveness as 
a strength. In the figure at 9.3 a further 13% cited it as a negative. This may 
demonstrate patchy account management processes, leaving too much 
jurisdiction in the hands of single individuals, who may be naturally proactive 
or not. It also shows that clients care a great deal about responsiveness. 
 
Coverage  60% 

Ease of use 7% 

Responsiveness 7% 

Search  10% 

Service 6% 

 
9.2 ‘Coverage’ as main positive mentioned by groups  
 
Note the positive ‘memory’ of the cancelled and the positive impression left 
upon trialers who did not take the service. 
 
Current 62% 

Cancelled  60% 

Lost 50% 

 
 
9.3 Main Negatives overall 
 
There are only two areas for ABC to fix – relationship aspects (3 parts) and 
pricing models coupled with flexible and helpful attitudes. 
 
No contact (Neglect) 10% 

Price or Pricing Model  44% 

Relationship Issue (Hassle) 8% 

Unresponsive  13% 

�



 

   Competitive Forces  
__________________________________________________________________________________ 
 
This is Clientmind’s model of ABC’s business, based on Michael Porter’s model of 
competitive forces. 
 

‘The strategist, wanting to position his company to  cope best with its 
industry environment or to influence that environme nt in the company’s 
favour, must learn what makes the environment tick’  

 Michael E. Porter 1979  
 
 
     
 
 
 
 
              Threat of 
                 New Entrants 
         
            
            Bargaining                         Bargaining 

            Power of               Power of                         
             Suppliers                     Buyers   
       

 
 
 
 
 

   Threat of Substitute 
   Products and Services 

 
 
 
 
 
 
 
 
 
12.1 Industry Competition: Intensity of Rivalry 
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���Appendix 3: Dashboard  
___________________________________ 
 

Client Top 3  

1. ABC 

2. ABC 

3. DEF 

 

Overall Product RADIAN Scores

Advocat e

32%

Dedicated

38%

Involved

26%

Aware

4%

Advocat e

Dedicated

Involved

Aware

 

Overall Relationship RADIAN Score

Advocate
9%

Dedicated
21%

Involved
27%

Aware
24%

Not aware
19%

Advocate

Dedicated

Involved

Aware

Not aware

 
 
 

Overall Client Score  

A. Very Satisfied 

C. Neutral 

D. Mostly Dissatisfied 

E. Very Dissatisfied 

 

Cancellation Reasons  

1. Pricing issues  

2. No relationship 

3. Inflexibility 

 
 

 
 
 

ABC 
attributes Score Importance  

Coverage Excellent  High  

Ease of use Good High 

Reliability Excellent High 

Search tools Excellent Med 

Training OK High  

Scope of 
Product Good Med 

Sales & 
Support Patchy High 

Price Poor  High  

 

 
 
Cancelled clients still loyal to product 

RADIAN Product  Relationship  

Advocate  19% 19% 

Dedicated  29% 10% 

Involved  52% 14% 

Aware   28% 

Not Aware   14% 

 
Main Positives overall 

Breadth of Coverage  60% 

Ease of Searching 7% 

Responsiveness 7% 

Search tools 10% 

Service 6% 

 
 

B. Mostly Satisfied  


