
 

White Paper: Whitespace Opportunity Models 
Introduc7on 

Whitespace opportunity models help businesses iden4fy untapped poten4al 

within their exis4ng customer base by analyzing their buying habits, purchase 

frequency, 4ming, dormancy periods, and the success rates of different product 

lines. This analysis aims to uncover opportuni4es for increasing sales and 

improving customer reten4on. 

Sec7on 1: Understanding Whitespace Opportunity Models 

Whitespace opportuni4es refer to the poten4al sales or market segments within 

an exis4ng customer base that are not fully exploited. By iden4fying these gaps, 

businesses can tailor their strategies to maximize revenue from current 

customers. 

Sec7on 2: Key Metrics for Analysis 

To develop an effec4ve whitespace opportunity model, we need to focus on 

several key metrics: 

 1. Buying Habits: Understanding the purchasing preferences and behaviors of 

each account. 



 2. Number of Buys Per Year: The frequency of purchases made by each account 

annually. 

 3. Buying Months: Iden4fying specific months when purchases are typically 

made. 

 4. Normal Dormancy Between Purchases: The average period between 

purchases. 

 5. Wins and Losses: Analysis of successful sales (wins) and missed opportuni4es 

(losses) across different product lines. 

Sec7on 3: Data Collec7on and Analysis 

Buying Habits 

To understand buying habits, we need to categorize products based on their 

usage, frequency of purchase, and customer preferences. By analyzing historical 

data, we can iden4fy paNerns and trends in purchasing behavior. 

Number of Buys Per Year 

By examining the purchase history of each account, we can determine the number 

of transac4ons made per year. This helps in iden4fying high-frequency buyers and 

accounts with irregular purchasing paNerns. 

Buying Months 

Analyzing the months in which purchases are made helps in understanding 

seasonal trends and planning marke4ng campaigns accordingly. For example, 



some accounts may have higher purchases during the end of the fiscal year or 

during specific industry events. 

Normal Dormancy Between Purchases 

Calcula4ng the average dormancy period between purchases helps in iden4fying 

opportuni4es for re-engagement. Accounts with longer dormancy periods may 

require targeted marke4ng efforts to encourage repeat purchases. 

Wins and Losses 

Analyzing wins and losses for each product line provides insights into the 

strengths and weaknesses of the current product offerings. This helps in 

iden4fying which products are performing well and which ones need 

improvement or beNer marke4ng strategies. 

Sec7on 4: Developing the Whitespace Opportunity Model 

Based on the analysis of the above metrics, we can develop a whitespace 

opportunity model. This model will segment accounts into different categories 

based on their buying behavior and poten4al for growth. 

Step 1: Segmenta7on 

Segment accounts into different categories such as: 

 • High Poten7al Accounts: Accounts with frequent purchases and short 

dormancy periods. 



 • Dormant Accounts: Accounts with long dormancy periods but a history of 

purchases. 

 • Seasonal Buyers: Accounts with purchases concentrated in specific months. 

 • Low Engagement Accounts: Accounts with irregular buying paNerns and low 

purchase frequency. 

Step 2: Opportunity Scoring 

Assign opportunity scores to each account based on their poten4al for increased 

sales. Factors to consider include: 

 • Frequency of purchases 

 • Average purchase value 

 • Historical growth rate 

 • Dormancy periods 

Step 3: Targeted Strategies 

Develop targeted marke4ng and sales strategies for each segment. For example: 

 • High Poten7al Accounts: Focus on upselling and cross-selling. 

 • Dormant Accounts: Implement re-engagement campaigns. 

 • Seasonal Buyers: Plan promo4ons around their peak buying months. 

 • Low Engagement Accounts: Conduct personalized outreach to understand 

barriers to purchase. 

Sec7on 5: Case Study 



Case Study: XYZ Company 

XYZ Company, a leading supplier of industrial equipment, used the whitespace 

opportunity model to iden4fy growth poten4al within their exis4ng customer 

base. By analyzing buying habits, purchase frequency, and dormancy periods, they 

segmented their accounts into different categories. 

Results: 

 • Increased sales by 15% in high poten4al accounts through targeted upselling. 

 • Re-engaged 20% of dormant accounts with personalized marke4ng campaigns. 

 • Improved customer reten4on by 10% through regular follow-ups with low 

engagement accounts. 

Conclusion 

Whitespace opportunity models provide a strategic framework for iden4fying and 

capitalizing on untapped poten4al within the exis4ng customer base. By analyzing 

key metrics such as buying habits, purchase frequency, and dormancy periods, 

businesses can develop targeted strategies to maximize revenue and improve 

customer reten4on. 

Recommenda7ons 

 1. Invest in Data Analysis: Regularly update and analyze customer data to 

iden4fy changing paNerns and new opportuni4es. 

 2. Personalize Marke7ng Efforts: Tailor marke4ng and sales strategies to the 

specific needs and behaviors of different customer segments. 



 3. Monitor and Adjust: Con4nuously monitor the effec4veness of the 

whitespace opportunity model and adjust strategies as needed. 

By implemen4ng these strategies, businesses can effec4vely harness the poten4al 

of their exis4ng customer base and drive sustainable growth. 

This white paper outlines the fundamental concepts and steps involved in 
developing a whitespace opportunity model. By leveraging these insights, 
businesses can unlock new growth opportuni4es and enhance their overall 
performance.


