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If you know the enemy and know yourself, your victory will not stand in doubt.
– Sun Tzu

"There are not enough Indians in the world to defeat the Seventh Cavalry."
– Gen. George Armstrong Custer

Introduction

In business as in war, victory often goes to the one with the best information on what the
competition is up to. Effective competitive intelligence (CI) can help organizations:

 Improve competitive planning and decisions.
 Map effective product and market strategies.
 Develop an early warning system and avoid competitive surprises.
 Block competitive efforts.
 Reduce sales and marketing costs.
 Win more sales deals and increase revenue.

Unfortunately, staying abreast of new developments can be a time-consuming and costly
challenge. In a recent survey of marketing executives, half devoted at least two full-time
resources to CI, with a median budget of $200,000. 74 percent spent more than $40,000, and 11
percent spent more than $1 million. On average, a CI professional spends 46 hours per week
doing their job. 1

As a result of these cost and time pressures, broad-scope CI efforts are most common among
large companies. For small to medium sized companies, this level of CI investment is often
unrealistic. In the same survey, 20 percent of the surveyed execs could not afford to dedicate
even one full time resource to CI and 26% spent less than $40,000 on CI annually.

However, while smaller companies lack big company budgets, their need for effective intelligence
is even higher. Smaller companies share two common characteristics; focus and agility. Most
small companies are very focused, in that they have less market and product diversification than
large firms. This fits with their resources but also means they are highly exposed to changes in
the competitive environment. Unless they have an early-warning system to keep them ahead of
industry trends, emerging technologies, and rivals, they risk being overrun by unexpected market
developments. These catastrophic events may make it impossible to maintain profitability or
even business continuity.

On the positive side, effective CI can help smaller firms capitalize on their agility relative to larger
competitors. CI can help them quickly identify new opportunities and build a sustainable market
position before bigger, pondering competitors can respond.

So how can a firm with limited resources develop a productive, cost-effective and sustainable CI
system? It isn’t easy, but it’s a solvable problem. This paper will seek to answer that question
and outline a new solution that provides better results.
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“We don’t have the
resources or time
internally needed for
intelligence and keeping it
up to date. It’s also tough
to get info to the people
that need it.”

“Everybody spends some
time collecting info.
There’s lots of repetition,
people doing the same
thing. There’s not a good
way to organize or view it.”

- Marketing VP, tech industry

Limitations of Traditional CI Approaches
With all the potential benefits CI can deliver to smaller firms, why aren’t more of them doing it?
The answer can be found in the limitations of many traditional CI methods.

CI has been too costly.
CI consulting fees, analyst subscriptions, staff salaries and other
costs may easily exceed realistic budget limits. Since intermittent CI
has limited value, many firms give up before they even start.

CI has been time consuming.
Effective CI requires persistent, hard work and can easily burn more
staff time than smaller firms can afford. New priorities arise, effort
falls off and the CI initiative falls apart. After a few attempts, many
firms stop trying.

CI goals have not been achieved.
Time pressures, cost issues and poor information quality result in
failure for many CI efforts. With little tangible ROI, many firms
become frustrated and abandon future CI projects.
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How to Establish an Effective CI Process

The CI Cycle
To begin, it’s best to outline a framework for an effective CI process and the role various CI
sources can play. Effective CI is an on-going, evolving cycle, not a one-time event or report. Key
steps in this cycle include:

1. Determine information needs
2. Acquire Data
3. Process Data into Actionable Competitive Intelligence Information
4. Share Collected CI Information
5. Measure CI Effectiveness

This cycle generates data, answers and feedback, which along with recent market developments,
is fed back into the CI process and the cycle repeats.

Step 1: Determine Information Needs
As a first step, it’s important to identify required information and how it will be used. Is there a
need for tactical data to support specific sales efforts? Detailed product information to guide
competitive tactics and development? Long-range insights to drive strategy? All of the above?

In a recent CI survey2, senior executives rated tracking current competitors and sales prospects
as their top intelligence priority, followed closely by information on potential future competitors
and customers. Your needs may vary, but your CI process will be more effective and efficient if
you identify your objectives up front.

Once the goals are laid out, information can be inventoried and acquisition needs assessed.
Keep in mind what your company wants to know might be very different from what your company
needs to know to accomplish the mission.

The Intelligence Inventory
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A Superior Competitive Intelligence Solution from CI RADARTM

Up to this point, this paper has defined the benefits of CI, elements of an effective CI cycle, and
the challenges in achieving these results with conventional tools.

However, we need to answer the question posed earlier – “How can a firm with limited resources
develop a productive, cost-effective and sustainable CI system?”

A new competitive intelligence system from CI RADAR makes this problem much easier to solve.
CI RADAR is a web-based application for businesses that provides current and ongoing
intelligence information about competitors, prospects, customers, industry developments and
internal exposure. It provides a cost-effective solution to the CI labor challenge, while
simultaneously providing a higher caliber of information to decision-makers.

