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Buying decisions or 

loyalty are based 

upon … 

One always buys for 

two reasons … 
Problem solving 

Key is … 
NOT 

What you do ! 

 

Buying decisions are always driven by both elements, rational and emotional ones;  

Marketing is the lever to emotionalize your (rational) products and services 

1 Introduction – From rational vs. emotions 

Rational 

Feeling Good  

BUT 

How the consumers  

perceive you! 

Emotional 

The higher the emotional involvement gets over the rational aspects  

the less price sensitive customers are 
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It is hard to find rational arguments why for buying a watch someone should spend more than 

e.g. 35€ for a SWATCH and even that is questionable as each mobile has it built in 

Rational Emotional 

Marketing is the not key to sell products to fulfill requirements but to address customers‟ desires, 

associations and personal lifestyle. Marketing addresses how the customer sees himself. 

approx. 35€ approx. 20.000€ 

Illustrative 

1 Introduction – From rational vs. emotions 
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Targeted marketing directly affects both revenues and profits to deliver sustainable growth 

Basic Thesis …in simple words 

 

 

 

 

Get more customers 

Get more money from each customer 

Keep your existing customers for longer 

Marketing is 

responsible  

for profit and growth 

Starting point for all marketing strategies and solutions is self assessment 

1 Introduction – Marketing is responsible for profit and growth 
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In order to build successful marketing plans and strategies 5 questions have to be addressed  

The starting point before elaborating successful marketing strategies is an over-all assessment of 

own capabilities/limitations and the given frame conditions 

The five basic questions 

1. What is your business? 

2. Who are your customers?  

3. What are your Strengths and Weaknesses? 

4. What are your Opportunities and Threats? 

5. What will you do now? 

? 

1 Introduction – The five basic questions 
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Any marketing strategy independent of its level of sophistication is useless as long as the 

organization is not able to implement it or lacks crucial reflections of the frame conditions 

1. What is your business?  

2. Who are your 

customers?  

3. What are your 

Strengths & 

Weaknesses?  

4. What are your 

Opportunities & 

Threats?  

1 Introduction – The five basic questions  

 What is your business mission?  Why does your company exist?  

 You must know why you have put up your business in the first place 

 Which segments shall you serve with which products and how are they addressable? 

 Segmentation of the target market as well as your customer base is the key 

 Identify your strengths, e.g. quality products and services, friendly customer service, 

good customer relations, competitive pricing, good location.  

 Know your weaknesses, e.g. lack of funds, limited marketing knowhow, poor promotion, 

etc. 

 What are favorable factors outside of your business that can help you achieve your 

objectives, like increasing demand, availability of funds for expansion, etc. 

 What are unfavorable factors outside your business that can hinder you from achieving 

your objectives, like intense competition, sluggish demand, economic downtown, etc. 

 How shall you start designing your marketing strategies/actions? 

 Crucial marketing planning taking the frame conditions and its implementability into 

account will enable you to grow your business and maximize profit. 

5. What will you do now?  
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Marketing has to be seen as an integrative ongoing process effecting all areas and 

departments of a company 

Integrated  

Marketing 

Planning 

Portfolio of Target Segments 

Acquisition 

Probability 

2. Value Based 

Segmentation & Targeting  

Mapping of Base & Markets  

Heterogeneity across segments  

Value calculation & drivers  

4. Offer & Service Innovation 

What services & offers can we innovate  

What is the next „big‟ thing for target 

customers  

How can we position ourselves to capture 

most value out of these innovations  

Cost to  

Manage 

Churn 

propensities 

6. Operational & 

Organizational Requirement 

  Operational requirements 

• Which touch points need to involve 

• What processes need to change 

Human Capital 

• Do we have required resources 

• What type of skill sets we need 

IT & Infrastructure Support 

• Which systems need to be integrated 

• What are incremental IT & systems requirements 

3. Segment Prioritization & 

Analysis 

• Which services 

at what prices 

• Trade-off 

priorities 

• Experience 

issues   

1. Market Opportunity 

Assessment 

• New Players –  

• Partnerships 

• New services 

• Economic 

drivers 

Customer Needs  
Competitive 

Landscape 

4. Value Proposition 

Development 

Bundling & Service Innovations 

Pricing of Services 

Message 

Distribution  

Features & Functionality 

1 Introduction – Integrated Marketing Planning 

Illustrative 
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Our findings in the triad consumer 

market confirm our hypothesis 

 Markets are polarizing – with the 

growth driver being the low end of 

the market 

 Growth in top-end of the market is 

slow, but steady – this is even higher 

in categories not covered in the 

typical household panel 

(“Haushaltspanel ConsumerScan”) 

