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the known competitors is vital.  This can be done 
by using a simple Google Alert to see what they 
are posting.  Knowing how these competitors are 
branding, messaging, and marketing will help to 
overcome objections and create differentiated 
value propositions.

Step 2:  Explicitly define deficiencies of the 
competition

It is not enough to simply say, “We are the best.”  
The marketing research (often by a third party) can 
reveal if the clients of competitors are dissatisfied, 
representing a sales opportunity. Manufacturers 
wishing to grow their sales book while diminishing 
the scope of the competition is optimal.  Rarely is 
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Too often manufacturers have their head in the 
sand, ignoring declining sales, customer acquisition 
costs, and the truth about the causal implication. 
Too often the competition is taking away customers 
or simply bad-mouthing a manufacturer’s 
operation. Ignorance about the competition 
is inexcusable. The ability to compete and win 
business requires manufacturers to pay attention, 
be aware, and engage in competitive knowledge 
gathering.

Step 1:  Know the competition

Every manufacturing sales team knows the 
competition from whom business has been lost. 
Start there. Setting up models to track and monitor 
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there a need to publicly excoriate the competition;  
simply emphasizing the features, advantages, and 
benefits of a manufacturing company versus the 
competition will suffice.  This can be done as a 
series of three press releases a week or monthly 
feature articles within leading industry trade 
publications.

Step 3:  Define the customer profile versus the 
competition

Perhaps the product being manufactured is 
similar, yet the target customer is different by title 
or function.  If there is a QA/QC functionality for 
example, it will require using nomenclature which 
resonates for this audience. Terminology such as 
Zero-defects, Lean Six Sigma, Overall Equipment 
Effectiveness, and regulatory compliance will 
shorten the sales cycle by demonstrating an 
understanding of the quality paradigm. 

Sometimes products which may have horizontal 
multi-industry applications need to be described 
to the customer demonstrating an understanding 
of their industry sector. Machinery used in a food 
manufacturing plant (such as a conveyor) must be 
explained for this target audience.  

Step 4: Marketing intelligence 

Put marketing intelligence into the budget.  
Whether professionally conducted marketing 
research surveys of target customers, existing 
customers, or perception of the competition, 
manufacturers cannot fly blindly unaware of 
customer perceptions.  Looking at lost sales in 
2020, proposals which did not close, offers insights 
to what “could have been” a better year in sales.  

As a journalist it amazes me how easily manufacturers 
share their perceptions of vendors far more freely 
than might be expected.  Asking directly, “What do 
you think about company A or company B” creates 
an open-ended opportunity to capture issues 
and concerns about products, delivery times, and 
personnel.

Market intelligence is the information relevant 
to a company’s market trends. Competitor and 
customer (existing, lost, and targeted) monitoring 
must be gathered and analyzed specifically for the 
purpose of accurate and confident decision-making 
in determining strategy.  

Market intelligence includes the process of 
gathering data from the company’s external 
environment such as online sources - news 
websites, company websites, secondary data 
sources, and social media. These data are different 
from business intelligence processes primarily 
based on internal recorded events – such as 
sales, shipments, and purchases. The purpose of 
incorporating market Information or intelligence 
into the Business Intelligence (BI) process is to 
provide decision-makers with a more “complete 
picture” of ongoing corporate performance in a set 
of given market conditions.

If just one sale is recovered in 2021 or one fewer 
sale is lost,  the price tag ($15K - $30K per year) of 
marketing intelligence is well worth the money, 
time, and information.
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