Make yourcompetitive power
bring newcustomers

THE
COMPETITIVE
POWER TOOL

by Aalund
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Are you first choice in your
industry?

Competitive Power output:

A. Your presentompetitiveness?
B. Best competitor positions?
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Input to the building process
for a stronger competitiveness

Parameters to increase your
competitive power?

Competitive Power output:

A. Industry winning parameters?
B. Are these positions free?
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Input to the change strategy
where and what to do!

Competitive
Power Tool

How to elevate your
competitive position?

Competitive Power output:

A. Are you the preferred supplier among
non-customers, Why?

B. Are your company well known?

C. Are your company rejected?Why?
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Input to a competitive power strategy?



Yourcompetitive
power versus
GKI GQa

get new customers
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The outcome ofAalunds
Competitive Power Tool

. We are mapping you and your

competitors position among
non-customers?

. We find the parameters that

are decisive choosing a new
supplier?

. The differences between

suppliers?

. Who are the winners on most

important parameters?

. Non customers explain their

choice of preferred supplier.

. Your options and our

recommendations.
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Competitive Power

Preferred --{ Why?
Well known
Not listed
Rejected --{ why?
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Fiction from Software Consulting Industry

Output examples from Competitive Power Tool

COMPETITIVE POSITION

Industry winning skills No. 1

NAVIGATIOMARK

Cyber Security (None) o
Compliance PA Consulting @ Invited to bid
Strategy & Businestevelopment PA Consulting @
PA Consulting No.1 COMPETITIVE POWER
Implementation of proposed solutions Implement (]

Preferred software
& consulting

Industry winning emotional characteristic McKinsey No. 3 Implement
o

Innovative First IT Inc.

Digitaltransformation Accenture (] I Implement No. 2 I

First IT Inc. No. 4

Integrity Pro Data (]

Listen to the customers Implement ()

@ Nobody ownsposition

Gives high priority to social responsibility McKinsey (] @ Competitor owngposition

MARKET SUPPLIERS

First IT Inc. (our customery) PA consultingd ATEAGO Accenture 8 Implement 6 ProData 6 McKinseyd KMD
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Strongest Company in Sub Segments

Output examples fror@ompetitive Powerool

COMPETITIVE POSITION SUBSEGMENTS
-
Cyber Security (None) ) (None) @ (None) @ FirstIT o
Compliance PA Consulting @ PA Consultingg PA Consultinggy  (None) ® (None) o
Strategy & Businestevelopment PA Consulting @ PA Consulting@ (None) ® (None) ® (None) ()
Implementation of proposed solutions Implement (] Implement @ Implement @ Implement @ ATEA o
Digitaltransformation Accenture o Accenture @  FirstlT First IT Accenture @

Innovative First IT Inc. First IT PA Consulting@ ATEA (None)

Integrity Pro Data o Pro Data @ PAConsulting@ FirstIT (None) ()

Listen to the customers Implement @ Implement @ (None) ® FirstIT KMD ()

McKinsey (] McKinsey @ McKinsey PA Consulting®  (None)

Gives high priority to social responsibility
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Competitive Power

Output examples from Competitive Power Tool

Preferred (open answers)
FistIT Incs potential customer ISR _4% B
m Well known

Not mentioned

%11%

PA Consultings potential customers11% _ 6% 13%
McKinseys potential customers 8% _5% 14%
Pro Datas potential customers 10% _ 23% 7%
Accentures potential customersso/_ 25% 17%

10%

Implements potential customers 28%

Rejected (open answers)

0% 20% 30% 40% 50% 60% 70% 80% 90%  100%
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How to work with Aalund (1)

Marketing & New Bizz thinkingHow the marketplace works!

YOUR COMPETITIVE NON CUSTOMER COMPETITIVE
FOOTPRINT POSITIONS EVALUATION POWER RESULT OPTIMIZER o

l

Image/Reputation NavigationMark Competitive power
Industry Preferred
Your i i .
, winning skills Brings you
busines®fforts m— . :
Industrywinning Well known information to
e emotional Invited to bid plan where and
characteristics Not listed what to do
Your competitive
competencies Purpose driven Rejected

consequences for

Createsjour driving customer inflow
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