 The polarization trend in consumer 

markets has decreased. In 2010 the 

mid-segment has regained share 

indicating a possible end-point for 

this category (statistically not 

significant yet) 

The mid segment in triad markets is decreasing, driven by the growth of the bottom and top 

ends of the market – In 10 years Germany‟s consumer basket mid segment decreased by 16% 

Source: GfK 30.000er Haushaltspanel ConsumerScan, Basis: 100 Warengruppen, Arthur D. Little analysis  

Market polarization– example: consumer basket Germany Observations 

32% 

14% 

53% 

33% 

14% 

52% 

34% 

64% 

24% 

12% 

60% 

28% 

12% 

58% 

31% 

2002 2003 2004 2005 2006 2007 2008 2009 

15% 

50% 

35% 

15% 

49% 

37% 

14% 

50% 

36% 

12% 

56% 
65% 

23% 

12% 

Low 

Top 12% 

66% 

22% 

Middle 

1999 2000 2001 

12% 

2 Market polarization – Introduction 

Market polarization is taking place – the question remains: How does polarization take place?  
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Paper goods 
L - Shape 

Animal needs 

V - Shape 

Sanitary fixtures 
Reverse L - Shape 

Three shapes of polarization can be identified in the market, but the diminishing middle 

segment can be perceived in each of them 

13%

2006 

63% 

25% 

2010 

66% 

9% 

26% 

69%
49%

2004 

16% 

15% 

2010 

18% 

33% 

29% 19%

37% 

2006 

29% 

42% 

2010 

44% 

Germany 

Source: GfK, Arthur D. Little analysis 

-32% 

Low segment Middle segment Top segment 

-29% 
-35% 

2 Market polarization – Types of polarization 

… shift of market share from 

mid to bottom segment 

… Polarization at premium and 

low ends of market 

… shift towards the premium 

end of market 

 High price consciousness as products show 

only limited differentiation  

 Brand importance is very low  

 A small part of the consumer has higher 

demands which are fulfilled by experienced 

producers providing value add compared to 

low segment 

 Mid segment loses “right of existence” as 

consumer are not willing to pay extra for 

brand 

 Consumer demand is the main driver behind 

V-shaped polarization 

 consumers are willing to pay extra for 

perceived added benefit 

 consumers seeing category as a 

commodity  

not being willing to pay for latest product 

innovation 

 Consumers are putting a strong focus on 

reverse L-shaped categories – thereby 3 

demand patterns can be identified 

 quality of very high importance (e.g. baby 

care, touristic) 

 brand of very high importance 

 having the latest products is very 

important  
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Industry maturity, rate of innovation, branding and low cost trade up are the four key 

determinants influencing polarization in a market 

Maturity of the 

industry 

Rate of 

innovation 

Importance of 

the brand 

The maturity level of an industry positively affects polarization: the higher the maturity, the higher the 

probability of polarization, c.p. 

 Upon higher maturity levels of an industry/category, there is a shift from performance to price-value 

 Once highly differentiated products transform into commodities 

 Mass products are more likely to be copied by competitors  

The rate of innovation adversely affects polarization: the higher the rate of innovation, the lower the 

probability of polarization, c.p. 

 Ongoing innovation requires significant investment and diminishes cost advantages from low cost 

competitors 

 Categories driven by repetitive introduction of new products are less likely to polarize 

Importance of branding adversely affects polarization: the higher the importance of the brand, the 

lower the probability of polarization, c.p. 

