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What is Competitive Analysis?
» A competitive analysis can help you learn the ins
> A competitive. analysis identifies your competitors and outs of how your competition works, and
and evaluates their strategies to determine strengths identify potential opportunities where you can out-

and weaknesses relative to-your brand. perform them.

» It also enables you to stay atop of industry trends
and ensure your product is' consistently meeting
— and exceeding — industry standards.

» A competitive  analysis often includes a SWOT
analysis that helps the marketer define a competitive
marketing plan.

» A competitive analysis is the process of categorizing
and evaluating your competitors to understand their
strengths and weaknesses in comparison to your
own.

S

STRENGTHS THREATS

» A competitive analysis is a strategy. where you
identify -~ major competitors and  research their
products, sales, and marketing strategies.

» By doing this, you can create solid business
strategies that improve upon your competitor's.
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What is the purpose of a competitive = What should a competitive analysis
analysis? Include?

» The purpose of the competitive  Your competitive analysis.should include:
analysis-.. Is .- to determine the

strengths and weaknesses of the > ldentifying your competitors.
competitors within your market, . | |
strategies that will provide you with a > Obtaining Information  about  your

distinct advantage, the barriers that competitors. - Brand awareness - the % of
can be developed in order to prevent your target market that are aware of your
competitors.

competition from entering your
market, and any weaknesses that

: » Evaluating their strategies. - Determine
can be exploited.

their strengths and weaknesses relative to
your brand's.
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Benefits of conducting competitive
analyses:

» Helps you identify your product's unique value
proposition —and.-what makes your product
different from. competitors', which can inform
future marketing efforts.

» Enables you to identify what your competitor .is
doing right. This information is critical for staying
relevant and ensuring both your product and your
marketing campaigns are outperforming industry
standards.

» Tells you where your competitors are falling short
— which helps you identify areas of opportunities
in the marketplace, and test out new, unique
marketing strategies they haven't  taken
advantage of.

» Learn through customer reviews
what's’ missing -in ~a - competitor's
product, and consider how you might
add features to your own product to
meet those needs.

» Provides you with a benchmark

against which you can measure your
own growth.

g :'« ANALYSIS




STRATEGIC MANAGEMENT How to.do a' Competitive Analysis: CHAPTER 7

How to do a Competitive Analysis: 7. Take note of your competition's content

: : strategy.
1. Determine who your competitors are.
8. Learn whattechnology stack your

2. Determine what products your competitors competitors' use.

offer.

9. Analyze the level of engagement on your

3. Research your competitors sales tactics and competitor's content.

results.

10. Observe how they promote marketing

4. Take a look at your competitors' pricing, as content.

well as any perks they offer.

_ y . 11. Look at their social media presence,
5. Ensureyou're meeting competitive shipping strategies. and go-to platforms
costs. ’ '

12. Perform a SWOT Analysis to learn their
strengths, weaknesses, opportunities, and
threats.

6. Analyze how your competitors market
their products.
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1. Determine who your competitors are.

> First, you'll need to figure out who you're really =~ > On the flip side, an‘indirect competitor is one

competing with so you.can compare the data that provides_products that are not the same
accurately. but could satisfy the .same customer need or

solve the same problem.
» What works in a business similar to yours may _
not work for your brand. > It seems simple enou_gh on paper, but these
two terms are often misused.

» S0 how can you do this? _
» When comparing your brand, you should

> Divide your “competitors” into two categories: only focus.on your direct competitors. This is
direct and indirect. something many brands get wrong.

» Direct competitors are businesses that offer a
product or service that could pass as a similar
substitute for yours, and-that operate in your
same geographic area.
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2. Determine what products your competitors
offer.

» At the heart of ‘any business is its product or
service, which.is what makes this a good place
to start.

» You'll want to analyze your competitor's
complete product line and the quality of the
products or services they're offering.

» You should also take note of their pricing and
any discounts they're offering customers.

Some questions to consider include:

v

v

Are they a low-cost or high-cost provider?

Are they working mainly volume sales or one-
off purchases?

What is their market share?

What are characteristics and needs of their
ideal customers?

Are they using different pricing strategies for
online purchases versus brick and mortar?

How does the company differentiate itself
from its competitors?

