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Agenda 

• Background 

• Capturing data – Organizing  

• Analyzing data – decision support 

• Outcomes & benefits 







Company/trading background & environment 

• Packaging for temperature 

sensitive drugs (e.g. 

vaccines) 

• Trading since 1975 

(competitors 10-15 yrs)  

• Operations expanding 

beyond Europe 

• 50+ regional competitors 

(packaging suppliers) 
 

• Globalisation  

• Healthcare reforms 

• Supplier relationships 

• Regulatory pressure  

• Trend towards substitutes 

/commoditisation/elimination 

• Purchase price + cost of 

usage 

 



‘Original mission’ 

• Provide a ‘view’ of market trends/movements 

• Monitor competitor activity 

• Catalogue products (analysis) 

• Track trends (identify, prioritise markets/products) 

 

 

 “80% of what a company needs to know about 

markets/competitors already exists inside the organisation” 



Market insight to competitive advantage 

Product dev. (benefits) 

End-user insight 

Market opportunities 

Market intelligence 

Define approach to 

market 

New prospects 

Trade events 

Opinions 

Product dev. 

(features) 

Competitor 

Intelligence 

Product 

comparison 

Benchmarks 

Opinions 

Product dev (pricing) 

Manuf cap (investment) 

 



Delivering a solution   

• ‘Key Intelligence Topics’ 

• Functional brief 

• Review DIY & commercial providers 

• Business case/justification 

• Developed the workspace 

• Internal pre-launch communication 

 

 

• User group 25 people, cross functional/international 

• Launched in March 2012 (16 competitors & 900+ products) 



Capture market insights 



Capture competitor/product information 



Analyse KPI’s/competitive position 



Compare different offerings against important criteria 



View competitive product landscape 



Map features to strategic objectives 



Prioritise product development ideas 



Perform multi-dimensional analysis 



Perform market segmentation 



User activity 

• Workspace deployed with 25 users 

• Product/market comments 

• ID gaps in product/service offerings (SWOT) 

• Benchmark product specifications 

• Competitor regional/product coverage 

 

 



Main outcomes & benefits 

• Better idea of where the ‘real’ competition is 

• Competitive insight into how to ‘close the gaps’ 

• Promoted a willingness to share/require information  

• Used to reaffirm product development priorities 

• Creation of a ‘decision support resource’ 

• Highlighted multiple LT strategic avenues  



Summary 

• Market Driven and a High Performer 

• Competitive Intelligence 

• Be smarter, better and more effective 

• Be smart – use Rational Focal Point 

• Receive benefits and value quick – in an area like this you 
have no time to lose 
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