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Guide to Creating a Competitive Analysis


If you’re starting your own company, you are going to have to address the question of whom you’re competing against.  And the reality is that if you have no competition it will likely be perceived as a negative, not positive.  Why? Because if you’re truly that early / novel there’s a good chance that you’re too early and will spend lots of time /money educating the market.  Remember: being too early is the same as being wrong.
More likely if you say you have no competition you’re either not thinking hard enough or you’re being coy and avoiding the question.   
 














The Five Dimensions of Competitive Analysis for StartUps
“We don't have any competitors” = 
1) there is no market for your product, or 
2) you don't understand the concept of business and competition.
1. Intensity of competitive rivalry- List your competitors, compare features, quality considerations, and pricing. 
2. Threat of new competitors entry- Startups that target a profitable and growing market should realize that these will draw many new entrants and decrease profitability over time, as well as test your sustainable competitive advantage. That will lead to switching costs, sunk costs, brand equity, and a host of other considerations called “barriers to entry” 
3. Utility of alternative solutions- You are never the only alternative. At some level of functions, availability, and price performance, customers steer away from you. These elements are referred to as “barriers to exit.”
4. Bargaining power of customers- This is the degree to which customers can put your company under pressure, or leverage prices, delivery, features, and quality (market of outputs). The key is your differential advantage from alternatives. Small differentials and more competitors give customers higher leverage. 
5.  Bargaining power of suppliers- Suppliers of raw materials, components, labor, and services to you can be a source of power over your ability to compete (market of inputs). You need to identify substitute inputs, supplier concentrations, and employee solidarity (labor unions), which can limit you or give you the advantage. 

*For a more in depth look at these five dimensions, check out “Porter’s Five Forces” in the Start Co. Toolkit.












Key’s to Learn About Your Market and Your Competition
· Who are the major competitions in the market?
· What’s their current share of the marker you've identified?
· Have there been any significant changes in the market share each competitor has had over the past five to ten years (i.e. who’s moving up and who’s moving down)?
· Which of your competitors address which segments and which of them are strongest in those segments?
· What are your competitors’ strategies for reaching your target market, as well as any segments on which they focus?

Pointers to get these answers  
· Check out the competition in person: Find out what people like about your competition. Learn what your competitors aren’t doing right and what their customers wish they were doing. 
· Research competition online: Search for your type of business, your competitors’ names, your product or service, and anything else related to your business. 
· Access free government research: Check out government data to learn what’s going on in your industry. What are the trends? IS there enough potential for you to make a profit?
· Ask a librarian: Librarians are trained to point you in the right direction. University libraries frequently stock a wealth of industry research and data to you’d never find at your city library. 
· Consider purchasing reports from the pros: Professional companies can dig up very useful information that meets your specific needs. 
















Competitor Analysis Worksheet
Competitor: _____________________
	Where is the competitor located?

	

	What results/benefits do your competitor’s products promise?


	

	How are their products used?



	

	Is the company owned or in partnership with any other corporations?

	

	What are the competitor’s strengths?



	

	What are the competitor’s weaknesses?


	

	What is the company’s brand differentiators? (What are the messaging, product/service offerings, etc. that set the competitor apart from their competition?)
	

	How do the products compare to yours, in terms of functionality, appearance and other criteria?

	

	What is their price structure?



	

	What are the company’s marketing activities?


	

	Is the company expanding or cutting back?
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