How do they distribute their

products/services?
10



STRATEGIC MANAGEMENT How to do a Competitive Ana|ysis: CHAPTER 7

3. Research your competitors sales tactics
and results.

d What are their customers reasons for not
buying? For. ending their relationship with

_ | _ the company?
O Running a sales -analysis of your competitors

can be a bit tricky. Q What are theirrevenues each year?

d You'll want to track down the answers to— [@Q \What about total sales volume?
guestions such as:

O Do they regularly discount their products or

O What does the sales process look like? services?
d What channels are they selling through? O How involved is a salesperson in the
_ : process?
4 Do they have multiple locations and how does
this give them an advantage? Q These helpful pieces of information ‘will
: | give you an idea of how -competitive the
4 Are they expanding? Scaling down? sales process is, and what information you

_ need to prepare your sales reps with to
d Do they have partner reselling programs? compete during the final buy stage. 11
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4. Take a look at your competitors' pricing,

as well as any perks they offer. > Of course, there are other factors that go into

There are a few major factors that go into correctly
pricing your -product-— and one major one ‘is
understanding how . much your competitors' are
charging for a similar product or service.

If you feel your product offers superior features to
that of a competitors', you might consider making
your product or service more expensive than
industry standards.

However, if you do that, you'll want to ensure your
sales reps are ready to explain why-your product Is
worth the additional cost.

Alternatively, perhaps you feel there's a gap in your
industry for affordable products. If that's the case,
you might aim to charge less than competitors' and
appeal to prospects who aren't looking to break the
bank for a high-quality product.

correctly pricing a product, but it's critical you
stay on-top of industry. pricing to ensure
you're pricing your-product in a way that feels
reasonable to prospects.

Additionally, take a look at any perks your
competitors' offer and how you might match
those perks to compete.

For instance, perhaps competitors' offer a
major referral discount, or a month-long free
trial version.

These perks could be the reason you're
losing customers, so if it feels reasonable for
your brand, consider where you might match
those perks — or provide some unique perks
of your own, if competitors' don't offer any.

12
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5. Ensure you're meeting competitive shipping

COsSts.
» Did you know-expensive shipping is the number one We no_tice-d you left
reason for cart abandonment? something in your cart

Would you like to complete your purchase?

» Nowadays, free shipping IS a major perk that can
attract consumers to choose one brand over
another. If you work in an industry where shipping Is
a major factor — like ecommerce — you'll want to
take a look at competitors' shipping costs and
ensure you're meeting (if not exceeding) those
prices.

» If most of your competitors' offer free shipping, you'll
want to look into the option for your own company. If
free shipping isn't_a - practical option for your
business, consider. how you might differentiate in
other ways — including loyalty programs, holiday
discounts, or giveaways on social media. 13




STRATEGIC MANAGEMENT How-to-do a Competitive Analysis:

6. Analyze how your competitors market their
products.

Analyzing your. competitor's website is the fastest way
to gauge their marketing efforts.

Take note of any.of the following items and copy down
the specific URL for future reference:

v" Do they have a blog?

v' Are they creating whitepapers or ebooks?
v" Do they post videos or webinars?

v Do they have a podcast?

v' Are they using static visual content such as
infographics and cartoons?

v" What about slide decks?

Do they have a FAQs section?
Are there featured articles?
Do you see press releases?
Do they have a media kit?
What about case studies?

Do they publish buying guides and data
sheets?

What online and offine advertising
campaigns are they running?

CHAPTER 7

14
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7.

d

Q

Take note of your competition's content
strategy.

Then, take a look at the quantity of these items.
Do they have several hundred blog posts or a
small handful? Are there five white papers and
just one ebook?

Next, determine the frequency of these content
assets. Are they publishing something new each
week or once a month? How often does a new
ebook or case study come out?

Chances are, if you come across a robust archive
of content, your competitor has been publishing
regularly. Depending -on the topics they're
discussing, this content may help you hone in on
their lead generating strategies.

How-to do a Competitive Analysis:

4 From there, you should move on to

evaluating the quality of their content.
After all, if the quality is lacking, it won't
matter how often .they post since their
target audience won't find much value
there.

Choose a small handful of samples to
review instead of tackling every single
piece to make the process more
manageable.

Your sampler should include  content
pieces covering a variety of topics so
you'll have a fairly complete picture of
what your competitor shares with their
target audience.

