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The Four-step Competitor Analysis
 
Know who you’ll be 
up against
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[bookmark: _Toc235523623]The four-step competitor analysis
Knowing who you'll be up against before you start exporting will give you some valuable insights into your competitors' capability, giving you the opportunity to strategically position what your business has to offer.
The goals of a competitor analysis are to minimise direct competition either by choosing vulnerable competitors or by pitting strength against weaknesses. 
[bookmark: _Hlk98336049]Use the four-step competitor analysis below to evaluate just how strong your competition is.
[bookmark: _Hlk98336061][bookmark: _Toc235523624]  1. Work out who your competitors are
Your competitors will fall into three categories:
1. Direct competitors are businesses that offer identical or similar products or services as you – to the same customers via the same market channels.
2. Indirect competitors are businesses that offer products or services that are close substitutes. These competitors usually target your market with the same or similar value proposition – but deliver a different product.
3. Future competitors are existing businesses that aren't in the marketplace yet – but could enter at any time.
	COMPETITIOR
	TYPE (DIRECT | INDIRECT | FUTURE) 
	PRODUCT OR SERVICE
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[bookmark: _Toc235523625]2. Find out how your competitors operate
You'll learn a great deal about your competitors online, and much of it at little or no cost. Tap into resources such as:
· news articles, industry journals and analyst reports
· the competitor's own website, marketing collateral and company reports
· their social media channels, which reveal how they position themselves and engage customers
· online customer reviews and ratings, often the frankest source of a competitor's real strengths and weaknesses — straight from buyers
· their listings on marketplaces and eCommerce platforms, for pricing, positioning and customer feedback
· LinkedIn and similar networks, for company background and key personnel.
You may also need to commission your own professional industry-based research or visit your export destination in person and attend networking events and trade shows to gather first-hand data on your competitors.
Build a profile for each competitor using the table below. Copy it for as many competitors as you need — the answers you capture here feed directly into your comparison in Step 3.
Competitor name: _____________________________________
	What to find out
	Your notes

	What is the nature of the business? 
	

	What are its core strengths?
	

	What are its weaknesses?
	

	Marketing strategy — scope, positioning and goals
	

	Marketing strategy — purpose and functionality
	

	Marketing strategy — pricing and costs
	

	Marketing strategy — target markets
	

	Market entry strategy
	

	Market share and level of sales
	

	Rank among other competitors
	

	Sales volume
	

	Do they benefit from tariff advantages or a Free Trade Agreement that you don't — or vice versa?
	

	Packaging, presentation, advertising and promotion techniques
	

	Delivery methods
	

	After-sales support — what they provide, and how
	




[bookmark: _Toc235523626]3. Compare and see how you match up
Compare and contrast your competitor's business, product and/or service with your own to understand where you're both positioned within the market. A comparative analysis will provide valuable insights for your strategic plan – and signal how much of a threat your competitors are likely to be.
A SWOT analysis is a useful way to structure this. For your own business, and for each key competitor, set out their:
· Strengths – what they do well, and the advantages they hold
· Weaknesses – where they fall short or are vulnerable
· Opportunities – external factors they could capitalise on
· Threats – external factors that could work against them.
Reading your own SWOT against your competitors' will show where you can differentiate, where you're exposed, and which competitors are most vulnerable to a well-positioned offer.
	
	STRENGHTS
	WEAKNESSES
	OPPORTUNITIES
	THREATS

	Your business

	
	
	
	

	Competitor A

	
	
	
	

	Competitor B

	
	
	
	

	Competitor C

	
	
	
	



To compare several competitors at a glance, map them against the factors that matter most in your target market:
	FACTOR
	YOUR BUSINESS
	COMPETITOR A
	COMPETITOR B
	COMPETITOR C

	Price

	
	
	
	

	Product/service quality

	
	
	
	

	Market positioning 

	
	
	
	

	Distribution and channels

	
	
	
	

	Brand awareness

	
	
	
	

	Digital and online awareness

	
	
	
	

	After-sales service
	
	
	
	



Add or swap rows to suit your industry. Completing the matrix will quickly highlight where you hold an advantage, where you need to close a gap, and how each competitor is positioned relative to you.
.
[bookmark: _Toc235523627]4. Review and repeat
Treat this document as a dynamic part of your business process and review this analysis every 6-12 months to stay up to date with current and new competition.

Date completed: ______________ Next review due: ______________
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The information contained in this document is provided without warranty as to its accuracy or usefulness. Accordingly, all parties relying on this information acknowledge that they do so at their own risk and Global Victoria specifically denies liability for any loss arising from such reliance. Global Victoria recommends that all parties relying on the information contained in this document seek independent professional advice before making commercial decisions reliant on this information.  
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