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B2B International Ltd
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Tel: +44 (0)161 440 6000   www.b2binternational.com
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B2B International Ltd.

• B2B International is a specialist business to business market research 
agency

• Our specialisation is born out of 30 years experience in business to 
business market research 

• Our revenue grew from nothing to £1.2m in the first 3 years trading.  
We are now eight years old and have a turnover of £1.8 million.

• In most cases, our research is used to guide strategic decisions. From 
our experience, we can offer help and guidance in taking projects from 
initial concept through to implementation

• We know that the key to good research is meeting the objectives and 
preparing clear and unambiguous results that lead to a course of action.  
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Our Business To Business Expertise

1. We only carry out business to business research
2. We have a deep understanding of the needs of the business community
3. We recognize the difficulties of getting hold of the right person (the 

decision maker)
4. We understand how to obtain the right answers to the important 

questions 
5. We know how to interpret findings from business respondents 
6. Most of our research leads to strategic decisions 
7. We have published books, articles and white papers on business to 

business research
8. We are the leading business to business researchers
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Our Worldwide Experience

• Government bodies

• IT and software
• Legal 

• Logistics
• Manufacturing

• Pharmaceutical
• Pulp, Paper & Print

• Telecommunications 

• Aerospace

• Automotive
• Chemicals

• Construction 
• Education

• Engineering
• Financial services

• Food 
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Our Services

Customer 
Satisfaction

Employee 
Satisfaction

Market 
Assessment

Corporate 
Positioning/ 
Branding

Market 
Segmentation

New Product 
Development

Pr icing
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Methods We Use

TELEPHONE INTERVIEWING
FACE-TO-FACE INTERVIEWING

POSTAL SURVEYS
E-SURVEYS

FOCUS GROUPS
E-FOCUS GROUPS
DESK RESEARCH

MYSTERY SHOPPING
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A Selection Of Our Clients
...Over The Last 2 Years

• Aearo/Peltor
• Alstom Traction
• Apiezon
• Brunswick
• Citrix
• Dow Corning
• Electrocomponents
• ENCAMS
• Grampian Country Foods
• Heath & Safety Executive
• International Paper
• Kraton Polymers
• Manchester Metropolitan Uni
• McKinsey
• npower
• Orange
• Pilkingtons
• RMC
• Shell Global Solutions
• Spirax Sarco
• Tyco
• Univation
• Wanadoo

• Ahlstrom
• Allied Signal
• AAH Pharmaceutical
• Corus
• DaimlerChrysler
• Dow Chemical
• ERF
• Enterprise Ireland
• Grohe
• Heller Financial
• Infineum
• Kingston Communications
• Mazars
• Met Office
• Norsk Hydro
• OTTO
• RWE Thames Water
• Shell Chemicals
• Shell Europe Oil
• Serono
• Tarmac
• University of Wales
• Wacker

• Air Products
• Anglo Industrial
• BICC
• Cogen
• Diversey Lever
• DTI
• ExxonMobil
• Grundfos
• Hyundai
• Intel
• Johnson Wax
• Land Registry
• Milliken
• Mitel
• OAG
• Petro-Canada
• Rockfon
• Shell Bitumen
• Shell Gas Direct
• Sheffield Hallam University
• Tilcon
• Vodafone
• Your Communications
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Testimonials

“ B2B Int'l did a perfect job with this assignment. This was a huge undertaking, both in the scale of the research (where our 
customers are based), and with the coordination of three different / unique businesses. My sincere thanks to you for 
your professionalism, your patience, and for your tremendously valued consultation. The results of this research are 

exactly what our Senior Vice President requested” – International Paper

“ We initially chose B2B International because of their professionalism, understanding of our survey needs and ability to 
communicate the results in a format that could be used to make business decisions. B2B International have been 
outstanding in all areas and have been a pleasure to work with over the past months. Their interpretation of the 

survey results and strategic recommendations have resulted in improvements throughout the business.  Thank you for 
professionally managing the survey process and making it stress free” – British Sugar

“ B2B International carry out great work. They are quick to grasp the different challenges we face as a business in our 
markets. They are very responsive, professional and have an international capability. They always deliver quality 

data with added value insights that we appreciate very much” – Shell

“ We value their ability to be flexible, and get on with the job. They execute on time, to budget, and present 
professionally. We have implemented many new communication, learning and relationship building tools as a result 

of your work with us. A satisfied customer.” - Air  Products

“ I am always very impressed with the quality and depth of the information delivered. My experience with B2B on the 
numerous projects carried out has always been very positive and I expect the relationship to continue to grow in the 

future. Thanks again for the good work. ” - Met Office
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Our Key Personnel
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Paul Hague
Director

