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	Evaluate Your Competition


How well do you know your competitors? How do you stack up against them in the marketplace? How do your prospects rank you in a competitive situation?

Evaluating a competitive analysis is a key element of any competitive strategy. It should include:

· Listing your competitors:  Include any competitors that can solve your customers’ problems, even if their solutions are much different than yours – they’re still your competition.

· Rating your own company and your direct competitors on operational efficiency (price), product leadership and customer intimacy.  It’s easy to think you’re the best, so be as impartial as you can.  

Summary

	exercise summary
	

	When to Address
	If you’re creating your competitive positioning strategy and have already segmented your market, your next step is to evaluate your competitors.
If you’re considering a new marketing campaign that positions your company against a specific competitor or group within the market, you’ll want to have a detailed understanding of them.


	Who Should Participate
	Business leaders: company founders, owners, presidents and vice presidents

Marketing and sales leaders



	Where to Use the Results


	You’ll use your competitive evaluation to help define your value proposition and your competitive positioning. You’ll also use it to help shape your messages, influence your campaign creative and overcome sales objectives.



	Why it’s Important
	Your competitive evaluation plays a key role in determining your position in the marketplace, and should influence key strategy decisions such as how to penetrate the marketplace, where to spend your budget and what customer segments to pursue. Equally important, it should also help you determine what not to pursue, as sometimes taking on entrenched competition is a poor investment.



	What Builds Upon it
	Your competitive analysis is the largest factor influencing your ultimate positioning decision. This strategic decision should be reflected in your entire brand strategy and all of your messages, campaign creative and sales pitches.



	Timeframe to Completion


	The time-consuming part of this exercise is in gathering the intimate details about your competitors. If you already have them, this is a short exercise that can be completed in a few hours. If you need to obtain them, it might take you a few days to a week depending on your ability to connect with your customers.



	Potential Business Impact


	Substantial. The better you know the makeup of your market, the more effectively you can carve out your own space. It’s more important than the quality of your product: A great product probably won’t be very successful if it’s entering a mature market with other equally great products from entrenched competitors.



	Deliverable


	You’ll determine direct, indirect and future competitors, determine your rating criteria, rate each competitor as well as yourself, and analyze the results.


	Next Steps
	After you complete your competitive analysis, you’ll want to reference it to determine your value proposition.



	Target Completion Date
	


	participants

	

	

	

	

	


	tasks to get started
	Person responsible
	due date

	
	
	

	
	
	

	
	
	


Notes
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	Evaluate Your Competition


What to Complete

1. Determine your true competition
2. decide on your rating criteria

3. evalute your competitors and yourself 

4. analyze competitive analysis results

5. create swot analysis
Where it Fits in Competitive Positioning

Create Customer View

Discover Potential New Markets

New Markets Requirement Overview

New Market Analysis Results

Define Market Size

Outline Market Characteristics

Determine Market Lifecycle State

Determine Positioning Strategy
Get to Know Your Market

Evaluate Your Market Research

Determine Your Segments or Personas

Profile Your Segments or Personas
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Determine Your True Competition

Decide on Your Rating Criteria

Evaluate Your Competitors and Yourself 

Analyze Competitive Analysis Results

Create SWOT Analysis
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Determine Your Competitors’ Value Propositions

Rate Your Market on How it Solves Customer Problems

Determine Your Value Proposition

Create Competitive Positioning Matrix

Map Your Market

Summarize Your Competitive Strategy

The first step in creating your competitive analysis is to determine your true competition.

1. Determine your true competition
When considering your competitive positioning, think about all of your competitors, including both existing and potential future competitors. Consider the competition within each market and think on a national, regional and local level if appropriate.  

	TYPE OF COMPETITOR
	Explanation

	Direct
	They offer solutions that are similar to your own.

	Indirect 
	Their solutions are different than yours but can potentially provide relief for the market

	Future
	They could easily expand their offerings to compete with you.


Direct competitors

For each product in each market, list your top five direct competitors, their details, and estimate their market share

	Product
	


	Market
	


	Subcategory (if applicable)
	


	direct Competitor
	company details (year founded, revenue, current trends, etc)
	Approximate Market Share

	1
	
	
	

	2
	
	
	

	3
	
	
	

	4
	
	
	

	5
	
	
	


inDirect competitors

For each product in each market, list your top five indirect competitors. These could be companies with offerings that overlap yours or have access to your market. Oftentimes partners can be indirect competitors.