 Industries/categories in which the brand is a significant part of the offering are less likely to polarize 

 Unlike the actual products, brands cannot be easily replicated 

 If the brand image contributes to the offering, these categories are less likely to polarize 

Source: Arthur D. Little analysis 

Trading up of 

low cost 

competitors 

Trading up of low cost competitors adversely affects polarization: the higher the degree of discount 

maturity, the lower the probability of polarization, c.p. 

 Industries of a lower degree of discount maturity are more likely to polarize 

 In industries of a higher degree of maturity a higher rate of innovation is likely 

 A high degree of discount maturity implies high importance of branding and lower probability of polarization 

2 Market polarization – Drivers of polarization 
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Five critical key factors determine the success of an organization‟s dealing with polarization in 

their markets 

Critical success factors 

Anticipate 

industry future 

Leverage 

customer insights 

Modularize  

your offering 

 Develop polarization futures for your industry leveraging insights from comparable industries  

 Anticipate future moves of competitors with wargaming exercises 

 Move from market & sell to sense & respond to anticipate changing customer and consumer needs  

 Understand willingness to pay and optimize your pricing & margin management 

 Modularity of offerings as platform strategies enables for flexible and variable product positioning 

without significant changes in the value chain 

Flexible  

business set-up 

 Spin-off separate entities to develop business model in low cost vs. premium segments  

 Value differentiation in asset intensive industries has to be in later value-chain segments 

Drive  

innovation  

 Move your strategic focus from renovation to innovation 

 Link strategy, technology and innovation to avoid me-too copy-cats 

2 Market polarization – Critical success factors 
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1 Introduction 

2 Some Thoughts about Market polarization  

3 Some Thoughts on how to increase profit and growth 

4 Appendix 
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Marketing has not solely to be seen as the element for growth but further more by applying 

appropriate cost control as generator for real value/profit creation 

The 3 levers for profit and growth Corresponding questions 

3  how to increase profit and growth – 4 Questions 

 

 

 

 

Get more customers 

Get more money from each customer 

Keep your existing customers for longer 

Essential: Marketing strategies and actions that deliver superior sales growth but fail to contribute to 

profits will eventually bankrupt a company 

How do I protect my customer base? 

How can I sell with better value? 

How can I increase my revenues? 

How can I allocate my resources  

to create more value? 

3 

2 

1 

4 
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In order to unlock further value from your customers and to improve their commercial 

effectiveness segmenting your current and your targeted customer base is the starting point 

Top management issues on “Value Growth” 

How do I protect my customer base? 

How can I sell with better value? 

How can I increase my revenues? 

How can I allocate my costs  

to create more value? 

3 

2 

1 

4 

 Redesign offer/product portfolio based on customer value segments 

 Design new pricing scheme based on ARPU and usage elasticities 

 Design, test and roll-out ARPU stimulation campaigns 

 Identify customer segments for Cross-&Up-Selling 

 Assess and improve promotional effectiveness 

 Develop and implement a Segmentation scheme based on customer value  

 Reallocate customer care resources to value segments 

Typical questions Arthur D. Little solutions & approaches 

 Identify impact of channels on acquisition, value increase and churn 

 Redesign distribution footprint and formats 

 Redesign commissioning schemes with channels 

 Reorganize and reallocate salesforce  

 Identify, measure and address root causes of churn by value segment 

 Design and pilot test retention campaigns 

 Optimize communication channels  

3  how to increase profit and growth – 4 Questions 
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In order not to risk revenue stagnation after reaching maturity any company has to optimize 

its current and identify new Key Success factors  

Value Creation Enhancement over Time Potential Actions 

Partnerships or Co-Branded Value propositions can be a very successful leaver in increasing the 

attractiveness of your offerings and enabling new revenue streams 

VALUE 

Time 

Improve your capabilities, optimize 

your current value propositions and 

identify cross- and up-selling 

opportunities through segmentation 

Identify new opportunities to  

diversify your business: 
 

