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In Conversation with Grayce
In Conversation with Peter 
Busby, Managing Director of 
Grayce about how AARDMAAN 
helped them rethink their 
business and focus on the  
true opportunity. 

Highly recommended strategist

We chose to work with AARDMAAN because we had seen 
the work that you had done for Integrc. Martyn Proctor, 
their MD, provided a glowing reference for your strategic 
marketing capability. We engaged AARDMAAN based 
around a set of preparatory materials you had given us. 
What appealed to us was your ability to think about what a 
proposition should be, and to approach that from a number 
of different dimensions, be it a customer view, or capability 
view. And to home in what the market proposition should be. 

“You focused on where the market 
opportunity really was for us, where the 
real value is, and where the compelling 
customer offering is.”

Strategy Workshop Put New Start-up Grayce  
on the Path to Business Success

“I absolutely recommend the investment in time, because 
even if you only refine the message, at least you know 
you have been challenged.” 
Peter Busby, Managing Director, Grayce

AARDMAAN Delivered: ‘Business Start-Up’ Service

• Strategic Thinking Workshops

• From Concept to Launch Go-to-Market Steps 

• Market Messaging and Propositions

• Brand and Logo Development

• Website Structure, Design & Content 

Benefits to Grayce

• Clarified business focus and direction

• Uncovered true business opportunity

• Pursued right path quicker

• Shortened time to market

• Resonates with and engages customers

About Grayce 
Specialists in bringing fresh smart talent to 
change projects; Grayce is a privately owned 
independent company that specialises in developing 
Project Analysts for delivery roles on Business 
Change Programmes. www.grayce.co.uk
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Thinking through the possibilities 

Initially we felt there might be a market space for a 
focused business analysis consulting company. At our first 
workshop you identified that there might be a separate 
opportunity to look at project analysts. You focused on 
where the market opportunity really was for us, where the 
real value is, and where the compelling customer offering is. 

Sceptical it would work 

At the second workshop you highlighted how that this 
could be more than simply a project solution and that we 
could offer a full capability development service. I was 
initially sceptical, thinking “Will this stack up?”. The more I 
thought about it, the more I realised you were right there. 
Ultimately, that idea that we would be a provider of long-
term capability across a portfolio, and become a strategic 
partner became the foundation of our proposition.

From those two workshops, you took our perspective on 
the market and identified that there was a much better 
opportunity than the one we were focussed on. What 
was an internal development process could be tailored 
to be the proposition. It was a combination of the right 
proposition at the right time. 

“The strategic marketing process 
shortened the time and the speed to 
market. It made a huge difference 
because we got to the right  
conclusion faster”

Brought fresh thinking to the table

From a strategic marketing point of view, what you did 
was incredibly powerful. We moved from a business idea 
that would have taken a long time to input and execute 
on, that would be dependent on more expensive people, 
that would struggle to differentiate itself, and would have 
struggled to gain the necessary traction. Instead we got to 
a place where we had “white space”, a clear proposition, 
something to differentiate ourselves, and something that 
fulfilled the market need. In practical terms, we are seeing 
that too. It has given us space to operate, which is  
hugely beneficial. 

I think that external perspective and challenge made a 
huge difference to us. If we had got there ourselves, it 
might have taken another six, nine or twelve months, and 
that would have been wasted time and cost in money. 

Shortened time to market

The investment in the strategic marketing process had two 
benefits. One, it brought fresh thinking to the table when 
it cut through and identified a new segment and a new 
opportunity. Secondly, it shortened the time and the speed 
to market. It made a huge difference because we got to the 
right conclusion faster. 

It saved us a huge amount of time, rework and thinking. 
I don’t think we would have got there on our own. Either 
we wouldn’t have got there at all, or got there much more 
slowly. One thing I have learned is that reaching out to 
people with ideas, thoughts, concepts and fresh  
thinking is important. 

Captured the imagination

Previously we had an iteration of an idea, but it hadn’t 
really captured our imagination, or was compelling enough. 
I wanted some external input from somebody who had 
been recommended to me. You had some value add, and a 
model - an approach that will get us to the right answer. 

What we were looking for was good thinking and ideas, but 
also a process. I wanted to design a business that passed 
a base set of criteria:  it needed to be in the white space, 
the timing needed to be right, it had to be compelling, and 
meet a business need. We needed an idea that met those 
criteria. All the previous ideas I had fell a bit short on one 
or other of those three criteria.
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Uncovered the true opportunity

The process we went through got me to that point that I 
felt convinced that the proposition passed these tests. The 
initial strategic marketing phase brought a process, and 
fresh thinking. The process we followed helped hugely, 
but it was more about someone saying, ‘Actually, this is 
where the opportunity is. This is where the market is poorly 
served. This is where your enthusiasm is’, effectively 

“You took us through a process where we 
refined our ideas and propositions to a 
point where we felt we had a  
compelling proposition.”

