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Frost & Sullivan’s Global Research Platform 

 

Frost & Sullivan has over 50 years of expertise in business with a global research 

organization of 1,800 analysts and consultants who monitor more than 300 industries and 

250,000 companies. The company’s research philosophy originates with the CEO’s 360 

Degree Perspective™, which serves as the foundation of its TEAM Research™ 

methodology. This unique approach enables us to determine how best-in-class companies 

worldwide manage growth, innovation and leadership. Based on the findings of this Best 

Practices research, Frost & Sullivan is proud to present the 2012Africa Competitive 

Strategy Leadership Award in the Genset industry to Diesel Electric Services (Pty) Ltd. 

(DES). 

Significance of the Competitive Strategy Leadership Award 

Key Industry Challenges Addressed by Competitive Strategy 

Leadership  

 

The key challenges faced by the South African genset market include the impact of the 

economic recession, an increase in competitors, and the requirement to carry out large-

scale projects and to maintain high product quality. 

Economic Recession: 

The economic recession of 2009 reduced the sales of gensets in the South African market 

by up to 30 per cent. Due to low economic activities, Eskom was able to provide a 

consistent power supply, which led to the drop in genset sales. The lower economic activity 

also led to the reduced export of products from South Africa. As end-users became more 

price-sensitive, they displayed a tendency to purchase low-priced imported products due to 

the similar appearance to the high-priced products. Selling gensets was much easier prior to 

the recession when there were fewer competitors in the market.  

Companies that want to successfully operate in the South African genset market must 

adjust their approach when targeting potential customers, by spending more time building 

meaningful relationships. 

Increase in Competitors: 

One of the key challenges faced by the South African genset market is an increase in 

competitors. Due to a significant underinvestment in power generation infrastructures, the 

South African state power utility, Eskom, encountered problems with aged plants in 2008. 

This led to a dramatic increase in competitors. Many of these competitors were Asian 

importers who offered low-quality products at low prices. Many medium-sized genset 

suppliers lost market-share to these importers. 
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To be able to compete against the low-cost imports, companies must ensure that they offer 

excellent services and support to differentiate themselves from the competitors. 

Large Projects: 

Due to the lack of sufficient capital and the banks’ unwillingness to provide loans, many 

genset suppliers struggled to compete for large tenders. Moreover, many companies are 

often unable to handle the intricate nature of these projects. 

The companies that have a strong balance sheet have a considerate advantage over those 

companies that need to borrow capital. The strategies companies must follow to be able to 

put in bids for large projects are to partner with financially strong companies to ensure that 

they have the necessary capital. 

Product Quality: 

During the significant growth phase of 2008, several end-users opted for low-quality, low-

priced products, especially the Asian imports. Many end-users suffered losses with these 

unreliable gensets. The suppliers of these low-quality imports often did not have the 

necessary expertise to be able to maintain and repair the engines. This led to great 

distrust in gensets and genset suppliers in South Africa. 

Skillful employees combined with decent quality parts will lead to high-quality products 

and services.  

Attracting and maintaining skilled employees is one of the greatest challenges that 

companies in the South African genset market face. There is a high employee turnover in 

this market, and employees move between the different genset companies. Proficient 

employees allow companies to deliver good quality work. 

Companies that create a comfortable working environment, with many opportunities, are 

more likely to retain their good employees, and hence improve product and service 

quality. 

 

Key Benchmarking Criteria for Competitive Strategy Leadership Award 

 

For the Competitive Strategy Leadership Award, the following criteria were used to 

benchmark DES’ performance against key competitors: 

• Leverage of Competitive Intelligence 

• Execution of Competitive Strategy 

• Impact on Market Share 

• Competitive Brand Positioning (brand strength and unique market position) 
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• Impact on Customer Satisfaction/Value 

Decision Support Matrix and Measurement Criteria 

To support its evaluation of best practices across multiple business performance categories, 

Frost & Sullivan employs a customized Decision Support Matrix (DSM). The DSM is an 

analytical tool that compares companies’ performance relative to each other with an 

integration of quantitative and qualitative metrics. The DSM features criteria unique to each 

Award category and ranks importance by assigning weights to each criterion. The relative 

weighting reflects current market conditions and illustrates the associated importance of 

each criterion according to Frost & Sullivan. Fundamentally, each DSM is distinct for each 

market and Award category. The DSM allows our research and consulting teams to 

objectively analyze each company's performance on each criterion relative to its top 

competitors and assign performance ratings on that basis. The DSM follows a 10-point scale 

that allows for nuances in performance evaluation; ratings guidelines shown in this Chart. 