Introduction of new product lines 

Identify alternative sales-approaches & channels 

Enter new Markets  

 Engage in Partnerships 

A 

A 
B 

B 

3  how to increase profit and growth – Value Creation Enhancement over Time 
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A grouping of the identified customer segments into “needs-based clusters” can help to 

reduce complexity and be the basis for synergy gains  

Needs-Based Clusters  Rationale for Clustering 

 Reduction of complexity of segment-based 

marketing  

 Clustering according similar needs and buying 

behaviors  

 Saves internal resources for segment 

management  

 Reduces complexity of product portfolio needed 

 Basis for targeted market and customer approach  

 Can be evolved over time towards a full-fledge 

segment-specific approach 

Illustrative 

High Low 

Efficiency  

Needs 

Quality 

Sensitivity 

Kids 

 Youth 

Females 

Adults 

Young Adults 

 Professionals 

Corporate 

Cluster 2: 

Efficiency 

Seeker 

Cluster 1: 

Entertainment 

Inspired 

Cluster 3: 

Corporate 

Acting according to a sophisticated segmentation approach towards your current as well as your 

potential customers will reduce your acquisition efforts and increase convenience  

3  how to increase profit and growth – Segmentation Approach 
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Following a segmentation approach will not only increase profitability by reducing Subscriber 

Acquisition Cost (SAC) but further more Customer Satisfaction   

Reduced Acquisition Cost Dual Impact on Pay-back 

Illustrative 

Basis Result

€/sub 

Acquisition 

costs 

Incentives 

Advertising 

Pay-back 

time span 

SAC impact 

Reducing SACs via more targeted approaching will directly hit the bottom line of any business while 

extending customer lifetime or increasing the likeliness for repurchases   

Time 

3  how to increase profit and growth – Reducing SACs 
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A harmonized two-step approach of Portfolio Analysis and Portfolio Optimization enables 

companies the strengthen their positioning and focus on real value creation 

Portfolio Analysis Portfolio Optimization Remarks 

 In-depth analysis of the current 

portfolio and clustering of all products 

is mandatory for identification of the 

optimization potential 

 Quantitative and qualitative criteria 

should be used as assessment criteria 

and key performance indicators (KPIs) 

low high 
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Before After 
Legend: Number of different products (each colour 

represents one cluster) 

Results 

 Development of competitive 

advantage 

 Reduced time-to-market 

 Improvement in process cost 

efficiency 

Portfolio Optimization is one of the Marketing disciplines which can help to directly reduce costs 

3  how to increase profit and growth – Portfolio Optimization 
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Trends and brand values can be used to derive “Growth Platforms” 

Growth Platforms 

Simplification, 

packaging and bundling 

of complex matters 

Interactive networking 

and community  

management 

Mass customization, 

personalization and 

individualization of 

offerings 

Convenience services 

and life assistance 

Brand 

Trends 

Brand values 

Top ranked business 

opportunities and 

clusters 

+ 

Source: Arthur D. Little 

3  how to increase profit and growth – Co-Operation/Co-Branding 



22 

  

When you talk about a successful brand … one can‟t miss the “big success story” 

Case Study 

Source: Company pages, Arthur D. Little 

3  how to increase profit and growth – Branding: Virgin 
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A1 Telekom Austria aimed to approach new customer segments and increase their value 

creation – ADL  developed a cooperation model between them and Red Bull – Red Bull Mobile  

Red Bull and A1 Telekom Austria Case Study 

3  how to increase profit and growth – Co-Operation/Co-Branding 
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Services based on 3rd party communities with strong consumer brands like Red Bull, offer a 

differentiation potential through exciting content and brand experience 

Red Bull Mobile is an attractive value proposition allowing operators to dilute their dependency  
on lead brands and to offer exciting content of sports events worldwide 

24 

REAL VIRTUAL 

Community 

and user 

generated 

content 

Exclusive  Red 

Bull content 

Download 

area and free 

browsing 

News, 

weather, 

sports,… 

• State of the art social 

network with many functions 

incl. friending, user ratings, 

comments 

• User generated content 

(uploaded via handset 

cameras) 

• News, weather, sports and 

other information are 

included from local 

providers 

• The operator can integrate 

value-added services like 

games, ringtones, music, 

pictures etc. and generate 

additional revenues 

• Exclusive Red Bull content:  

− Red Bull TV, videos, 

interviews, photos, Red 

Bull news, events etc. 