• Paul, a graduate of Durham University, is a career market researcher 
and as such brings over 30 years of experience to the company

• Paul has designed and managed thousands of research projects in all 
countries of the world and thus there are few markets and few 
geographies he has not covered

• He is a strategic marketing consultant to some of the largest US and 
UK industrial companies advising on research and market intelligence 

• Paul has a large number of publications ranging from white papers to 
standard text books  

• The 10 books, he is an author of, include best selling market research 
book called Market Research (3rd edition) published by Kogan Page. 
His books have been translated into Chinese, Indonesian, Portuguese, 
Italian, Bulgarian and Polish

• Paul is a visiting fellow of Manchester Metropolitan University and 
guest lecturer at Manchester Business School and other universities
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Carol-Ann Morgan
Director

• Carol-Ann joined B2B International in 1999 from Salford University where she held an 
academic position as a lecturer in public health and research methodology, and social 
researcher. During this time she spent 3 years in the public health research institute at the 
University studying for a PhD and undertaking government funded contract research 

• Carol-Ann brings extensive experience in the management of both qualitative and 
quantitative research projects in the public and private sector and is in charge of research 
techniques at B2B International  

• Her experience covers most industrial markets and recent projects include: Shell Oil 
Products (market assessment, customer satisfaction, new products, internet offerings), Shell 
Gas LPG (global customer satisfaction, market segmentation, needs assessment), BOC 
(customer satisfaction, market segmentation and new product research), Air Products (new 
products, customer satisfaction and market assessment), npower (business needs, 
segmentation), Mitel Networks (new concept development), Citrix (advertising and 
promotions), Sheffield Hallam University and the University of Huddersfield (employee 
and student satisfaction) and Grampian Foods (employee satisfaction)
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Nick Hague
Director

• Nick is a founder member of B2B International
• He is a geologist and scientist by training, turned market researcher
• Nick has extensive experience in the design and execution of market 

research projects across a wide variety of industries and has taken the 
role of International Research Director and has managed research
projects that have spanned over 30 countries including UK, France, 
Germany, Italy, Iberia, Benelux, Scandinavia, Poland, Czech Republic, 
Hungary, Russia, Ukraine, Turkey, Egypt, Saudi Arabia, South Africa, 
Vietnam, Singapore, China, Japan, USA, Canada and Brazil 

• Recent clients include: Gillette, (European market assessment, upsell
opportunities), British Sugar (customer & potential customer studies), 
International Paper (market assessment, market segmentation), 
Vodafone (market assessment), Air Products (segmentation & ad 
testing), BAA (customer satisfaction), npower (customer satisfaction) 
and Brunswick Corp (commercial due diligence)
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Matthew Harrison
Director

• B2B International is the second major research agency Matthew has 
worked for, following his move from Research Associates in 2001 

• Matthew has great experience in designing and managing business to 
business research projects and also in ‘high-level’ depth interviewing 
with respondents such as industry experts, large users of products and 
competitors

• Matthew obtained a degree in International Management with French 
from the University of Bath and has conducted research in the UK and 
abroad

• Recent clients include: Alstom Transport (product testing and market 
sizing), Air Products (international market assessment and customer 
satisfaction), Orange (market assessment), UKTI (new market 
opportunities) and Shell Gas Direct (segmentation)
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Bhavika Hira and Denis McCarthy
Fieldwork Managers

BhavikaHira
• Bhavika joined the company at its inception, 

commencing as a telephone interviewer.
• She has experience of all types of 

interviewing across a whole range of 
different industries and respondents

• She moved on to supervise interviewing 
staff and now jointly runs our business 
interviewing unit 

Denis McCarthy
• Denis joined B2B International a year 

ago following experience in a large 
market research agency where he was 
responsible for quality systems and 
training

• He works closely with Bhavika to 
ensure our systems and interviews are 
carried out to the BS7911 Market 
Research Standard 

• At our state-of-the-art telephone interviewing unit in Bramhall, the fieldwork team is 
responsible for delivering high quality fieldwork on time and  to budget

• They are responsible for training our permanent interviewing staff, recruitment and training 
of mother tongue interviewing staff plus quality control

• They also manage our UK countrywide field force of medical interviewers
• As part of our quality control procedures the managers ensure that a number of interviews 

are digitally recorded and it can be arranged for our Clients to listen in to a number of 
interviews should they wish to do so. 
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Our Services
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Types of Market Research We 
Undertake