15

CHAPTER 7



How to do a Competitive Analysis:

AWARENESS EVALUATION ., PURCHASE

Whitepaper, EDOOK, — proguct Wabinar, Case ree ridl, Live
Kit. Tip Sheaeat, Study, Sample. FAQ Demo

Chacklist. How-To Data Sheet Demo Video
Vicieo, EQucationsd

Webinas




How to do a Competitive Analysis:

Cornoent 45y ' ! . Uistnbution
suat! i : ‘ Pl




STRATEGIC MANAGEMENT

8. Learn what technology stack your

competitors' use.

U Understanding what types of technology your

competitors' use can. be critical for helping
your - own company reduce friction and
Increase momentum within your organization.

For instance, perhaps you've seen positive
reviews about a competitor's customer
service — as you're conducting research,
you learn the customer - uses  powerful
customer service software you haven't been
taking advantage of.

This information should arm you with the
opportunity to -outperform your competitors'
processes.

How-to do a Competitive Analysis:

d

d

CHAPTER 7

To figure out - which- ~software your
competitors' use, type the company's URL
into Built. With, an - effective tool for
unveiling what technology your
competitors' site runs on, along with third-
party plugins ranging from analytics system
to CRMs.

Alternatively, you might consider looking at
competitors' job listings, particularly - for
engineer or web developer roles.

The job listing will likely mention which
tools a candidate needs to be familiar with
— a creative way to gain-intel into the

technology your competitors' use.
18
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9. Analyze the level of engagement on your

competitor's.content. > Readers ' respond -better -to Facebook

, , updates about certain content
» To gauge -how engaging your competitor's

content s to their readers, you'll need to see
how their target audience responds to what
they're posting.

» Don't forget to note - if - your competitor
categorizes their content using tags, and if
they have social media follow and share

buttons attached to each piece of content.
» Check the average number of comments,

shares, and likes on your competitor's content
and find out if:
» Certaintopics resonate better than others

» The comments are negative, positive, or a mix

» People are tweeting-about specific topics more
than others

19
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10. Observe how they promote their marketing
content.

From engagement, you'll move right along to your
competitor's content promotion strategy.

v' Keyword density in the copy itself
v' Image ALT text tags
v Use of internal linking

The following questions can- also help you
prioritize and focus on what to pay attention to:

*» Which keywords are your competitors focusing
on that you still haven't tapped into?

* What content of theirs is highly shared- and
linked to?

* How does your content compare?

* Which social media platforms ‘is your target
audience using and the most active on?

“ What other sites are ‘linking back to your
competitor's site, but not yours?

*» Who else is sharing what your competitors are
publishing?

s Who is referring traffic to your competitor's
site?

% For the keywords you want to focus on, what is
the diffculty level?

s There are several free (and paid) tools that will
give you a comprehensive evaluation of your

competitor's search engine optimization. 20
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O If your competitors are using a social
network that you may not be on, it's worth
learning - more. .about. how that platform
may be able to help your business, too.

11. Look at their social media presence,
strategies, and go-to platforms

The last area you'll want-to evaluate when it comes
to marketing IS . your competitor's social media

presence and engagement rates O To determine if a ‘new - social media

platform is worth your time, check your
competitor's engagement rates on those

v How does your competition drive engagement .
sites.

with their brand through social media?

O First, visit the following sites to see if your
competition has an account on these
platforms:

v Do you see social sharing buttons with each
article?

v Does your competitor have links. to their social

@
media channels in the header, footer, or i Facebook Llnked m
somewhere else? Twitter -
» Instagram -
s a1 Linked
v 2
Are these clearly visible® > Linkedin
: : » YouTube
v Do they use calls-to-action with these buttons? > Pinterest 21
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Then, take note of the following quantitative items
from each platform:

>

>

Number of fans/followers
Posting frequency and consistency

Content engagement (Are users leaving
comments or sharing their posts?)

Content virality (How many shares, repins, and
retweets do their posts get?)

With the same critical eye you used to gauge
your competition's content marketing strategy,
take a fine-toothed comb to analyze their social
media strategy.

How te-do_a Competitive Analysis: CHAPTER 7

» What kind of content are they.posting?

» Are they more focused on driving people
to landing pages, resulting in new leads?

» Or are they posting visual content to
promote engagement and brand
awareness?