	Product
	


	Market
	


	Subcategory (if applicable)
	


	indirect Competitor
	company details (year founded, revenue, current trends, etc)
	Approximate Market Share

	1
	
	
	

	2
	
	
	

	3
	
	
	

	4
	
	
	

	5
	
	
	


future competitors

For each product in each market, list your top five future potential competitors. Take some time to consider all the potential threats—companies that can quickly enter your market win capture market share. Consider the case study of Netscape in 1995. Netscape developed the first commercial web-browser and didn’t have much competition starting out. Then Microsoft decided to built its own browser and bundle it with the Windows operating system, and Netscape suddenly couldn’t compete.

	Product
	


	Market
	


	Subcategory (if applicable)
	


	future Competitor
	company details (year founded, revenue, current trends, etc)
	potential ability to penetrate market

	1
	
	
	

	2
	
	
	

	3
	
	
	

	4
	
	
	

	5
	
	
	


final competitor list

Spend some time evaluating all your direct, indirect and future competitors, and create a final list.

	Product
	


	Market
	


	Subcategory (if applicable)
	

	Competitor
	Type
	Approximate Market Share or potential

	1
	
	 FORMCHECKBOX 
  Direct     FORMCHECKBOX 
  Indirect     FORMCHECKBOX 
  Future
	

	2
	
	 FORMCHECKBOX 
  Direct     FORMCHECKBOX 
  Indirect     FORMCHECKBOX 
  Future
	

	3
	
	 FORMCHECKBOX 
  Direct     FORMCHECKBOX 
  Indirect     FORMCHECKBOX 
  Future
	

	4
	
	 FORMCHECKBOX 
  Direct     FORMCHECKBOX 
  Indirect     FORMCHECKBOX 
  Future
	

	5
	
	 FORMCHECKBOX 
  Direct     FORMCHECKBOX 
  Indirect     FORMCHECKBOX 
  Future
	

	6
	
	 FORMCHECKBOX 
  Direct     FORMCHECKBOX 
  Indirect     FORMCHECKBOX 
  Future
	

	7
	
	 FORMCHECKBOX 
  Direct     FORMCHECKBOX 
  Indirect     FORMCHECKBOX 
  Future
	

	8
	
	 FORMCHECKBOX 
  Direct     FORMCHECKBOX 
  Indirect     FORMCHECKBOX 
  Future
	


2. decide on your rating criteria
Now, determine the criteria you’ll use to rate your competitors and yourself. Different companies in different industries require different criteria, so choose the most effective criteria for you and your market.

Here are some suggestions:

	Potential rating criteria
	USE?


	notes



	Price
	 FORMCHECKBOX 

	

	Product Quality
	 FORMCHECKBOX 

	

	Product Uniqueness
	 FORMCHECKBOX 

	

	Product Features
	 FORMCHECKBOX 

	

	Product Effectiveness
	 FORMCHECKBOX 

	

	Service
	 FORMCHECKBOX 

	

	Innovation
	 FORMCHECKBOX 

	

	Market Share
	 FORMCHECKBOX 

	

	Distribution Channels/Power
	 FORMCHECKBOX 

	

	Product/Brand Awareness
	 FORMCHECKBOX 

	

	Name Recognition
	 FORMCHECKBOX 

	

	Reputation
	 FORMCHECKBOX 

	

	Corporate Citizenship
	 FORMCHECKBOX 

	

	Financial Strength
	 FORMCHECKBOX 

	

	Sales Ability
	 FORMCHECKBOX 

	

	Environmental Responsibility
	 FORMCHECKBOX 

	


Then, choose the criteria you’ll use:

	our rating criteria
	importance



	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	


3. evalute your competitors and yourself 

Now rate your competitors in the categories below, with 5 being the best and 1 being the worst. Be as neutral as possible – pretend you’re a prospect who doesn’t know a lot about your competitors or your own company. 

	Rate each competitor on a scale from 1-5.


	Your Competitors (from list above)

	Comparison criteria
	1
	2
	3
	4
	5
	6
	7
	8
	Avg
	Your Co.

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	


4. analyze competitive analysis results
Now, evaluate your ratings. Again, be as neutral as possible, especially when considering your own company.

In which categories did you score higher than average?

	


In which categories did you score lower than average?

	


Are there any categories with consistently low scores across the board?  Can you focus on those categories to differentiate your product?
	


Are your scores significantly different from many of your competitors?  If not, the market may not see how you are different.  Can you improve your scores to stand out?
	


In what areas are you weak? 
	


Can you improve on these weak areas? If so, what do you need to improve on them? And, should you improve on them?
	


What are your strengths?
	


What are the existing threats in the market?
	


What are the opportunities in the market?
	


Are there any other conclusions you can draw from this exercise?  
	


5. create swot analysis
A SWOT analysis is a standard way to group the results from your above exercise into a table format. It creates a powerful visual to use while organizing your competitive strategy.


SWOT stands for Strengths, Weaknesses, Threats and Opportunities.


