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Do You REALLY Know What
the Competition Is Doing?

Recently, a leading technical
provider in the life sciences arena
was blindsided by a competitor. Nat-
urally, the company had known this
competitor existed. but regarded it as
an snemic threat, at best. Although it
was gaining some market share, the
97-pound weakling had limited
resoutces and a technically infedor
product. So why worry?

Unfortunately, the company had
overlnoked the competitor's extensive
technical and business relationships.
A strong relationship with a lorge dis-
tributor (strong enough to include a
direct investment) enabled it to get
deep penetration into the market. An
agreement with a large European
manufacturer gave it not only entree
into the European market, but also
sccess to lower cost manufacturing,
Worst of all, the competitor had
linked up with other technical
providers and was bundling its prod-
ucts with theirs to create a complete
solution that would rival the compa-
ny’s own offering. The 97-pound
weakling had suddenly turned into
Charles Atlas.

That this company had missed its
competitor's metamorphosis is no
surprise. Few companies today pay
systematic attention to competitor's
business relationships. That's a big
mistake. Because companies no
longer depend solely an their own
resources (o achieve corporate goals,
each firm should be thought of as a
combination of all of its alliances and
relationships, in addition to s
known assets. Therefore, under-
standing how a company utilizes and
leverages its relationships is crucial
in understunding its strategies and
moves. Furthermore. awareness
the various relationships that exist in

your industry gives you a deeper
knowledge of how your industry
works and its future direction.
Effectively managing and under-
standing industry and competitive
corporate relationships requires that
vou identify, map, analyze, and plan.

Your in-house competitive intelli-
gence (Cl) department or a third-
party Cl professional should be
tasked with uncovering a target com-
pany's relationships (for mare infor-
mation about competitive intelli-
gence, see www.scip.org and
www.prg3.com). YouTl find that some
relationships are subtle or unan-
nounced while athers are publicly
disclosed, even promoted, by the
companies involved. Both have a sig-
nificant impact on the company’s
ability to perform.

Pay close attention to how the
competitor structures its products
and services to make such relation-
ships easy and fruitful. As an exam-
ple, note the difference between how
Microsoft and Apple approached this
area. Apple created a relatively
closed platform and put lots of con-
ventions and obstacles in the way of
its partners. Microsoft built the suc-
cess of Windows by creating an open
plutform, then recruiting companies
to provide solutions that worked with
It. These more subtle policies are
very telling of 5 comparny's relstion.
shilp strategy.

The relationships uncovered also
direet vou to valuable sources of sddi-
tional information about your target
company. These sources can be espe-
cially useful to those who are analyz-

ing privately held companies. For
example. if your target company s






