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ompeting during these challeng-

ing economic times of declining

new housing starts, slow sales
of existing homes, high energy and
commodity costs, rising unemploy-
ment and signs of inflation tests the
mettle of senior management as they
work to meet their earnings plans
and commitments.

Traditionally, this is a time when one
would anticipate seeing companies
introducing cost-cutting measures in an
effort to meet their objectives. Many
companies, in fact, already have or are
currently pruning their budgets
throughout their organizations. These
measures often include reducing their
marketing and sales budgets.

However, there are a number of com-
panies in several industries doing just
the opposite, because they believe that
“recessions” are an opportune time to
grow their businesses, both in the short
term and the long term. For example,
Mark-Hans Richer, chief marketing offi-
cer at Harley Davidson, stated the
following in the January 14, 2008, issue
of Ad Age: “our belief is that spending
through a market downturn creates
competitive advantage for the market
upturn, and an extra dollar spent today
has extra dividends for tomorrow.”

In the similar manner, such package
good companies as Colgate-Palmolive,
Energizer, Kellogg, Kimberly Clark, Kraft
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course of action is to

continue to be in front

of their customers while emphasizing
the features and benefits of their indi-
vidual brands.

Ram Charan, a noted management
consultant, offered this suggestion in an
article in the February 18, 2008, issue of
Fortune magazine. “Keep Building—when
the top line looks shaky and the bottom line
looks worse, the temptation is to go after
discretionary spending. Fine—but do not
consider product development, innovation
and brand building optional. Sacrificing
your future for a slightly more comfortable
present is not worth it. If you keep building,
you can come back strong.”

Regardless of whether or not you agree
with this aggressive approach of increasing
your budgets during this period, I think
all would agree that recessionary times
do increase the need for better business
decisions. The margin of error is slimmer
and it is harder to absorb the costs/im-
pact associated with improper and/or poor
business decisions.

This leads one to conclude that
recessionary times call for decisions to
be based more on facts and higher-
quality information and less on feelings
and intuition.

Ram Charan, in the same article, rec-
ommends companies “communicate
intensively. Get information from where
the customer action is and get it to the
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operating people—fast. Companies
should do so routinely, of course. But they
don't. It is counter-intuitive but true that
when the economy slows down, the pace
of decision making has to speed up,
because you can’t put off the tough
decisions anymore.”

Taking fact-based decision making
to the next level in your organization
can be accomplished. In their book,
“Competing on Analytics...The New
Science of Winning,” authors Thomas
Davenport and Jeanne Harris state
that the use of data has shifted dra-
matically and that some companies
have established analytics as a sus-
tainable competitive advantage.

This shift has been seen in a wide
range of industries and companies.
Examples cited by these authors include:
e Consumer products: Anheuser-Busch,

Mars, Proctor & Gamble
e Financial Services: Barclays, Capital

One, Royal Bank of Canada
e Hospitality & Entertainment: Oakland

As, Harrah's, Marriott
e Industrial Products: CEMEX, John Deere
e Pharmaceuticals: Solvay, Vertex
¢ Retail: Amazon.com, JC Penney, Wal-Mart
e Transport: FedEx, Schneider National,

UPS
e E-commerce: Google, Netflix, Yahoo

Continued on page 23
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Their rationale for increasing the use of
analytics is very compelling and includes:
1. “At a time when companies in many

industries offer similar products and
use comparable technology, high
performance business processes
are among the last remaining points
of differentiation.”

2. “Many of the previous bases of com-
petition are no longer available.
Unique geographical advantages don’t
matter in global competition and
protective regulation is largely gone.”

3. Proprietary technologies are rapidly
copied, and breakthrough innovation
in products or services seems in-
creasingly difficult to achieve.”

4. “What's left as a basis for competition
is to execute your business with maxi-
mum efficiency and effectiveness,
and to make the smartest business
decisions possible.”

5. “And analytical competitors wring
every last drop of value from busi-
ness processes and key decisions.”
The authors describe a spectrum

of analytics with the diagram below.
“Analytics encompasses the exten-
sive use of data, statistical and
quantitative analysis, explanatory
and predictive models and fact-
based management to drive deci-
sions and actions.”

The purpose of this article was to de-
scribe alternatives to competing in re-
cessionary times. I would close by ask-
ing how aggressive is your company
during these challenging times and to
what level is your company competing
on analytics?

There are a growing number of com-
panies that are competing successfully
with these aggressive and analytical
approaches to their businesses.
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