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Frost & Sullivan’s  Global Research Platform 

Frost & Sullivan is entering its 50th year 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 in turn 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 2010 North American Product Line 

Strategy of the Year Award in the Industrial UPS market to Alpha Technologies (Alpha). 

Significance of the Product Line Strategy Award 

Key Industry Challenges Addressed by Product Line Strategy Award 

 

The Use of Commercial UPSs as a Cheaper Alternative Challenges Market Growth  

Supervisory control and data acquisitions (SCADA) systems are an integral part of the 

industrial UPS markets. In the manufacturing, production, power generation, fabrication 

and refining sectors, processes may run in continuous batches, repetitive processes or 

discrete modes. In such processes, it is evident that SCADA systems monitor and maintain 

the pace of assembly lines or operations. SCADA systems require adequate back-up power 

to support in times of mains power failure. Since such equipment does not necessarily 

require industrial grade UPS systems to support them, commercial grade UPS systems 

have found their way into these segments. Additionally, the presence and availability of 

cheaper commercial UPS systems continues to be a threat to the industrial grade UPS 

systems. 

Lack of Technology Innovation Affecting Product Penetration 

The industrial UPS is very similar to the commercial UPS while comparing the rate of 

technology innovation. UPS technology has existed for several decades yet advances in 

technology have been fairly minimal. Traditional UPSs continue to use lead acid batteries 

as the energy storage component and hence power density enhancements have been 

minimal. The technological advancements in battery chemistries have not been leveraged 

adequately to drive a technology turnaround in UPS markets. The changes that have 

occurred include increased noise filters, cooling options as well as efficiency 

enhancements. However, such small changes continue to threaten increased penetration 

of a technology that faces stiff competition from other emerging markets such as smart 

grid implementation, superconducting transmission methods as well as efforts to stabilize 

the grid power at the grid level itself. 
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In a mature market such as the North American industrial UPS market, it is evident that a 

company with a robust product line as well as an effective marketing strategy has the 

necessary strengths to pursue growth. The efficiency of its product and proven customer 

satisfaction is likely to help determine its ability to override the penetration of commercial 

UPSs into the industrial UPS market space. 

Impact of Product Line Strategy Award on Key Stakeholders 

The Product Line Strategy of the Year Award is a prestigious recognition of Alpha’s 

accomplishments in the industrial UPS market.  An unbiased, 3rd party recognition can 

provide a profound impact in enhancing the brand value and thereby accelerating Alpha’s 

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 

  3rd 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 Alpha’s executive team and 

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

continue its best-in-class pursuit of a strong product line for Alpha. 
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  Chart 1: Best Practices Leverage for Growth Acceleration  
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Key Benchmarking Criteria for  Product Line Strategy Award  

For the Product Line Strategy of the Year Award, the following criteria were used to 

benchmark Alpha’s performance against key competitors: 

• Breadth of Product Line 

• Size of Addressable Customer Base 

• Impact on Customer Value 

• Impact on Market Share 

• Breadth of Applications/Markets Served 

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 are shown in Chart 2. 
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Chart 2: 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. 

Chart 3: Frost & Sull ivan ’s  10 Step Process for Identifying Award-Recipients 

Best Practice Award Analysis for Alpha Technologies  

The Decision Support Matrix, shown in Chart 4, illustrates the relative importance of each 

criterion for the Product Line Strategy of the Year 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. 
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Chart 4: Decision Support Matrix for  

Product Line Strategy Award 

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

Alpha Technologies 8.1 8.3 8 8.2 7.9 8.1 

Competitor 1 7.5 7.7 7.9 7.2 8 7.6 

Competitor 2 7.6 7.6 7.5 7.4 7.3 7.5 

 

Criterion 1: Breadth of Product Line 

 

Alpha’s product line caters to the industrial UPS market in North America and around the 

world. Headquartered in Canada, the company is well positioned to leverage the Canadian 

oil reserves and serve into the oil and gas industrial market space in addition to its core 

telecom and broadband markets, all of which require the ability to reliably operate in rugged 

environments. This award features its Alpha Modular Power System 80 HP inverter/hybrid 

AC-DC (AMPS80) product line. It is featured with the ability to operate in single, two and 

three phase industrial environments and has the added advantage of a 48VDC bus which 

enables it to tie in with existing higher quality battery banks. The high performance system 

offers 94% system efficiency, resulting in significant operational savings for industrial 

organizations while enabling them to reach their green business initiatives. Alpha's smart, 

unified controller with integrated Ethernet/SNMP interface monitors and manages both 

inverter and rectifier modules, as well as smart peripherals like battery monitoring, though 

a web based GUI and local LCD touch screen.  

 

Another pertinent addition to the Alpha product line is the Alpha Indoor Enclosure (AIE 9). 