22
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12. Perform a SWOT Analysis to learn their
strengths, weaknesses, opportunities,
and threats.

d As you evaluate each component In your . -‘ g -

competitor analysis (business, sales, and

marketing), get into the habit of performing a g \/
simplified SWOT analysis at the same time. fﬁg"?

O This means vyou'll take note of your SWOT ANALYSIS
competitor's strengths, weaknesses,

opportunities, and threats any ‘time you
assess an overall grade.

24
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WHAT IS A SWOT ANALYSIS? SWOT Analysis

PURPO SE
v SWOT stands for Strengths, Weaknesses, Enter the purposs of the analysis hers

Opportunities, and Threats, and so a SWOT
Analysis is a technique for assessing these |

Vhat do our customers love most? Where do we lack eficency?

—

four aspects of your business. e

Vhat are we more eficent at? Where are we vasting money?

Vhat can we do in less tme? What do our competitors do better?

|
W 1
v' You can use SWOT Analysis to make the QR Ve sttt |
most of what you've got, to your —
organization's best advantage. ‘

\
v
What can we do for less money? Where are ve wasting time and résources?
.'4
\
V

O  externaLoppoRTUNITIES [l T EXTERNAL THREATS
What changes are occurring n cur market's
| _envimnment?

What s missng n our market?

What could we create or do better than a

v And you can reduce the chances-of failure, 2 R N BTN
by understanding what you're lacking, and
eliminating hazards that would -otherwise BA| wratopenings mtne martstaremers2 | R 2 s enyhrestenng govemment polces |
catch you unawares.

What newlirends are occurmng?

ACTION ITEMS & GOALS

v’ Better still, you can start-to craft a strategy
that  distinguishes. you  from  your
competitors, and so compete successfully in
your market.

AN We (S € Our sTengths 1o help us succaed”
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SWOT ANALYSIS

Company SWOT Analysis

How to Develop a Strategy For Success

» Use SWOT Analysis to assess _your S W O T

organization's current position before you decide Strengths Weaknesses | Opportunities Threats
on any new strategy. —

» Find out what's working well, and what's not so
good.

» Ask yourself where you want to go, how you
might get there — and what might get in your way.

» These are big issues, and you'll need a powerful
but simple technique to help you: SWOT
Analysis.

27
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v To clarify which section an idea

You can approach a SWOT Analysis in two ways: belongs to, it may be useful to think of

Strengths and Weaknesses as internal

w ) factors = — ‘that ‘is, to .do with the

1. Toget people together to "kick off" strategy organization; its . assets, processes,
formulation-informally, and people.

2. Or as a more sophisticated and formal tool. v' Think of Opportunities and Threats as

external factors, arising from your
market, your competition, and the

v In either case, gather a team from a range of wider economy.
functions and levels in your organization.

v' Use Brainstorming techniques-to build a list of
ideas about where your organization currently
stands.

v' Every time you identify a Strength, Weakness,
Opportunity, or Threat, write it down in the
relevant part of the grid.

3D SWOT ANALYSIS 2 8


https://www.mindtools.com/brainstm.html

organization's Unique Selling
Proposition (USP), and add this to the



https://www.mindtools.com/pages/article/newTMC_11.htm
https://www.mindtools.com/pages/article/newTMC_11.htm
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How to Conduct a:SWOT Analysis?

O Like feature-benefit matrices, there are several
ways to conduct a SWOT analysis.

 However, regardless of how you choose to
structure your analysis, we need to start by
asking a series of questions.

O Let's take our first element, Strengths, for
example.

' To determine what your strengths ‘are as an
organization, you could begin by asking some
of the following questions:

What do your customers- love about your
company or product(s)?

What does your company do better than
other companies in your industry?

What are your most positive brand
attributes?

What's your unique selling proposition?

What resources do you have at your
disposal that your competitors-do not?

33
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We can use the same principle to determine your
company’s weaknesses:

1.

What do your customers dislike about your
company or product(s)?

What problems or complaints are often
mentioned in your negative reviews?

Why do your customers cancel or churn?
What could your company do better?
What are your most negative brand attributes?

What are the biggest obstacles/challenges in
your current sales funnel?

What resources do your competitors have that
you do not?

SWOT ANALYSIS

» You may find that

determining the
strengths and weaknesses of your
organization or project is considerably
easier or takes less time than figuring out
the opportunities and threats facing your
company.