• Market assessment (size and structure)
• Competitor analysis
• Needs assessment 
• Customer satisfaction and loyalty programmes
• Market segmentation studies
• Employee satisfaction programmes
• Concept and product testing
• Advertising testing and media research
• Brand perceptions and positioning
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The Work We Do

Customer loyalty/satisfactionCustomer loyalty/satisfaction
• Use and attitude surveys
• What drives the buyer surveys
• Segmentation surveys

Market assessmentMarket assessment
• Situation analysis (size of 

market, shares, growth etc)
• Locating potential customers
• Forecasting

4Ps improvements4Ps improvements
• Product testing
• Price testing
• Promotion testing
• Place (distribution) testing

Competitor analysisCompetitor analysis
• Profiling
• Benchmarking
• Acquisition
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Other Associated Areas of Work

• Marketing training courses
• Research training courses
• Implementation and action planning workshops post 

research
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Market Assessment

Market structure
Market size

New Markets
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Market Assessment

Market Assessment involves looking at…
• The size of the market for the company’s products:

– Product grouping

– Customer groupings

– Geography

• Trends in the market size over the past five years
• Trends predicted over the next five years
• Identification of competitors and their position in the market
• Identification of channels of distribution and supply
• Pricing strategy
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Market Sizing

• NOTIONAL MARKET SIZE: the potential market for a 
product or service to be introduced      needs based research

• REAL MARKET SIZE: actual market size      this needs the 
views of users and suppliers

SUPPLIERS

Information about 
what they are 

actually selling, the 
direction of the 
trend and the 
market shares

USERS

Information about 
what they are 

buying, how much 
they are spending 

and how often
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New Markets Present 
Opportunities & Challenge

Oppor tunities
• Growth
• Diversification
• Profits

Challenges
• How big is the market?
• How fierce is the competition?
• Which segments should I concentrate on?
• What prices can I obtain?
• What sales can I expect over what period?
• How can I turn on the tap?
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Market Research & New Territories

N
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Market development

Market sizing

Diversification

Acquisition research

Concept testing

Market sizing
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Existing Products New Products

Market penetration Product development
Customer
satisfaction
research

Concept testing

Image & 
positioning
Segmentation

Segmentation

New 
territory 
research

New 
territory 
research

New 
territory 
research
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Questions That Need To Be Asked

Competitor  Analysis
Internet

Published research reports
Competitor reports

News articles
Competitor interviews

Needs of the 
marketplace

Interviews with current and 
potential customers

What is going on?
Interviews with industry experts, 
trade associations, government 

and regulatory bodies

Forecasting articles
Internet
Libraries
Journals

Official statisticsWhat is 
going on?

Who is in the 
market?

Who is the 
Customer?
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Key Questions

• The buying/specifying decision
• Products/services purchased
• Suppliers used at the present
• Strengths and weaknesses of incumbent suppliers
• Building awareness
• Trialing a new supplier
• Building business
• Segmenting target customers

20-25 minute
interview
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Examples Of Our Work

• Market size for roofing tiles in Asia
• Notional market size for Energy management services offered by an 

energy provider
• Size of the mechanical freezing market in the UK
• Notional market for Integrated Communications Platforms in SME’s
• Market size for bitumastic adhesives and sealants in Italy
• Market size in UK for terrazzo tiling 
• Size of potential market for cargo travel information provided over the 

Internet and likely subscription price
• Market size for Internet CVP in Oil products industry 
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Maintaining and Building Customers

Customer satisfaction
Performance benchmarking

Customer relationship management
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Two Points We Cannot Deny

Winning 
customers is 

expensive - and it 
isn’ t easy

Keeping 
customers is 
essential and 

often neglected

70% of lost customers hit the road not because of price or quality issues but 
because they didn’ t like the human side of doing business with their supplier 

of the product or service
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Winning Customers

What causes buyers and specifiers to choose a supplier in the 
first place?

• Their need
• The offer (product, price, delivery, distribution - all the 

4Ps)
• What they know and think about the supplier
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Three Factors That Drive 
Predisposition to Choose a Supplier

Their  Need
Are they looking?
Are you pushing?

The Offer
What do they say they want?

How do they act?

Their  Perception
What do they know and 
think of the supplier?



31

Keeping Customers

Impor tant questions:
• Are our customers satisfied?
• Are they delighted?
• Where else could they go?
• How do we measure up to the competition?
• Are we investing in areas which increase the overall 

satisfaction of our customers?

Customer retention ar ises from satisfied customers who
have an extra reason for  buying from you rather  than 

the competition
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Where Are Your Customers?