The AIE9 enclosure is built to house any of the Alpha rugged UPS's along with sufficient 

industrial grade batteries to provide long back-up times in a dense and elegant solution able 

to sustain broad temperature ranges and poor air quality. Managing backup power includes 

constant maintenance and service checks, options to expand when the load expands as well 

as the ability to organize in an aesthetically pleasing manner. In addition, the Alpha product 

line is complemented with the standard FXM rugged outdoor UPSs which are available in 

650, 1100 and 2000 watts with a smaller 350 watt model coming soon.  
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The range of product is very robust even for its competitors yet Alpha’s products have 

outdone its competitors while ranking it according to specific criteria. Its highest points were 

scored in the size of the addressable customer base. The company maintains its focus on 

specific end user verticals and maximizes its marketing in those markets. 

 

Criterion 2: Size of Addressable Customer Base 

The size of Alpha's addressable industrial customer base is quantified mainly from the oil 

and gas as well as utility industries present in Canada. The company’s sales in North 

America are also a significant part of its business. As it focuses on these two geographic 

markets, the company has leveraged the single most prominent opportunistic market in the 

world industrial UPS market. Although the market in North America was the first to be 

affected by the economic downturn, it has also proven to be the fastest to get back on track 

in its recovery.  

 

AMPS80 Product features that have enabled the company’s ability to address its niche 

markets include the 99.99 percent availability for mission critical indoor applications. Its 15 

year design life is high for industrial settings, as well as its mean time between failure of 

greater than 200,000 hours are additional qualities that enable the company to position an 

attractive total cost of ownership to its customers. Above all, its small footprint has enabled 

the company to offer a true value proposition although at a competitive price as well to its 

customers.  

 

Its competitors evaluated have shown a vast and unfocussed geographic reach as well as 

generic products that are sometimes not truly designed to adapt to all climates. This has set 

them back on their time to market as well as their unjustified price premiums on the 

customer. 

 

Criterion 3: Impact on Customer Value 

True customer value is evaluated based on the customer’s return on investment. Alpha’s 

customers have been a testament to its abilities to provide value for their money. The 

company has even had some of its single product customers who have been disgruntled 

with other products come right back to state that they would like a complete installation 

offering from Alpha due to their reliability. This kind of customer value, especially as viewed 

by the customer, is the true driver for a company that is beginning to make an impact and 

significantly penetrate the industrial UPS market. 

 

Although its competitors have also mentioned such factors on paper, they have not been 

able to impact the market as significantly with a limited and focused product line as 

expounded by Alpha.  

 

Criterion 4: Impact on Market Share 

The company’s market share was stated to have increased year on year despite the 

economic downturn. The company has not witnessed declines on par with the total market 

trend which is a testament to its product line and overall business strategy. Companies such 

as Alpha that are sustained by robust products and loyal customers are more likely to 
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remain stable during all kinds of market conditions. The company’s recent acquisition of 

Argus has leveraged and reiterated its presence in the industrial market. This consolidation 

is expected to help the company show higher market share growth in the future. 

 

Its competitors significantly reduced during the economic crisis of 2008 and 2009 and were 

directly affected by the falling manufacturing industries in the US and Canada. 

 

Criterion 5: Breadth of Applications/Markets Served 

Its application markets range from telecom, broadband, oil and gas and utility to milling 

machines and small mission critical facilities. Additional application markets include traffic 

intersections and intelligent transportation systems, infrastructure, security systems, 

parking power systems and medical UPSs. Some market participants also look at mission 

critical applications and have a significant presence in medical application markets along 

with the required specified certifications to operate in the niche market. For example, an 

industrial UPS should uphold industrial codes such as (International Electro technical 

Commission) IEC and North American Standards as well.  

 

Alpha’s product line is designed to function and operate in the specific end user segments 

identified by the company. Its competitors have generic application markets and serve them 

as a whole rather than taking an end user based approach to market. 

The CEO 360 Degree Perspective
TM 

- 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 360 

degree perspective is also a “must-have” requirement for the identification and analysis of 

best-practice performance by industry leaders.  

The 360 degree 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 Chart 5 below, the following six-step process outlines how our 

researchers and consultants embed the 360 degree perspective into their analyses and 

recommendations:   
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Chart 5: How the CEO's 360 Degree Perspect ive Model  Dir ects Our Research 

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 7 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 the 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 provides an 
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evaluation platform for benchmarking industry players and for creating high-potential 

growth strategies for our clients.  

Chart 6: Benchmarking Performance with TEAM Research  

 

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 almost 50 years of experience in 

partnering with Global 1000 companies, emerging businesses and the investment 

community from 31 offices on six continents. To join our Growth Partnership, please visit 

http://www.frost.com. 

http://www.frost.com/

