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Competitors Analysis

A competitive analysis is a critical part of your company marketing plan. With this
evaluation, you can establish what makes your product or service unique--and therefore
what attributes you play up in order to attract your target market.

Evaluate your competitors by placing them in strategic groups according to how directly
they compete for a share of the customer's dollar. For each competitor or strategic
group, list their product or service, its profitability, growth pattern, marketing objectives
and assumptions, current and past strategies, organizational and cost structure,
strengths and weaknesses, and size (in sales) of the competitor's business. Answer
guestions such as:

* Who are your competitors?

* What products or services do they sell?

* What is each competitor's market share?

* What are their past strategies?

* What are their current strategies?

* What type of media are used to market their products or services?

« How many hours per week do they purchase to advertise through the media

used in this market?

* What are each competitor's strengths and weaknesses?

* What potential threats do your competitors pose?

* What potential opportunities do they make available for you?
A quick and easy way to compare your product or service with similar ones on the
market is to make a competition grid. Down the left side of a piece of paper, write the
names of four or five products or services that compete with yours.

After you collect data on your competition, follow these steps to develop your
Competitor Grid:

1. Select the product or service or customer segment to focus on. If your
competitors are the same across product or service lines or customer segments,
skip this step.

2. Narrow down your playing field if at all possible. Look closely at your top three
competitors or groups of competitors. Add your organization to the list.

3. Determine what your competitors’ key strengths and weaknesses are. The
factors can be customer service, pricing, quality, operations, resources,
personnel, and so on. Develop a good understanding of likely changes your
competitors may make in the near future. Use the information collected during
your intelligence gathering.

4. Summarize what each competitor’s key point of differentiation is. Answer the
question, “What is XYZ competitor great at?”

5. Critically review your Competitor Grid to summarize themes to add to your
opportunities and threats. Add your thoughts to your list of opportunities and
threats. Use this information to develop strategies, strategic objectives and
goals.
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COMPETITOR STRENGHT WEAKNESS DIFFERENTIATION

Themes

Summarize

Summarize Threats opportunities
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VRIO Analysis

What is VRIO analysis? VRIO is an internal analysis. It’s used to identify and evaluate
resources in a company. Specifically answering the question, what competitive
advantages will it supply the company?
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VRIO refers to four criteria firms consider:

Value

Rarity
Imitability
Organization

Is the resource or capability...? Is the company well...?

SUSTAINED

COMPETITIVE
VALUABLE INIMITABLE ORGANIZED ADVANTAGE

TEMPORARY UNUSED
DISADVANTAGE oy comperve compenmvE
ADVANTAGE ADVANTAGE

We’ll break down their involvement below.

The Value of Resources

If resources can be used as an advantage, it's possible they will provide beneficial
opportunities. They can also eliminate or reduce the impact of a threat. Stakeholders
determine value by whether or not resources are beneficial to the company.

The resource may help the company in various areas, internally and

externally. Consider political, economic, social and technological advances. If the
resource helps in one or many of these regions, it may be crucial for the firm’s
development.

4 P a e P THE AMERICAN
& A8, B
$ UNIVERSITY IN CAIRO

SUSAID &5

‘.‘ o
%
\\,,5“ n‘,‘.// FROM THE AMERICAN PEOPLE




Handout — Competitors Analysis '! ‘

aspire

But if it doesn’t provide benefits, it's not useful. That makes it a weakness. For example,
it could be an expensive resource. If the firm cuts the funding, they can allocate the
money elsewhere to see a growth in revenue.

You must consider buyers, suppliers, and rivalry too. The resource may be a threat to
consumers, an issue with vendors, or increased competition from others. If it can be
substituted, that’s also a weakness.

With this, the V in VRIO analysis complete.
The Rarity of Resources
How rare is the resource?

If it's rare, this can be a strength. It means the competition will have a difficult time using
it for themselves.

Consider if the resource is in short supply. Do you have repeatable access to it?
Perfect! While you have a hard-to-find item at your disposal, the competition is forced to
find substitutes.

But this can be reversed.

When you have access to the rare resource, but not repeatedly, it's not a permanent
advantage. This may be OK if you're looking for a short period solution. But when the
brand is built around this resource and it can’t be obtained? The business suffers.

Consider if it’s not rare or difficult to get. A common resource means, competitors will
have access and use it. An easily accessible one means everyone can have it.

If the resource lacks rarity and availability, it may be a weakness. And thus should be
cut.

The Imitability of Resources

A rare and difficult to acquire resource ensures difficulty to imitate. This gives you a
competitive advantage.

It's up to you whether to use the power and create opportunities. Or to nullify the effects
of threats.

Keep in mind competitors will notice the resource. Especially if they’ve conducted
competitor analysis.

They may ignore it.

When companies determine it’s not worth their funds or time to obtain the resource,
they’ll move on. But they may decide to duplicate it. If it's easily obtainable, it’s likely
competitors will imitate or take the support for themselves.

If it's rare, they will try to substitute it. They’re after the competitive advantage the
resource provides, just as you are. If it's cost-effective and makes logical business
sense, the competition will do it.
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Resources need to be more than rare or difficult to get. It must not be imitable.
The Value of Organization

This is the final step of VRIO analysis. It requires determining the value, rarity, and
imitability first. If the resource has passed all three of these requirements, the company
has to be organized. Otherwise, the benefits may slip away.

The company can exploit the competitive advantage. At this point, departments within
the company will be analyzed to ensure it’s ready to use this resource to full advantage.

Are there marketing campaigns dedicated to it? Are the salespeople pushing the

resource? Are invoices ready to be sent out? Are suppliers readily available to provide
it?

Once these questions are answered and the organization is set, the VRIO analysis is
complete.
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