Kept our minds open to possibilities

You took us through a process where we refined our 
ideas and our propositions to a point where we felt we 
had a compelling proposition that we could test with the 
market. We thought we were just going to refine our ideas, 
however you helped us rethink our ideas. That was the 
critical thing. You kept our minds open where it would have 
been very easy for someone in that stage to fixate on one 
idea. You said, ‘Don’t fixate. Keep your mind open to the 
possibilities.’ 

Helped us choose the right path

You challenged our thinking. Made us rethink our 
proposition significantly. The process made us think 
about our markets and customers in a particular way. 
Fundamentally, it changed our minds. That is what you 
can’t put a price on. Actually, it enabled us to choose the 
right path. We were sitting there looking at one path, and 
you said, “Hang on. There’s another path here. A better one.”  

It was like a light bulb

It might sound like a small change, but it is a huge change 
and it is like a light bulb. It changed everything: the value 
add, the positioning, the capability development, the pace, 
the combination of what we were selling, the level we were 
focussing at, and the type of service we were offering. 
Suddenly it made a huge difference to our potential success.

Getting contact time with senior people

My experience of trying to get meetings and contact time 
with senior people to discuss change management solutions, 
consulting, and resourcing, is difficult. Yet, despite the fact 
that we are a start up, that we are new, and that not many 
people know us, we are getting in to see a lot of senior 
people. My own anecdotal evidence walking round my 
network and beyond is that ‘this is of real interest’. 

“Despite the fact that we are a start-up, we 
are getting to see a lot of senior people.”

Proof is in positive market response 

Clearly there is a difference between being of interest and 
converting it into sales, but our pipeline is very strong, with 
lots of different big companies who have taken to the idea. 
Some clients for example bought at the first meeting. They 
just loved it. The market has responded very enthusiastically 
and I am seeing much more positive responses than I have 
ever been used to.

Know you have been challenged

I absolutely recommend that investment in time, because 
even if you only refine the message, at least you know you 
have been challenged, you have put it through a process of 
testing it. When you do take it out to your customers, you are 
clear on what the benefits are, you are clear on who you are 
targeting, and clear on why this is good thing. You are being 
challenged to explain why the proposition is important. 
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Didn’t expect focus to change as much

If you had said to me at the start of the process, ‘I am 
going to move the focus of your proposition by 50 or 60%,’ 
I would have been surprised. But that is what we did. We 
moved the focus of what we were doing, hugely. I didn’t 
expect that to happen. That is the benefit of doing this. You 
can be a long way away from where you should be. It is 
not about refining the right idea - it is about rethinking your 
idea. You really need to challenge what it is you are going 
to offer. Unless you go through that process, you won’t 
know whether it is the right idea. 

Winning hearts and minds

This strategic thinking process has paid dividends for 
Grayce. We now have customers, a pipeline and more 
people joining. I always want to be better. I always want to 
go faster, further, quicker, but I am delighted with the start 
we have made. From a standing start in December when 
we opened with just a website and an idea, we now have 
blue chip clients. We have gone out and sold the concept 
to people and delivered against that. That gives me a lot 
of sense of achievement. We have also had high calibre 
graduates desperate to join us, because it is such an 
attractive proposition. 

More successful more quickly

I would absolutely recommend that everybody do this 
because it is hard to get customer feedback in the absence 
of a response. It may take six or nine months to hear, and 
for that to filter down. That is huge amount of wasted time. 
From my experience, if you test that model, test your idea, 
with someone independent taking you through a thought 
process, before you take it to the market place, you will 
have a much better proposition at the end of the day. You 
will be more successful more quickly. 

It’s priceless really

Yes, you have got to invest a little bit of money, but that 
is small change compared to the running costs that you 
will incur, without any return, if you don’t do it. The key 
exercise is to get the thinking piece right, to get the right 
idea and the right focus. Once you’ve done that anything is 
possible. Getting the right idea and the right proposition at 
the start sends you off in the right direction, doing the right 
thing, with the right messages. It’s priceless really. 

“From a standing start, we now have blue-
chip clients … and high calibre graduates 
desperate to join.”

“The subsequent services all went very 
well, the creation of the website and 
everything else that flows from that. That 
was good value. The key exercise for me 
was to get the right idea and the right 
focus. With that anything is possible.” 
Peter Busby, Managing Director, Grayce

Grayce Results: First Year in Business 

• Winning blue-chip clients

• Experiencing positive cash-flow 

• Investing in more staff

“We’ve gone from concept to delivery  
in record time.”

AARDMAAN … provides strategic marketing 
and communications services to high tech and 
professional services businesses across the UK and 
Europe. Specialists in defining strategic direction and 
tactical implementation of those strategies: enabling 
you to build stronger customer relationships and 
win more profitable business.

[>] +44 (0) 7971 866990 [>] gillian.hunter@aardmaan.com
[>] www.aardmaan.com [>] twitter.com/aardmaan 
[>] linkedin.com/company/aardmaan
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