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ABSTRACT 

Competitor analysis is part of a marketing plan and can be done at the product-market level, the SBU level, or 

the firm level. The main purpose of competitor analysis is to develop business and marketing strategies that are 

based on sustainable competitive advantage. When applied at the brand level, competitor analysis is useful in 

deciding whether to launch a new product and in formulating brand-positioning strategy. A good competitor 

analysis should include assessments of both current and potential future competitors. The most direct or 

relevant competitors can be identified based on an analysis of the market structure, which includes such 

considerations as similarity of served needs, substitutability, cross-price elasticity, switching costs, and 

perceptual positions. Competitor analysis is performed at intervals of a year or less. The term, competitor 

analysis, is used interchangeably with competitive analysis, although competitive analysis typically refers to the 

assessment of a business situation with a view to develop a sound business or marketing strategy relative to 

competitors. 

The research method used in this study is purposive random sampling.The survey data has been collected from 

Employees, Management and the customers. Primary data was collected by Personal Interactions, 

Questionnaire.Secondary data was collected from Internet,Books,journals,etc... The findings of the research 

revealed the highest members of respondents are morewith Professional educational background,job holders. 

The study States that maximum number of members uses internet frequently.Therefore, the consumer behavior 

towards Digital marketing has been found highly effective and efficient in Differentiating Competitors and their 

purchasing and services. By using statistical tool ‘t-test’ it is observed from the study it is significantly 

necessary to understand current strategies, strength weakness of competitors and employees. 

 

I. INTRODUCTION 

“Whenever You Are Confronted With An Opponent. Conquer Him With Love…And 

Backlinks.”        ―  Mahatma Gandhi. 

Competitor analysis refers to the strategic evaluation of the strengths and Weaknesses of current and potential 

competitors for a focal brand in its market(s) or for a focal strategic business unit (SBU) or firm in the 

corresponding industry(ies).  

Today‟s organizations operate in a market that is becoming increasingly complex and dynamic. This can be 

illustrated with a number of examples. The introduction rate of new products and services is gathering pace and 

as life cycles become shorter, products and services are increasingly tailored to the needs of small market 

segments or even to the requirements of individual customers. New distribution channels have been created, 

facilitating quick product introduction. To accommodate and implement this increasing complexity of products, 
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services and distribution methods, organizations are frequently redesigning their organization structures and 

business processes, also in order to increase effectiveness and efficiency. Acquisitions, mergers and strategic 

alliances, as well as sales of divisions, are thus all the more often to be considered as parts of ongoing 

organizational change. Boundaries between organizations are blurring. New financial products are being 

developed and offered at lower costs while being characterized by higher financial risks. The varying possible 

coincidence of these phenomena has characterized the business situation with complex dynamism. The degree to 

which organizations can be successful in competition depends on the speed at which they can adapt to changed 

circumstances. This largely depends on the ability of their business information systems to support changing 

user information needs. 

 

II. NEED OF THE STUDY 

Identifying Competitors and evaluating their strategies to determine strengths and weaknesses related to 

Truckway product or service. 

 

III. SCOPE OF THE STUDY 

The Study is carried out in Hyderabad and there are 80 responders (Customers, Competitors, Employees, 

Business Persons) who were above 22years.The primary aim is doing the Market Analysis of the Logistic 

Service. It is also aims at studying framework of the competitors in the Particular area.This allows to give the 

Best Feedback and Suggestions and Improvements of a product or service. 

 

IV. OBJECTIVES OF THE STUDY 

 To study the Market Behavior. 

 To predict and forecast organization‟s demand and supply; 

 To know the market share.  

 To study the market trend and pattern; 

 To Know Organizational growth;When the organization is planning for the diversification and 

expansion plan; 

 To study forthcoming trends in the industry; 

 Understanding the current strategy, strengths and weaknesses of a competitor 

 Insight into future competitor strategies may help in predicting upcoming threats and opportunities. 

 

V. HYPOTHESIS(H1) 

 Significantly necessary to understand current strategies, strength and weakness, of competitors and employees. 

 

VI. RESEARCH METHODOLOGY 

The research method used in this study is purposive random sampling. The survey data has been collected from 

Employees, Management and the customers. Primary data was collected by Personal Interactions, 
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Questionnaire. Secondary data was collected from Internet Books, journals, etc... The findings of the research 

revealed the highest members of respondents are more with Professional educational background, job holders. 

 

VII. LIMITATIONS 

 The study is based on the information provided by the organization and based on the interaction with 

the various People. 

 The study period is just 6weeks which is not enough to conduct the detailed study of the project. 

 The Sample Size is small to a required area. 