Performance-Based Ratings for Decision Support Matrix 

 

 

This exercise encompasses all criteria, leading to a weighted average ranking of each 

company. Researchers can then easily identify the company with the highest ranking. As a 

final step, the research team confirms the veracity of the model by ensuring that small 

changes to the ratings for a specific criterion do not lead to a significant change in the 

overall relative rankings of the companies. 

Frost & Sullivan’s 10-Step Process for Identifying Award Recipients  
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Best Practice Award Analysis for DES 

The Decision Support Matrix, shown in the Chart below illustrates the relative importance 

of each criterion for the Competitive Strategy Leadership Award and the ratings for each 

company under evaluation. To remain unbiased while also protecting the interests of the 

other organizations reviewed, we have chosen to refer to the other key players as 

Competitor 1 and Competitor 2. 

Decision Support Matrix for  

Competitive Strategy Leadership Award 

Measurement of 1–10 (1 = lowest; 10 = highest) Award Criteria   
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Relative Weight (%) 20% 20% 20% 20% 20% 100% 

DES 7 9 9 8 8 8.2 

Competitor 1 6 6 7 8 6 6.6 

Competitor 2 6 7 6 5 6 6 

 

Criterion 1: Leverage of Competitive Intelligence 

 

Due to a lack of engineering capabilities and proper financing, very few companies are 

able to compete against DES in the high-end genset and turnkey market. DES has 

managed to evaluate the South African genset market correctly, and has started to spend 

more time and energy on developing its capabilities in turnkey projects. It keeps an eye 

on the increasing number of low-quality Asian imports to gain an understanding of the 

market and the possible threats the lower-priced gensets can offer. DES also 

communicates regularly with its suppliers to ensure that it can offer its customers the best 

products at the lowest possible prices. 

 

 

Criterion 2: Execution of Competitive Strategy 

 

DES’s competitive strategy involves offering outstanding service to its customers by 

ensuring that its sales team personally meets with each of its customers in order to learn 

about their specific requirements. While DES’s competitors are restricted by supplier 

agreements, DES displays high flexibility in terms of choosing its suppliers to better serve 

its customers. DES concentrates on turnkey projects and offer advanced engineering 



 

BEST PRACTICES RESEARCH 

© 2012 Frost & Sullivan 6 “We Accelerate Growth” 

capabilities and support. As the owner of DES directly manages the company, it makes for 

fastest possible responses to ensure that quick decisions are made, which leads to less red 

tape and increased competitiveness. The competitive advantages of DES are its flexibility, 

commitment to customer service, a strong balance sheet, and expansive engineering 

capability.  

 

DES has realized that more active selling is required to draw in potential customers. 

Hence, it spends a lot of time building relationships with customers to convince them of 

superior benefits offered by the products of the company. It offers full maintenance along 

with 24/7 call out. The Managing Director, who is also the owner of the company, gets 

notification for each call out, which ensures that management is always aware of the 

customers’ problems. 

 

DES started building its turnkey business over the last 3 to 4 years, identifying the gap in 

the market. They have a large manufacturing plant, and employ almost 400 employees.  

 

The company has the capacity to handle large projects with high complexity. It maintains 

a very strong balance sheet and does not need to borrow money to complete larger 

projects.  

 

DES has modified its supply chain by working with a variety of suppliers in order to ensure 

that its customer’s needs are properly addressed. It has strategic alliances with sister 

companies, such as Sub-Saharan Power Distributors (SSPD), Malaysian Switchgear and 

Kirloskar, to ensure best prices and services. 

 

Criterion 3: Impact on Market Share 

 

DES is the leader in the South African genset market. It has captured over 22 per cent of 

the market share, in terms of revenues, and over 14 per cent, in terms of unit sales, in 

2010. DES has been able to acquire this dominant market position by executing its 

competitive strategy that focuses on offering its customers the best products for their 

specific needs at the best price. 

 

 

Criterion 4: Competitive Brand Positioning (brand strength and unique market position) 

 

DES has a well-known logo that is recognized in the industry. It spends its advertising 

budget on personal branding in order to build good relationships with its customers. DES’s 

product quality, knowledge and expertise have been a key factor to the company’s brand 

and success. 

