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To remain competitive, today’s
manufacturers and automotive companies
must produce more at a faster pace.
These companies must evolve their
production processes — and even their
business models — while grappling
with costly technological advances and
vast labor shortages.

This pressure is leading many in the industry to form strategic
alliances — sometimes with competitors — to keep pace with
heightened customer expectations. Doing so, however, comes
with its own set of challenges, making risk management and
insurance critical components of these arrangements.
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Manufacturing and automotive companies are facing digital



At the same time, technology is increasing competition, creating
demand for more skilled labor and presenting evolving privacy,
security, and safety issues. Adding to these challenges is the
integration of new technology into manufacturing processes,
which can be costly and complex; solutions can quickly become
outdated, and updating one network or system often requires
altering others so they are compatible.

Manufacturers face great risk from what is often deemed the
“fourth industrial revolution.” They are susceptible to intellectual
property theft by cyber hackers, business interruption from
system shutdowns, and financial losses and reputation

damage from hefty development costs for products that do not
meet revenue expectations.
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These mounting risks are leading manufacturers and automotive
companies to form strategic alliances, which are formal
partnerships whereby two independent companies remain
separate entities but share resources or collaborate on projects for
their mutual benefit.

Such strategic alliances often involve intertwining supply chains,
technology, production locations, and/or finances. For instance,
some automakers share technology and facilities to develop
autonomous driving systems and electric vehicle platforms,
while many food and beverage manufacturers share distribution
networks and facilities to expand their reach.

These alliances can be beneficial, allowing collaborating
companies to:

= Improve product development: Two minds are better
than one. When two similar or complementary companies
collaborate, they can bring different resources to bear,
which can lead to real transformation. Rather than creating
“separate but equal” standard products, they can unite to
create truly innovative products that will move the needle

2 = Emerging Risks Spur Strategic Alliances in Manufacturing and Automotive Industries


https://www.cmocouncil.org/media-center/press-releases/partnerships-essential-to-business-success-but-companies-report-they-often-fail
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