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B2B Scenario 5.1 What Should Dan Mcintosh do Next?

For a fairly cold country, the UK has a surprisingly large and growing air-conditioning market, worth around £1.2 billion and growing at 4 per cent a year. Of course, the great majority of this is for indusrial and commercial air-
conditioning systems rather than residential air conditioning. In addition to applications to provide a comfortable environment, such as in office buildings and shopping malls, air conditioning has a wide range of B2B applications,
including computer data centres, food-processing facilities, and hospital operating theatres (to name but a few).
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Figure 5.1 Airco Ltd, market size and market share

Airco Ltd is a medium-sized player in the UK industrial and commercial air-conditioning sector, operating across the whole of the UK. Having recently bought an industry market research report showing the trends in the UK industrial
and commercial air-conditioning market, Dan Mclntosh, the marketing and sales director at Airco, is puzzling over some analysis that just landed in his Outlook inbox. His attention s focused on the market size by UK geographical
region, and the comparison with Airco’s internal market share data (Figure 5.1).

Airco’s overall market share s around 10 per cent in the UK, but Dan knows from prior experience, and can now see i the data in front of him, that its market share varies widely across the country, from 3 per cent in the Midlands to
25 per cent in Wales. Worryingly, Airco’s market share is at its highest in those areas of the country that comprise the smallest regional markets (Scotland, Wales and Northern Ireland), and is much lower in the larger regional
markets. While Airco is the clear market leader in some regional markets, in the largest markets it is a long way behind its major competitors. Of course, Dan had some idea of this issue before, but seeing this analysis has impressed
on him the seriousness of the matter. Dan’s sales manager argues that the sales teams in the low-share regions are struggling against particularly intense competition and receive insufficient support from the marketing team to make
headway with the main industrial distributors in those regions. However, the marketing manager thinks the main problem is that the sales teams in the low-share regions are poorly motivated and failing to deliver the kinds of results
that the teams in the high-share regions manage regularly. Before making any kind of decision, Dan appreciates that he needs more information. He opens a fresh document window on his screen and begins to list what information
he needs.