This Is because, as we said earlier, these
are internal factors.

External factors, on the other hand, may
require more effort and rely upon more
data, as these are often beyond your
Immediate sphere of influence.

34
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O Identifying. opportunities and threats may require

SWOT ANALYSIS

External

you to. conduct (in-depth competitive intelligence - industryspecmc

research“about what. your competitors are up to,

or the examination of wider economic or business

' Tech /Shareholders

trends that could have an impact on -your | Internal
company.
pany Creditors
, Structure

O That's not to say that opportunities and threats | .. Rfsuo'tuur':es

cannot be internal, however; you may discover ¢

opportunities and threats based solely on the | '\ Communities

strengths and weaknesses of your company. "R | Suppliers

Political/Regulatory

Customers

Competitors

CHAPTER 7

Economic

35
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Some possible questions you could ask to’identify
potential opportunities might include:

1.

How can._ we improve our sales/customer
onboarding/customer support processes?

What kind-of messaging resonates with our
customers?

How can we further engage our most vocal
brand advocates?

Are ‘we allocating departmental resources
effectively?

Is there budget, tools, or other resources that
we’re not leveraging to full capacity?

Which advertising channels exceeded our
expectations — and why?

SWOT ANALYSIS

CHAPTER 7

How to Conduct a SWOT Analysis

for Your Small Business

&

/
What do you
do well?

What are
your goals?

ED the balance

O

OPPORTUNITIES

Where do
you need to
improve?

What obstacles
do you face?

36
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O When it comes to threats, you could certainly

begin by asking a series of questions like those
above.

However, it's often quite easy to come up with a
list of potential threats facing your business or
project without posing questions beforehand.

This could include “branded” threats such as
emerging or established - competitors, broader
threats” ~ 'such as  changing regulatory
environments and market -volatility, or even
internal threats such as high staff turnover that
could threaten or derail current growth.

SWOT ANALYSIS

Strengths

Strengths are factors which the company
holds expertise in and contribute to the
continued success of the organization.
These are the basis for the continued
success of the organization and will

assist in gaining the organization’s

__mission.

Opportunities

The environment within which our

organization operates offers

opportunities. An organization can
identify such opportunities and enjoy
benefit arising from them by planning

and executing required strategies.

CHAPTER 7

Weaknesses
Weaknesses are factors that prevent an
organization from meeting its mission
and achieving full potential.  These
weaknesses hamper the organizational

success and growth.

Threats
Threats are factors existing in the
external environment that jeopardize the
profitability and reliability

organization. Such threats are

of the

uncontrollable and prove to be a risk to

the stability and survival of the

| organizations.

37
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O The

WHAT IS BCG PORTFOLIO ANALYSIS?

Boston Consulting
group’s product portfolio matrix (BCG matrix)
IS designed to help with long-term strategic
planning, to help a business consider growth
opportunities by reviewing its portfolio of
products to decide where to invest, to
discontinue or develop products. It's also
known as the Growth/Share Matrix.

0 A BCG matrix helps businesses analyze both

the current and future competitive landscape of
their industry, and then plan accordingly.

BCG MATRIX ANALYSIS

(d Business models are based on providing products

or services that are profitable now, but they also
attempt to identify changes in offerings that will
keep the company profitable in the future.

O The current moneymakers. are easy to identify

now, but a good business strategy also asks,
"What about the future?”

Created by the Boston Consulting Group, the BCG
matrix — also known as the Boston or growth
share matrix — provides a strategy for -analyzing
products according to growth and relative market
share.

O The BCG model has been used since 1968 to help

companies gain insights on what products best
help them capitalize on market share growth
opportunities and give them a competitive
advantage.