3  how to increase profit and growth – Co-Operation/Co-Branding 

Case Study 



25 

  

Case Study 

3  how to increase profit and growth – Co-Operation/Co-Branding 
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  Thank you very much! 
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1 Introduction 

2 Some Thoughts about Market polarization  

3 Some Thoughts on how to increase profit and growth 

4 Appendix 
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   Arthur D. Little  – Company profile 

We are recognized as innovators who keep deadlines and deliver on commitments 

 Founded in 1886 as the world‟s first management consulting firm 

 Today a premier global management consulting firm with 31 offices 

worldwide 

 Core pillars are innovation, strategy and technology consulting 

 Serving 75% of FTSE and Fortune 100 companies 

 A member of the Altran Technologies group 

 NASA and Arthur D. Little 

– Arthur D. Little was hired to assist in the 

planning and execution of the Apollo 11 

mission  

– The result: NASA kept their deadline of 

putting a man on the moon before the 

end of the decade 

The original: Arthur D. Little is the world‟s first management consulting firm 

http://en.wikipedia.org/wiki/Image:NASA-Apollo8-Dec24-Earthrise.jpg
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The innovator: Arthur D. Little has an outstanding history in innovation 

  

1900 1920 1930 1940 1950 1960 1965 1970 1975 1980 1985 1990 1995 2000 2005 2010 

2007-2008 

Arthur D. Little 

helps develop and 

roll out hybrid 

digital TV systems 

in several 

countries 

1997-1999 

Arthur D. Little 

helps develop 

Shell‟s 

sustainable 

development 

strategy 

1980s 

Arthur D. Little 

produces the EU’s 

first whitepaper  

on telecom 

deregulation 

1968 

Arthur D. Little 

designs the 

NASDAQ stock 

exchange systems 

for London and 

Tokyo 

1966 

Arthur D. Little 

helps set up 

OPEC 

2008 

Arthur D. Little 

helps one of the 

world’s largest 

carmakers adapt 

a strategy of 

reduced CO2 

emissions 

1976 

Arthur D. Little 

helps design and 

launch the world‟s 

first fiber optic, 

interactive cable 

television system 

in Japan 

1951 

Arthur D. Little's 

projects with 

Johnson & 

Johnson and GE 

lead to the 

development of 

modern logistics 

management 

1911 

Arthur D. Little 

organizes General 

Motor’s first R&D 

lab 

1968-1969 

Arthur D. Little 

designs and 

develops five 

key experiments 

for the Apollo 

lunar landing 

1997-2001 

Arthur D. Little 

manages the 

demilitarization of 

the U.S. Army’s 

chemical weapons 

program 

1931  

Arthur D. Little’ 

contributes heavily 

to the develop-

ment of fiber-

glass 

1893 

Arthur D. Little 

releases “The 

“Chemistry of 

Paper Making” – 

the paper 

industry‟s 

standard 

reference 

Highlights 

 Arthur D. Little  – Company profile 
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A global player: We have the global reach and local market experience to ensure our clients 

achieve their objectives 

Also at our disposal are Altran’s considerable resources – more than 18,000 consultants 

worldwide (www.altran.com) 

 Brussels 

 Cambridge 

 Dusseldorf 

 Gothenburg 

 Lisbon 

 London 

 Madrid 

 Milan 

 Munich 

 Paris 

 Prague 

 Rome 

 Rotterdam 

 Stockholm 

 Vienna 

Europe 

Middle East 
South America 

Asia/ Pacific 

North America 

 Boston 

 Houston 

 São Paulo 

 Rio de Janeiro 

 Dubai 

 Wiesbaden 

 Zurich 

 Bangalore 

 Beijing 

 New Delhi 

 Hong Kong 

 Kuala Lumpur 

 Seoul 

 Shanghai 

 Singapore 

 Tokyo 

Europe 

Offices worldwide:   31 

Consultants: 800 

Employees: 1,000 

 

 

 

 

 