 

Criterion 5: Impact on Customer Satisfaction/Value 

 

DES focuses on continuously improving its customer services. It offers 24/7 call outs and 

24-hour diesel delivery services in order to ensure that customers experience minimum 
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downtime. The company provides extra items on its gensets as a standard offering that 

deliver additional value to its customers. DES managed to overcome industry challenges 

like the economic recession and increased competitors by being flexible in brand choice 

and by offering great customer service. Driven by its high flexibility, it insures that its 

customers get their required solutions much faster and at better prices. 

 

Conclusion 

DES is currently the leader in the South African gensets market with more than 22 per 

cent share, in terms of revenues, and 14 per cent, in terms of unit sales. It displays a very 

strong customer focus by building relationships with its customers to ensure that their 

needs are met. The company’s superior engineering capabilities and its strong balance 

sheet allows it to efficiently work on and complete large and complex projects. Its high 

flexibility allows it to efficiently satisfy its customers’ needs, in terms of cost, scope and 

lead-time. It has created a strategy that allows it to dominate the South African gensets 

market, especially in terms of winning tenders. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The CEO360 Degree PerspectiveTM  Visionary Platform for Growth 

Strategies 

The CEO 360 Degree Perspective™ model provides a clear illustration of the complex 

business universe in which CEOs and their management teams live today.It represents the 

foundation of Frost & Sullivan's global research organization and provides the basis on 

which companies can gain a visionary and strategic understanding of the market.The CEO 
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360 Degree Perspective™ is also a “must-have” requirement for the identification and 

analysis of best-practice performance by industry leaders. 

The CEO 360 Degree Perspective™ model enables our clients to gain a comprehensive, 

action-oriented understanding of market evolution and its implications for their companies’ 

growth strategies. As illustrated in the Chart below, the following six-step process outlines 

how our researchers and consultants embed the CEO 360 Degree Perspective™ into their 

analyses and recommendations. 

How the CEO's 360 Degree Perspective™ Model Directs Our Research 
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Critical Importance of TEAM Research 

 

Frost & Sullivan’s TEAM Research methodology represents the analytical rigor of our 

research process. It offers a 360 degree view of industry challenges, trends, and issues by 

integrating all seven of Frost & Sullivan's research methodologies. Our experience has 

shown over the years that companies too often make important growth decisions based on 

a narrow understanding of their environment, leading to errors of both omission and 

commission. Frost & Sullivan contends that successful growth strategies are founded on a 

thorough understanding of market, technical, economic, financial, customer, best 

practices, and demographic analyses. In that vein, the letters T, E, A and M reflect our 

core technical, economic, applied (financial and best practices) and market analyses.The 

integration of these research disciplines into the TEAM Research methodology providesan 

evaluation platform for benchmarking industry players and for creating high-potential 

growth strategies for our clients. 

Benchmarking Performance with TEAM Research 

 
 

 

Impact of Competitive Strategy Leadership Award on Key Stakeholders 

 

The Competitive Strategy Leadership Award is a prestigious recognition of DES’ 

accomplishmentsin gensets.An unbiased, third-party recognition can provide a profound 

impact in enhancing the brand value and accelerating DES’ growth. As captured in Chart 1 

below, by researching, ranking, and recognizing those who deliver excellence and best 

practices in their respective endeavors, Frost & Sullivan hopes to inspire, influence, and 

impact three specific constituencies: 

• Investors 

  Investors and shareholders always welcome unbiased and impartial third-party 

recognition. Similarly, prospective investors and shareholders are drawn to 

companies with a well-established reputation for excellence. Unbiased validation is 

the best and most credible way to showcase an organization worthy of investment. 

• Customers 



 

BEST PRACTICES RESEARCH 

© 2012 Frost & Sullivan 10 “We Accelerate Growth” 

  Third-party industry recognition has been proven to be the most effective way to 

assure customers that they are partnering with an organization that is leading in its 

field.   

• Employees 

  This Award represents the creativity and dedication of DES executive team and 

employees. Such public recognition can boost morale and inspire your team to 

continue its best-in-class pursuit of a strong competitive positionfor DES. 

Best Practices Leverage for Growth Acceleration  

 
 

 

 

About Frost & Sullivan 

Frost & Sullivan, the Growth Partnership Company, enables clients to accelerate growth 

and achieve best-in-class positions in growth, innovation and leadership. The company's 

Growth Partnership Service provides the CEO and the CEO's Growth Team with disciplined 

research and best-practice models to drive the generation, evaluation and implementation 

of powerful growth strategies. Frost & Sullivan leverages over 50 years of experience in 

partnering with Global 1000 companies, emerging businesses and the investment 

community from more than 40 offices on six continents.  