Firms employing the CI RADAR system can:

 Save time. CI RADAR eliminates the need to manually collect and sift through
redundant competitive intelligence.

 Save money. Users of the affordable CI RADAR service find it can do the work of a
full-time competitive intelligence staff member, at a fraction of the cost.

 Improve planning. CI RADAR provides essential information on competitive sales,
market and product strategies. Armed with this information, companies can more
effectively plan strategies to seize opportunities and counter threats.

 Minimize risk and help assure business continuity. CI RADAR provides an early-
warning system that helps avoid surprises that could interrupt sales, strategies or
business continuity.

 Increase revenue. CI RADAR provides strategic and tactical information that helps
companies create more competitive solutions and win sales deals. It also provides
information on new prospects, partners, customers, opportunities and lead sources
that can help drive increased revenue.

 Generate leads. CI RADAR helps businesses identify prospects and partners as
they enter a buying cycle.

CI Radar User Feedback
“I like that there is one place to track six competitors in a short amount of time. There is a nice
blend of important data, delivered quickly. I look at the system before I look at analyst data – I find
it to be more timely and it provides more information on specific competitors.”
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How Does CI RADAR Work?

 CI RADAR begins with a software-based intelligence engine that continuously scours
multiple public and private data sources to find a broad array of competitive data
points. Firms using CI RADAR find it would be impractical or impossible for them to
obtain this coverage any other way.

 CI RADAR then applies machine and human intelligence to the data to filter
redundant or irrelevant elements. This provides users with focused intelligence and
reduces the need for cumbersome manual filtering processes.

 Finally, CI RADAR provides near-real-time intelligence updates to users via e-mail
and the easy-to use CI RADAR web portal. The system provides on-going insight
into sales opportunities, RFPs, competitive wins, product plans, partnerships, new
competitive entrants, web strategies, financial announcements, hiring plans, available
competitive personnel, trademark infringement and other relevant topics. It also
makes it easy to manage and share appropriate data with the rest of your team.

CI Radar User Feedback
“CI RADAR allows us to compete more intelligently. The increased awareness of competitive
personnel changes has been extremely helpful. The system makes us more productive and
saves us a lot of time. It does the work of a full time employee in marketing and saves us
$80,000-$100,000 per year on our competitive intelligence efforts. Great idea, great product!”
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The CI RADAR Advantage
CI RADAR makes it easy for firms to deploy the CI “best practices” noted previously:

CI RADAR helps focus your CI process. The solution starts with an assessment of your
intelligence needs, the competitive landscape and areas of special interest. From there, CI
RADAR creates a customized intelligence engine to acquire the required intelligence.

CI RADAR also collects data from a wide variety of sources to ensure it provides you with a
comprehensive portrait of your competitive environment. A unique combination of machine and
human-based intelligence helps ensure you receive the most focused and relevant data.

CI RADAR’s accessible web-based interface makes it easy to share information with your team
and gather feedback. In addition, CI RADAR makes it easy to monitor CI over time and helps you
measure results with marketing programs and other efforts.

An on-going relationship with your CI RADAR analyst also ensures the system will adapt to your
changing intelligence requirements.

CI Radar User Feedback
“I think there will be a significant revenue benefit from CI RADAR, especially in a strategic sense.
We’re finding the data to be an important tool for assessing acquisitions and other strategic
growth issues.”

Summary
Competitive intelligence is an essential input that helps increase revenue, reduce costs and
ensure company success. Although it can be challenging for smaller firms to obtain good
intelligence, having this resource can mean the difference between market success and disaster.
Fortunately, new solutions from CI RADAR make this goal attainable and affordable for firms of
any size. CI RADAR delivers focused, actionable intelligence and makes it easy to share
knowledge with your team.
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About CI RADAR
Founded in 2004, Atlanta-based CI RADAR, is an application service provider focused on the
competitive intelligence (CI) needs of business. CI RADAR solutions provide current and on-
going intelligence information about competitors, prospects, partners, customers, industry
developments, and internal vulnerabilities.

For the past 20 years, the founder of CI RADAR, Mark Van Laeke, has been in executive
management of technology and consulting companies. During this time, he has been continually
frustrated with the lack of timely quality competitive intelligence available on his market segments.
Out of this frustration grew the idea to build CI RADAR, an outsourced CI firm armed with
proprietary technology tools and a streamlined analysis process that delivers cutting edge service
at a reasonable price.

To learn more about CI Radar solutions, visit www.ciradar.com

CI Radar
4046 Wetherburn Way, Suite 1
Norcross, Georgia 30092
Phone: 1 -888-421-0617
Email: info@ciradar.com
www.ciradar.com
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