CHAPTER 7

38
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BCG MATRIX ANALYSIS

Creating your matrix

Relative Market
Share
High Low

fad 15

High

Market Growth Rate

Miro
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BCG MATRIX ANALYSIS

Relative Market Share

High

Market Growth Rate
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BOSTON CONSULTING GROUP MATRIX

WHATARE THE FOUR GATEGORIES OF

BCG MATRPXZ

The growth-share matrix aids the company in
deciding which products or units to either
keep, sell, or invest more in. The BCG growth-
share matrix contains four distinct categories:

"dogs,
marks.”

cash cows," "stars," and “question

:
:

PR MARKETING THEORIES EXPLAINED

41
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STARS:

Relative Market
Share

High

High

Market Growth Rate
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CASH COWS:

Relative Market

Share
Low

d

High

High

NetMBA

Market Growth Rate
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BCG MATRIX ANALYSIS

DOGS:

Relative Market
Share
High Low

ad ©

Market Growth Rate
High

Low
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QUESTION MARKS: —

High Low

fad I

Market Growth Rate
High

Low
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USING THE BCG MATRIX TO STRATEGIZE
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THE ROLE OF CASH FLOW IN THE BCG MATRIX

noted_

Cash Flow - How It Works to Keep Your Business Afloat
-

r 7222274 \
oy
(72222227 L]

B} the balance
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A REAL-LIFE BCG MATRIX EXAMPLE

worthwhile to look at a real-life BCG matrix
example and then share the matrix with your
team.



http://heartofcodes.com/bcg-matrix-coca-cola/
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BCG MATRIX ANALYSIS

An alternative for another perspective

High

Cash Usage

GE/McKinsey matrix_

Low

Cash Generation
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BARGAINING POWER OF SUPPLIERS:
Number and size of suppliers
Uniqueness of each supplier’s product
Focal company’s ability to substitute

THREAT OF SUBSTITUTE PRODUCTS:

RIVALRY AMONG
EXISTING COMPETITORS:

* Number of competitors
Diversity of competitors
Industry concentration
Industry growth

Quality differences

= Brand loyalty

= Barriers to exit

= Switching costs

BARGAINING
POWER OF
SUPPLIERS

Number of substitute products available
Buyer propensity to substitute

Relative price performance of substitute
Perceived level of product differentiation
Switching costs

THREAT OF NEW
ENTRANTS

RIVALRY

AMONG

EXISTING
COMPETITORS

THREAT OF
SUBSTITUTE
PRODUCTS

THREAT OF NEW ENTRANTS:

Barriers to entry

Economies of scale

Brand loyalty

Capital requirements
Cumulative experience
Government policies

Access to distribution channels
Switching costs

BARGAINING

POWER OF
BUYERS

BARGAINING POWER OF BUYERS:

Number of customers

Size of each customer order
Differences between competitors
Price sensitivity

Buyer’s ability to substitute
Buyer’s information availability
Switching costs


https://hbr.org/2008/01/the-five-competitive-forces-that-shape-strategy

1. COMPETITIVE RIVALRY.
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2. SUPPLIER POWER. 3. BUYER POWER.



5. THREAT OF NEW ENTRY.

4. THREAT OF SUBSTITUTION.



Threat of New Entry

- Time and cost of entry
~ Specialist knowledge
- Economies of scale

- Cost advantages Threat of

- Technology protection New E'ntry
- Barriers to entry

Supplier

Power

Supplier Power
- Number of suppliers

- Size of suppliers

- Uniqueness of service

- Your ability to substitute

- Cost of changing Threat of

Substitution

Threat of Substitution

- Substitute performance
- Cost of change

Competitive Rivalry
- Number of competitors
- Quality differences

- Other differences

- Switching costs

- Customer loyalty

Buyer Power

- Number of customers

- Size of each order

- Differences between
competitors

- Price sensitivity

- Ability to substitute

- Cost of changing



USING THE TOOL

worksheet

Brainstorm


https://www.mindtools.com/pages/article/newTMC_08.htm?download=1
https://www.mindtools.com/brainstm.html

EXAMPLE OF PORTER'S FIVE FORCES
INACTION



Porter's  Five
Buying a Farm

Forces

Example:

Threat of New Entry
Not too expensive to enter the industry

Experience needed, but training
easily available

Some economies of scale

Some cost benefits if in the business
for some time

No technology protection

Low barriers to entry
New entry quite easy: -

Supplier Power Competitive
Moderate number of suppliers Rival Ty
Suppliers large Very many competitors

Similar products Commodity products
Able to substitute Low switching costs

Able to change Low customer loyalty
Neutral supplier power High cost of leaving market

Overall: --

Threat of Substitution

Some cross-product substitution

Ability to import food

Some substitution: -

Buyer Power
Few, large supermarkets
May be co-operatives?
Very large orders
Homgeneous product
Extreme prove sensitivity
Ability to substitute
High buyer power: --




KEY POINTS:
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