 

www.adl.com 

Arthur D. Little‟s global presence 

 Arthur D. Little  – Company profile 
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Cross-sector expertise: We combine in-depth industry knowledge on the multiple Service 

industry with cross-functional expertise to deliver exceptional value for our clients 

Linking strategy, innovation and technology  

Industry 

Industry  

 “hot topics” 

& 

 knowledge 

leadership 

Functional features, methodologies and best practices 
Leading 

solutions 

Functions 

Innovation = creating value from ideas 

1) TIME = Telecommunications, Information, Media & Electronics 

Information 

Management 

Operations 

Management 

Strategy & 

Organization 

Sustainability  

& Risk 

Technology & 

Innovation Mgmt. 

Automotive 

 

Chemicals & 

Healthcare 

 

Energy &  

Utilities 

 

Engineering & 

Manufacturing 

 

TIME1) 

 

 

Travel &  

Transportation 

 

Financial 

 Services 

 

Public  

Services 

 Arthur D. Little  – Company profile 
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The Arthur D. Little difference: Our mindset and collaborative approach differentiates us from 

the competition – just ask our clients ... 

Source: Arthur D. Little client interviews 

What makes Arthur D. Little different? The way we work 

 Our Side-by-Side© approach 

– Guarantees the best possible collaboration  

with our clients 

– Ensures know-how transfer, feasibility and 

sustainability 

 

Client 

Arthur D. Little 

Successful & controlled transfer 

of know-how & responsibility 

 Thinking “Outside-the-Box” 

– “Arthur D. Little is genuinely committed to finding the best solution”   

– “Curiosity and creativity are typical Arthur D. Little characteristics” 

 Delivering beyond expectations 

– “Arthur D. Little delivers on what they promise”  

– “In terms of cost-effective insights, Arthur D. Little is light years ahead” 

 Making things happen – focused on the bottom line 

– “These guys roll up their sleeves in an unassuming, down-to-earth and 

pragmatic way, working side-by-side with our management team” 

 Dedicated people – easy & effective to work with 

– “The folks from Arthur D. Little are able to work at all levels of our 

organization, from the executive suite to the shop floor level”  

– “Arthur D. Little not only works for its clients – it works with them”  

 Strong combination of industry & consulting experts  

– “The team is comprised of highly skilled senior industry experts with 

deep management experience. They know my business very well!” 

Project progress 

 Arthur D. Little  – Company profile 
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A selection of recent book releases 

Since 2000 today 

Leading the debate: Arthur D. Little regularly publishes decisive management theories that 

facilitate critical dialogue, particularly regarding strategy and innovation 

“Innovation 

Management” 

“Steadiness  

by change” 

“Managing  

Know Who  

Based 

Companies” 
“Purchasing 

& Logistics” 

“E-Business” 

“The End of 

Change” 

“Business 

Innovation” 

“Strategic 

Partnerships” 

“Knowledge 

Management” 

“Management 

of the early 

innovation 

stages” 

“Managing 

Strategic 

Investments” 

“Game Theory and  

Negotiation Strategy” 

“Innovation 

culture & idea 

management” 

“Managing 

premium 

quality” 

“Handbook of 

the mid-sized 

consulting” 

“The Leadership 

Genius of  

Alfred P. Sloan” 

“Hand 

Media” 

“Why should anyone be led by you?  

What it takes to be an authentic leader” 

“Digital Visions” 

“Managing Technology 

for Corporate Success” 

“Managing  

successful  

Products” 

“Innovate 

your 

company” 

 Arthur D. Little  – Company profile 

http://www.amazon.de/Innovation-Premium-Generation-Performance-Profitability/dp/0738201103/
http://www.amazon.de/Einkauf-Produktion-Logistik-Arthur-Little/dp/340911582X/
http://www.amazon.de/Innovation-Quantensprung-Innovati%C3%B6nchen-zielgerichteten-Gesch%C3%A4fterneuerung/dp/3927282944/
http://www.amazon.de/Strategische-Investments-Stefan-Odenthal/dp/340912313X/
http://www.amazon.de/Spieltheoretische-Verhandlungs-Auktionsstrategien-Internetauktionen-Investmentbanking/dp/3791026860/
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Working with the best: Our clients set the standard 

