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Understand the competition 
before you start
This is the kind of question you might get asked by a bank or business school and the answer they 
are looking for is in fact the wrong answer. Sure, knowing who the other players are within your 
market offering similar services and products is definitely worth keeping an eye on, or even better 
getting some serious statistical evidence about them, with which we can help.

The real competition though isn’t just players in your sector, it’s the whole world! Wow, how will 
you compete with that?! Well, here is the trick:

If someone comes to buy a service or product from you they will have experienced endless trans-
actions and service provisions by different companies and organisations – from the giant global 
to the local independent. These are all competition as they all give the customer some perspective, 
they give them something to compare you with.

If you think because you sell socks that the experience someone had buying wallpaper doesn’t im-
pact on you, then you are totally wrong. What does this mean for understanding the competition? 
Well, this is where it gets really interesting. You need to step back as a consumer and look at your 
own experiences everywhere, what has stood out and what has ruined your day. Then get your 
team to write the same list and examples and start asking your customers.   You will soon come to 
realise that the industry you are in is irrelevant and that it is the conduct and experience of each 
interaction that really matters.

Your job is to highlight things that universally add value to customer experiences, including simple 
things like using names, writing and posting birthday cards, saying thank you and so on. What this 
should lead to is you becoming aware that you are your biggest competition. You and your people 
need to work on your business to ensure that you operate in a way that adds massive value to the 
customer experience.

Once you are aware that you are your own worst and best competition, you can start to fill some 
of the holes which leave your prospects and customers feeling underwhelmed when they interact 
with you.

So if you want to really understand the competition – understand yourself!