Strengths: What you do well.
 
Weaknesses: What are you doing poorly?

Opportunities: What potential is available?

Threats: What obstacles are in your path?


	Strengths

· Strength 1

· Strength 2

· Strength 3

· Con’t
	Weaknesses

· Weakness 1

· Weakness 2

· Weakness 3

· Con’t



	Opportunities
· Opportunity 1

· Opportunity 2

· Opportunity 3

· Con’t
	Threats

· Threat 1

· Threat 2

· Threat 3

· Con’t
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Report

1. our competitor list
2. our competitor rating criteria

3. competitive ratings

4. SWOT Analysis
This report summarizes our results from completing Exercise 4 – Competitive Positioning: Evaluate Your Competition.

1. our competitor list
Based on our experience and research, these are our most formidable competitors:

	Competitor
	Type
	Approximate Market Share or potential

	1
	
	 FORMCHECKBOX 
  Direct     FORMCHECKBOX 
  Indirect     FORMCHECKBOX 
  Future
	

	2
	
	 FORMCHECKBOX 
  Direct     FORMCHECKBOX 
  Indirect     FORMCHECKBOX 
  Future
	

	3
	
	 FORMCHECKBOX 
  Direct     FORMCHECKBOX 
  Indirect     FORMCHECKBOX 
  Future
	

	4
	
	 FORMCHECKBOX 
  Direct     FORMCHECKBOX 
  Indirect     FORMCHECKBOX 
  Future
	

	5
	
	 FORMCHECKBOX 
  Direct     FORMCHECKBOX 
  Indirect     FORMCHECKBOX 
  Future
	

	6
	
	 FORMCHECKBOX 
  Direct     FORMCHECKBOX 
  Indirect     FORMCHECKBOX 
  Future
	

	7
	
	 FORMCHECKBOX 
  Direct     FORMCHECKBOX 
  Indirect     FORMCHECKBOX 
  Future
	

	8
	
	 FORMCHECKBOX 
  Direct     FORMCHECKBOX 
  Indirect     FORMCHECKBOX 
  Future
	


2. our competitor rating criteria

Here is the criteria we used to rate ourselves and our competitors:

	our rating criteria
	importance



	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	


3. competitive ratings

Here are the results of our ratings:

	Rate each competitor on a scale from 1-5.


	Your Competitors (from list above)

	Comparison criteria
	1
	2
	3
	4
	5
	6
	7
	8
	Avg
	Your Co.

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	


4.  SWOT Analysis


	Strengths

· Strength 1

· Strength 2

· Strength 3

· Con’t
	Weaknesses

· Weakness 1

· Weakness 2

· Weakness 3

· Con’t



	Opportunities
· Opportunity 1

· Opportunity 2

· Opportunity 3

· Con’t
	Threats

· Threat 1

· Threat 2

· Threat 3

· Con’t
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	MORE Ways to Grow Your Business FAST...


Found this document useful? Continue the conversation, connect with Do It! Marketing founder David Newman, and access more free resources and tools to grow your business:

Blog: http://www.doitmarketing.com/blog
Tools: http://www.doitmarketing.com/tools 

Special previews, bonuses and gifts from the book, DO IT! Marketing (AMACOM, 2013):

Book: http://www.doitmarketing.com/book
Get instantly connected to David for smart ideas to grow your business: 

Twitter: http://www.doitmarketing.com/twitter    LinkedIn: http://www.doitmarketing.com/linkedin
Facebook: http://www.doitmarketing.com/facebook
Imagine what you could achieve with MORE leads, BETTER prospects, and BIGGER sales for YOU, your members, employees, customers, resellers or franchisees. We can work with you in whatever way makes the most sense, including...

· Marketing Keynotes or Marketing Seminars to add a giant dose of business-building DNA to your next corporate meeting, customer event or association conference
· Our Professional Services Marketing PSM 4.0™ Strategic Work Sessions for professional services firms who want to grow
· Our customized 1-on-1 Marketing Coaching Program for business owners who want to establish themselves as thought-leaders to win more business, more easily and more often
You made a very smart decision to download this resource from our library. To MAXIMIZE its impact, put these ideas into action within 24 hours, share them with others on your team and continually ask yourself, “How can I APPLY this concept to my own business?”

If I can be personally helpful to you, let’s talk. Looking forward to connecting!


David Newman

T: (610) 716-5984   E: david@doitmarketing.com   W: www.doitmarketing.com 

p.s. If you’d like some immediate FREE help – no strings, no gimmicks – go online now and get your free Thought Leadership Platform Audit: http://www.doitmarketing.com/audit   
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More instant-access resources and tools online at http://www.doitmarketing.com

