
Knowledge Area Reviews (KAR) 
Supporting project kick-offs, deep dives, landscape reviews, best-practice  
updates and other internal consulting activities 
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A companion resource to project kick-offs, to the use of ICG consulting resources and to ICG’s other 
publications, like The Insights Review. 
 
 •  Contains information-rich slides, synthesized knowledge, categorized insights, data visualizations —  

a unique intellectual property on almost any topic, assembled to your personal specifications 

•  Provides a peerless synthesis of available information (public sources, applied science journals, research 
databases, public company records) 

•  Uniquely blends knowledge and insights from across the consulting industry, large and specialist, avoiding 
bias and NIH (not invented here) issues on your projects 

•  Combines information from the best available industry sources, from global open-published literature to 
concentrated subject matter expertise direct from the ICG membership 

•  Read by senior executive teams and internal consultants from many major companies around the world  

•  Distributable to every member of your team and throughout your organization 

•  Affordably priced to encourage frequent use. 
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What is a Knowledge Area Review (KAR)? 
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There are currently over 20 titles in our library 
 

Titles can be purchased from the ICG Store, or can be developed to your unique requirements for $USD 20,000 
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KAR 004 – Personal Lines  
Insurance: Global Pricing Innovation 

KAR 009 – Best Practices 
in Relationship Management 

KAR 014 – Brand Portfolio 
Management 

KAR 006 – Executive Team 
Best Practices 

KAR 010 – World Class 
Customer Retention 

KAR 015 – Virtualization in 
Financial Services 

KAR 001 – Commercial 
Insurance Innovation 

KAR 008 – Digitization in 
Retail Banking 

KAR 012 – Better Practices 
for Industry Associations 

KAR 007 – Digitization in 
Business Banking 

KAR 011 – Innovation in the  
Business Banking Value Proposition 

KAR 016 – Global Best Practices in  
Building a Customer-Centric Organization 

Knowledge Area Review (KAR) Catalogue – Highlights (1/2)  

http://internalconsulting.com/store/product/commercial-insurance-innovation/
http://internalconsulting.com/store/product/global-best-practices-in-building-a-customer-centric-organization/
http://internalconsulting.com/store/product/personal_lines_insurance-global_pricing_innovation/
http://internalconsulting.com/store/product/executive-team-best-practices/
http://internalconsulting.com/store/product/digitisation-in-business-banking/
http://internalconsulting.com/store/product/digitisation-in-retail-banking/
http://internalconsulting.com/store/product/best-practice-relationship-management/
http://internalconsulting.com/store/product/world-class-customer-retention/
http://internalconsulting.com/store/product/innovation-in-the-business-banking-value-proposition/
http://internalconsulting.com/store/product/innovation-in-the-business-banking-value-proposition/
http://internalconsulting.com/store/product/better-practices-for-an-evolving-industry-association-sector/
http://internalconsulting.com/store/product/brand-portfolio-management/
http://internalconsulting.com/store/product/virtualisation-in-financial-services/
http://internalconsulting.com/store/product/global-best-practices-in-building-a-customer-centric-organization/


© Internal Consulting Group 2015 

Product – Knowledge Area Reviews (KAR) 

4 

KAR 021 – Over 50s Solutions:  
New Business Models 

KAR 019 – Future of Integrated 
Health & Life Protection 

KAR 018 – Bank Cost 
Reduction Programs 

More Coming Soon 

KAR 017 – Future of 
Global Payments 

Full KAR Catalogue 

Knowledge Area Review (KAR) Catalogue – Highlights (2/2)  

http://internalconsulting.com/store/product/the-future-and-implications-of-the-evolving-payments-system/
http://internalconsulting.com/store/knowledge-area-review/
http://internalconsulting.com/store/product/over-50s-solutions/
http://internalconsulting.com/store/product/bank-cost-reduction-program/
http://internalconsulting.com/store/product/the-future-of-integrated-health-and-life-protection-insurance-and-prevention/
http://internalconsulting.com/store/product/the-future-of-integrated-health-and-life-protection-insurance-and-prevention/


Knowledge Area Review (KAR)  
Catalogue – Samples 
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ICG research suggests that the gap between realized and potential brand value is less to do 
with individual brands and much more to do with the lack of a systemic and well-governed 
means of managing a portfolio of brands as a whole.  
As an executive, what do you do with an inherited portfolio of brands? In this document, we help you 
to think about that question, and support if with available thinking on: 

•  Perspectives on global best practice guiding principles for brand strategy drawing upon over 30 
case examples 

•  Rationale for brand portfolios vs. single brands, optimal size and how/why they are integrated 
•  Types of brand architecture and provide examples of each 
•  Customer needs and their implication for brands 
•  A high level look at optimization strategies, and 
•  Discuss how brands are measured, brand equity as a construct and how organizations can 

know where they stand. 

