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DESCRIbE THE SOLUTION.

The MasterKit  i s  a  resul t  of  a  consumer and occas ion based segmentat ion study conducted for 
MasterCard Europe.   The submiss ion forms two par ts ,  the actual  MasterKit  tool :  a  repor t  focused 
on the end users  and the analys i s  process :  t aking segmentat ions  one step c loser  to  the c l ient .  

The MasterKit  i s  des igned to exci te  the user  through s ix  st rateg ic  MasterKit  tools  and one ‘capture ’ 
sect ion to fac i l i t a te  pr ior i t i sat ion and act ion.  

The second par t  of  the submiss ion i s  the analys i s  process .   The analys i s  process  was  t a i lored to 
the organisat ion which i s  both unsophist icated and sa les  focused.   I t  used the exist ing language 
in the organisat ion (mini  segmentat ions)  and a  comprehensive  data  reduct ion and c luster  analys i s 
phase .   Most  segmentat ions  would stop here ,  however,  we took the most  di f ferent iat ing e lements 
f rom this  segmentat ion and pushed the study one step for ward.   Knowing that  the organisat ion 
would use  these  character i st ics  instead of  the complex c luster s  found,  we used a  predict ion 
and s impl i f icat ion process  to  come up with c lear ly  def ined and s imple  segments  that  would be 
understood by  a l l ,  creat ing a  st rategy  business  f ramework .

WHAT WAS fRESH OR INNOvATIvE AbOUT YOUR APPROACH?

The actual  del iverables  are  not  a  t radi t ional  research repor t ,  but  a  st rateg ic  tool  creat ing a 
language in the organisat ion.

The del iverables  were  t a i lored to  the organisat ion and the end users .  Instead of  s imply  showing 
resul t s ,  tools  were  produced to a id underst anding and to generate  st rategy. 

The segmentat ion analys i s  took an extra  step,  br inging the consumer c loser  to  the end user.   This 
process  a l so  produced a  s imply  business  f ramework ,  not  s imply  s ix  segments  with unique names.

WHAT DID THE CLIENT DO WITH THE SOLUTION?

This  research was  of  utmost  impor tance to  the c l ient  as  their  inte l l igence and planning funct ion 
was  dependent  on the success  of  this  research.    Consequent ly,  the MasterKit  has  been extremely 
wel l  rece ived and has  produced a  buzz  around the many loca l  of f ices  in Europe.   As  the segments 
are  extremely  easy  to  underst and and the repor t  ver y  digest ib le ,  i t s  impor tance as  a  st rateg ic  tool 
within MasterCard has  r i sen.   I t  has  a l ready fed into success ful  meet ings  with c l ients  (banks) ,  new 
product  and compet i t ive  st rategy.
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IMPACT ON YOUR / CLIENT bUSINESS?

As out l ined above,  our  c l ient ,  whose funct ion was  not  a lways  wel l  rece ived by  a l l  depar tments , 
prof i le  has  r i sen and the inte l l igence and planning funct ion i s  involved much more heavi ly.  The 
company i s  now invest ing and guided by  inte l l igence.
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