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Many suppliers are creative informa-
tion gatherers. How many, though, 

formalize the process? 

 
 
How many times do we get a call from the 
unknown marketing rep?  “Hello; I’m 
calling to see if you’re interested in our 
services, CLICK.”  And then there is the 
“This is what we do, who we are, and why 
we’re great” brochure.  There’s almost as 
much originality in these direct mail pieces 
as being told by a mailing house that you 
qualify to participate in a contest. These 
suppliers wonder why they don’t get con-
tracts! 
 
‘Pre-Packaged’ New Business        
Presentations Are Not Enough 
Many marketing suppliers perceive that 
their new business presentation overheads 
are adequate.  After all, they worked in the 
past to win over a client.  Why change? 
What if you go into a meeting confident 
you will get the contract, and another sup-
plier is awarded the project!  The other 
supplier identified three new opportunities 
for the client while you identified three of 
your blue chip clients.  They found out 
why the prospective client didn’t rehire 
the old supplier, while you boasted why 
you were hired by your clients.  Bottom 
line is that they told the prospective client 
something they did not know, thereby 
proving the effectiveness of their services. 
 
Two Lessons To Learn 
1. Marketing suppliers are often insuffi-
ciently prepared because they rely on their 
previous accomplishments. 

2. They undertake a semblance of re-
search to prepare for a new business pres-
entation, instead of carrying out hard 
competitive intelligence. 

Competitive Intelligence 
 What is competitive intelligence?  
Competitive intelligence can be defined as 
the process of gathering information on 
competitors as the basis for developing 
strategic marketing plans.  This includes: 

 uncovering hidden information 
 synthesizing the data 
 identifying critical points of vulner-

ability (including marketing, sales, 
human resources and operations) 

 reconstructing competitor’s market-
ing plans, pricing, new distribution 
channels 

 recommending strategies to dislodge 
a competitor’s efforts 

 supplementing new business presen-
tations with market information, 
which a prospective client will recog-
nize as added value. 

 
Whatever the interpretation, without 
competitive intelligence, you’re in the 
dark.  With competitive intelligence, you 
know your prospective client’s business 
better and improve your chances of win-
ning the business.  
 
Tips 
1. Identify what you do and don’t know.   
Determine where you’re going to fill the 
gaps.  More important, come up with sug-

gestions to impress your prospective 
buyer. 

2. Speak to your own suppliers and 
other contacts until you’ve reached a com-
fortable threshold of information. 

3. Use competitive intelligence crea-
tively.  If your prospective client is a re-
tailer, query their stores by phone.  Visit 
their outlets to see how well sales staff 
cross-sell.  If your client is a manufacturer, 
contact sales agents who carry the com-
pany’s product line.  Carry out online re-
search.  Try to speak to some competitors. 

4. Sources of information: 

 Employees who used to work for the 
client 

 Board of Trade libraries carry exten-
sive literature on companies and mar-
kets. 

 Trade shows 
 Store checks which will reveal pricing, 

product lines, promotions.  Chats 
with managers also prove invaluable 

 Financial analyst reports of your pro-
spective client’s market place 

 Trade publication editors 
 Online database research 

 
Conclusion 
Many marketing suppliers are creative 
information gatherers.  How many, 
though, formalize the process?  Gathering 
competitive intelligence positions you as 
‘smart players’ in new business presenta-
tions, a superior image to what prospec-
tive clients will read in a mailed  
brochure.  
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