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Oultthinking, outmaneuvering
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de outperforming your competitors

Benefit to your business:
A surprised competitor!

Protect your key products/ customers/ markets by anticipating a competitor's attack.

Prevent competitors from:

B Stealing your customer!

B Blocking your entry into new markets!

B Surprising you with new products/ ideas!

B Changing the rules of the game!

What we offer:
A process to analyze your competitors

Competitor Insight is a structured and disciplined
process using the thinking of a cross functional team of
key executives and operational managers, lead by sales/
marketing, to outthink, outmaneuver, and outperform
your competitors. Our methodologies give you a
framework to get “inside” the head of your competitors
to give you the competitive advantage. The processis
transferred to your organization so that competitor
analysis becomes a key part of your strategic intelligence
system and becomes part of your strategic thinking.
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How we will assist you

Using our proven methodol ogies we assist you to:
First, build a"radar screen”: identify target competitors

B Understand from what sources competition will come

B |dentify who are likely new competitors

Second, avoid surprises! Anticipate competitors moves
B Apply the principles of war: "Battles of Strong and Weak"
B Assess your competitors' fighting abilities
B Define your competitors' reaction and response profiles
Third, wage the war: using battlefield tactics against your competitor

B Offensive weapons and tactics

B Defensive weapons and tactics
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