© Internal Consulting Group 2013 WORLD CLASS CUSTOMER RETENTION – KNOWLEDGE AREA REVIEW  - PRODUCT BROCHURE

Effectiveness, Priority and Performance (2)
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Based on an Australian Marketing Institute brand scorecard, organizations can 
complete a rudimentary evaluation of their effectiveness as portfolio brand managers 

Source:  AMI; Mark Ritson, MIT/Sloan
Score:  1 – non-existent, 2 – very poor, 3 – poor, 4 – OK, 5 – good, 6 – very good, 7 – exceptional)
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For each section, take appropriate 
action – example:

Focus Zone:   
These are dimensions that require your 
primary focus – i.e., 75% (e.g., H: Tight 
Brand Portfolio)
• Review strategic objectives, portfolio 

make-up and gaps

Maintenance Zone:  
These dimensions require time, but not 
to exceed 20% (e.g., E: Tight 
Positioning)
• Periodic review to ensure alignment

Ignore:  
While ignoring entirely might be 
difficult, these dimensions should not 
exceed 5% of your attention (e.g., B: 
Qual and Quant) 
• Validate periodically, ask probing 

questions and test outcomes

Stage 3:  Plot Results (illustrative) Potential Action

J
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Case Study: BNP Paribas
As it has acquired new holdings, BNP Paribas has kept local brands and maintained a strong brand 
to demonstrate global reach and security

MONOLITHIC IDENTITY – LOCAL BRAND

• French bank and financial services company 
based in  Paris.  Fourth largest bank in the 
world

• Split into three strategic business units: 
Retail Banking, Corporate and Investment 
Banking, Investment Solutions

• Has a policy of organic growth through 
acquisitions of banks with a strong local 
footprint

• Strong EU presence in France, Italy, Belgium 
and Luxembourg

• In US operates Bank of the West and 
Hawaiian First through the Bancwest holding 
each which operate with their own local 
brands

• BNP maintains the local brand together 
with the BNP logo to provide international 
awareness

• Example of sub-brand, where the local name 
is preserved but joined together with the BNP 
logo and lettering (see  section C –
Architecture)

KEY ATTRIBUTES & INSIGHTS
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Source:  secondary research
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Brand Cases
Throughout this document we have drawn examples from a selection of industries globally, 
representing case studies across different brand architectures
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Source:  ICG analysis

HYBRIDENDORSER JOINT FORCESMONOLITHIC WHITE LABELSUB-BRAND CORE HOUSE

Brand
Architecture

Financial 
Services

Others

KAR 014 – Brand Portfolio Management 

PRODUCT SAMPLE: KAR 014 – Brand Portfolio Management (total of 107 pages)  

Commercial research 
relevant to an executive or 
project team seeking to 
improve the performance of 
their portfolio of brands 

To purchase this KAR, contact 
 your preferred ICG Affiliate,  
local ICG office, or the ICG Store. 

http://internalconsulting.com/contact-us/
http://internalconsulting.com/store/product/brand-portfolio-management/


© Internal Consulting Group 2015 

Product – Knowledge Area Reviews (KAR) 

KAR 016 – Global Best Practices in Building a Customer-Centric 
Organization 
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Research suggests that there are many paradigms of customer centricity, some simple and 
some comprehensive, some come with a ‘silver bullet’ – e.g. technology and CRM systems – 
and some do not.  
Our review found a variety of points of view on the most important components and how to achieve 
true customer centricity. However, all were aligned in a common view of the importance of choosing a 
core customer set, knowing and responding to their needs, building connections, and generating 
valuable outcomes for these customers over a relevant timeframe (e.g. working in years), while 
enabling a mutually profitable relationship.  
To support dialogue on that question, we set out to answer four key questions: 

•  What is customer centricity and why is it important? 
•  What is the existing state of customer centricity, what success have organizations had in 

implementing it, and how has it evolved? 
•  What are the key dimensions of a customer-centric model? 
•  What should organizations do to execute a customer-centric strategy and ensure its long term 

sustainability? 

Commercial research 
relevant to any organization 
seeking to better 
understand how to be more 
customer-centric in their 
businesses. 

PRODUCT SAMPLE: KAR 016 – Global Best Practices in Building a Customer-Centric Organization (total of 89 pages)  

To purchase this KAR, contact 
 your preferred ICG Affiliate,  
local ICG office, or the ICG Store. 

http://internalconsulting.com/contact-us/
http://internalconsulting.com/store/product/brand-portfolio-management/
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The mature consumer is not one cohesive unit - there exist many types.  
Until recently marketers struggled to address this heterogeneous segment with success. Now, for the 
first time, technology is allowing segmentation down to the level of the individual. The internet has 
multiplied the number of opportunities for communication, not only at the consumers but with them. 
These advances in technology are allowing for business models that were simply not possible only a 
few years ago. 

At this stage, much of the publicly available literature still makes generalizations of a group who are 
diverse and don’t seem to gain significant value from traditional marketing approaches. We have 
identified a number of trends that are shaping the over fifties market. We also have located market 
exemplars from industries that are capitalizing on new market opportunities in ways that can be applied 
to Over 50s. Of particular interest are the trends and success stories surrounding platform-based 
business models. We explore in depth the nature of platforms, their evolution, and what it takes to 
make a platform successful.  

PRODUCT SAMPLE: KAR 021 – Over 50s Solutions: New Business Models  (total of 181 pages)  

KAR 021 – Over 50s Solutions: New Business Models 

Commercial research 
relevant to any organization 
seeking to understand 
trends surrounding the Over 
50s Market 

To purchase this KAR, contact 
 your preferred ICG Affiliate,  
local ICG office, or the ICG Store. 

http://internalconsulting.com/contact-us/
http://internalconsulting.com/store/product/brand-portfolio-management/


UNBUNDLED CONSULTING • PROJECT SUPPORT • CAPABILITY BUILDING • PROFESSIONAL ASSOCIATION 

Internal Consulting Group 

Email enquiries@internalconsulting.com or 
visit our website at www.internalconsulting.com 
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