A sampling of key clients 

Automotive 

 

 

Chemicals &  

Healthcare 

 

Energy &  

Utilities 

Engineering & 

Manufacturing 

Financial 

 Services 
TIME1) 

 

Travel &  

Transportation 

Public  

Services 

1) TIME = Telecommunications, Information, Media & Electronics 

 Arthur D. Little  – Company profile 

http://www.vodafone.de/homepage.html
http://www.osram-os.com/index.php?lan=eng
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Arthur D.Little has an illustrative track record and experience in Value Growth projects 

Who? What? 

Integrated CRM strategy to increase sales 

effectiveness, customer loyalty and value 

Increased promotional effectiveness of pay-

per-view campaigns 

New strategy for the B2B market including : 

target segments, product portfolio, technical 

infrastructure, sales & distribution, partnering 

New pricing strategy for industrial mail 

business line 

New marketing strategy: Brand refreshing, 
Review of offer portfolio, rationalization of 
prices & new segment penetration, new 
services & selective price rising 

New client acquisition and increase in share 

of wallet from corporate banking clients 

Who? What? 

Rationalization of ticket innovation based on 

pricing modelling including client elasticity's 

Redesign of pricing architecture, 
Identification and marketing & financial 
evaluation of several pricing architectures  
and implementation plan 

Product & pricing strategy, Re-segmented 
market and identified valuable product 
attributes, optimized price structure led to 
25% revenue improvement vs. base case 

Redefined mobile marketing strategy, 
Data-mined data on ARPU, usage and churn, 
Redesigned pricing for prepaid and post-paid 
products 

Business turn-around: Product strategy & 
development, Branding & Distribution, 
Customer acquisition, Balanced Scorecard 
implementation, Organization re-structuring  

… … 

 Arthur D. Little  – Company profile 

Source: Arthur D. Little analysis; Arthur D. Little project database 
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Arthur D. Little‟s expertise in approaches and methodologies needed to turn polarization 

threat into a business opportunity can be seen in our track record of successful case studies 

Critical success 

factors 

Understanding of 

polarization path 

Customer insights 

Modularity of 

offering 

Flexibility of 

operation set-up 

Renovation/ 

innovation 

Case studies 

 For a leading French mobile operator 
 assessment of the opportunity of launching a 

low-cost offer in order to profitably target under-
equipped market segments 

 A leading European retailer asked for the 
identification of attractive markets for an 
internationalization strategy of a premium mineral 
water  

 Worldwide leading manufacturer and supplier of 
industrial X-ray inspection systems  

 Reduction of product cost (COGS) by about 20% 
across total product portfolio  

 New growth sectors for a technical building 
equipment manufacturer  

 Recommendation of stepping into energy 
contracting (ESCO) business 

 A process for product development/ product 

management was elaborated for one of the 

largest German grid distribution companies  

 Identification of under equipped market 
segments as well as definition of what is 
important and not in a mobile offer and design of 
new offers with 2 types of optimization 

 We conducted a concept test within 8 markets 
and a KPI review regarding size of relevant 
target segments, growth potential and 
competition 

 Modularity and standardization of product 
portfolio incl. software  

 Organizational redesign according to new 
process 

 Holistic market and competitor analysis  
 Strategic options analysis & evaluation: 

derivation and description of 2 most favourable 
business models/ future moves  

Approach/ methodology 

 Among other things a workshop was held about 
product development and through side-by-side a 
conception was generated that is accepted by 
the organization 

Source: Arthur D. Little analysis; Arthur D. Little project database 
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Arthur D. Little is the oldest management consulting 

firm in the world and assists clients with complex 

assignments in a wide range of industries 

 

Arthur D. Little, founded in 1886, is a global leader 

in management consultancy, linking strategy, 

innovation and technology with deep industry 

knowledge. We offer our clients sustainable 

solutions to their most complex business problems.  

 

Arthur D. Little has a collaborative client 

engagement style, exceptional people and a firm-

wide commitment to quality and integrity.  

 

Visit us at 

www.adlittle.com  

50 