Poor             Fair                 Good      
Excellent Satisfaction Score

100

80

60

40

20

10
Zone of defection

Zone of indifference

Zone of loyalty

50-60% of your customers should be giving you scores of 9 or 10 on issues of importance

Loyalty
(Retention)

Source: JL Heskett, The Service Profit Chain; The Free Press; New York 1997
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Influences on Customer Satisfaction

PRODUCT

PROMOTIONS

PLACE PRICE

ADDED VALUE
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MEASURE
& IMPROVE

REDEFINE THE
“ VALUE 

PROPOSITION”

IDENTIFY THE
CAUSE

IDENTIFY STRENTHS
& WEAKNESSES

Customer 
Loyalty

CREATE AN
ACTION PLAN

The Model For Improving Customer 
Loyalty
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What Do We Need to Measure?

Hard factors Soft factors Loyalty

Measure:

•attitude to price, 
product, delivery  
(factors that make 
people buy)

•comparisons with 
other suppliers

Measure:

•importance of people 
factors

•predisposition to 
brands

•brand values

•comparisons with other 
suppliers

Measure &  
Compute:

•where effort will 
yield results

•future market shares

•premium prices

Awareness

Measure:

•unprompted/prompted 
awareness

•experience

•likelihood of buying 
brands

+ + =



36

The Maintain & Build Programme

Depth 
interviews

Quantification Brand 
Analysis

Brand 
Alignment

Approach:

establish drivers and 
key attitudes from:
•focus groups
•or depth interviews

Approach:

measure your 
position relative to 
competitors by:
•telephone
•or personal 
interviews
•sometimes postal

Approach:

determine your 
current position and 
set positioning goals 
based on the research

Approach:

set up a programme 
to align the business 
to the positioning 
goal

Caution: you have never finished. This constitutes the first and
last stage in the process.
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Key Questions

• Role and responsibility of respondent
• Products/services purchased
• Awareness (prompted/unprompted)
• Supplier experience and use
• Drivers influencing the choice of suppliers
• Ratings of suppliers on the drivers
• Areas for improvements
• Trends
• Classification questions

20-25 minute
interview
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Corporate Branding –
The Key To Competitive Advantage
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Benefits of Strong Corporate 
Positioning

• Premium prices can be charged
• People will ask for the product
• Competitive brands will be rejected
• Communications will be more readily accepted
• The brand can be developed and built
• Customer satisfaction can be improved
• It adds power within the distribution network
• Licensing opportunities can be opened up
• The company/product will be worth more if it is sold
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The Three Step Programme

11

See where 
we stand

Instigate 
the 

program

33

Set goals 
and work 

out an 
alignment 
strategy

22
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Finding Out Where You Stand

• Find out what people want
• Find out what they think of us (and our competition)

11Step One
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Where Do You Stand?

70

60

50

40

20 30 5010
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Perception Score - % rating 9 or 10 on 10 point scale

Help my company grow
Commit to the business

Strong relationships

Low prices Delivery on timeProactive
Helpful

Rapid delivery

Experienced in your field
World authority

(35%)

These need to move to the right
Hypothetical data from
market research study

11Step One
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Goals And Alignment

• They must be meaningful in meeting the needs of 
your customers

• They must give you a special position
• They must be achievable

22Step Two
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Positioning And Your Brand

Product
(functional
benefits)

Recognition

Trust

Confidence

Status

Comfort
Warmth

&
feeling

22

Your  reputation (or  brand) is cr itical to a positioning strategy

Step Two
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Corporate Branding Strategies

Monolithic Endorsed Branded
Sony

IBM Unilever

Dow Corning Procter &
Gamble

Dow Chemical
GE

3M
GM

Monolithic - the organization uses one name and visual throughout.

Endorsed - the organization has a group of activities/companies which it endorses with 
the group name and identity.

Branded - the company operates through a series of brands which may be unrelated to 
each other or to the company.

22Step Two
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Where Are You On The Branding 
Ladder?

22

Awareness

Knowledge

Perception/
satisfaction

Creating the
bond

Loyalty 

Most companies are here or here

Step Two



47

Re-Positioning For Competitive 
Advantage

33

Attitude Attitude -- 80%80%

Change 
attitude

Cre
at

e 

del
ig

hts

Moments of 
truth

Communications Speak to people

Measure

Continuous 

im
provem

ent

Process Process -- 20%20%

Step Three



48

In The Know…

“ The knowing organization possesses information and 
knowledge that confer a special advantage, allowing it to 
manoeuvre with intelligence, creativity and occasionally 
cunning. The knowing organisation is well prepared, to 

sustain its growth and development in a dynamic 
environment”