 The information provided by the organization may or may not be accurate and they do not share or 

disclose their confidential information to us. 

 

VIII. DEFINITION 

Competitor analysis is defined as the: 

“Identification and quantification of the relative strengths and weaknesses (compared with competitors or 

potential competitors), which could be of significance in the development of a successful competitive 

strategy.”(Ray Perry)- CIMA Official Terminology Guide 2005 

Competitive analysis is defines as “the process by which a companyattempts to define and understand its 

industry, identify its competitors, determine the strengthsand weaknesses of its rivals, and anticipate their 

moves.”(Zahra) Furthermore, they state that it“embodies both competitive intelligence to collect data on rivals 

and the analysis andinterpretation of the data for managerial decision making” The analysis also offers 

managementa forum where they can discuss and evaluate their assumptions about the organization‟scapabilities, 

market position and competitors. It also helps them to select viable strategies thatwill strengthen the 

organization‟s market position. Therefore, competitive analysis serves as thefoundation for the process of 

strategy formulation in the organization. 

Competitive analysis forms part of the broader process of strategic analysis.Strategic analysis is an investigation 

into the external and internal environment of anorganization. The organization needs to consider industry and 

competitive conditions, anddetermine its own competitive capabilities, resources, internal strengths, weaknesses 

andmarket position when formulating a strategy. Competitive analysis has specifically to do with theexternal 

environment of an organization (Abraham) 

The external environment is shaped by five forces: (1) economic forces; (2) social, cultural, demographic and 

environmental forces; (3) political, governmental and legal forces; (4) technological forces and (5) competitive 

forces (David, 2001; Hill & Jones, 1995; Pearce &Robinson, 2000). Competitive analysis aims to provide an in-

depth understanding of thecompetitive forces that are to be found within any given organization‟s competitive 

environment. 

It will attempt to understand an organization‟s industry, its competitive position within it, theprerequisites for 

survival and prosperity and the nature of competition and of the market process(Oxenfeldt)Understanding one‟s 

competitive environment is very important,because “the very essence of formulating competitive strategy is 

relating a company to itsenvironment”(M. Porter) 
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Competitor analysis involves understanding and analyzing businesses which compete directly or indirectly with 

your business in at least one market, product category or service. The main process involved in competitor 

analysis is to identify strengths and weaknesses of competitors, and the opportunities and threats for your 

business. 

It is common for the terms „competitor analysis‟ and „competitive intelligence‟ to be used interchangeably. 

However, competitive intelligence tends to cover a broader view of the competitive environment. It includes all 

the factors that could affect profits, for example, new technology, changing consumer tastes and general 

economic trends. 

The Society of Competitive Intelligence Professionals (SCIP) defines competitive intelligence as „a systematic 

and ethical program me for gathering, analyzing and managing external information that can affect your 

company‟s plans, decisions and operations.‟(Professionals(SCIP)) 

 

IX. IDENTIFYING COMPETITORS 

Identifying competitors for analysis is not quite as obvious as it might seem. Two complementary 

approaches are possible. The first is demand-side based, comprised of firms satisfying the same set ofcustomer 

needs. The second approach is supply-side based, identifying firms whose resource base,technology, operations, 

and the like, is similar to that of the focal firm. However, the firm must payattention not only to today's 

immediate competitors but also to those that are just over the horizon (suchas cellphones once were to cameras, 

social networking sites once were to web portals, or the internetonce was to video rental stores). There are three 

domains for recognizing the sources and types of directand less direct competitors to which the firm must also 

attend. These domains represent (1) the areas ofinfluence, (2) the contiguous area, and (3) the areas of 

interest.(Montgomery) 

 The area of influence is the territory, market, business, or industry in which the firm is directly 

competing with other firms to serve the same customer needs using the same resources. It is the arena 

in which Ford, Honda, Toyota, Kia, and General Motors compete with each other; where Nokia 

competes with Samsung and Motorola in cellphones. These are a firm‟s direct competitors. 

 Immediately contiguous areas are those in which competition is close but indirect; comprising those 

firms that serve the same customer need but with different resources. Many food products fit into this 

category such as snack foods (potato chips versus pretzels versus peanuts), or packaging (glass versus 

plastic versus aluminum). They may serve the same need but through differing distribution channels 

(direct such as Avon versus retail such as Revlon). These are a firm‟sindirect competitors. 

 Areas of interest are composed of firms that do not currently serve the same customer base but have the 

same resource base or, in broader terms, have capability equivalence – the ability to satisfy similar 

customer needs.(Margaret A. Peteraf and Mark E. Bergen) Forexample, many firms possess the 

necessary capabilities to produce a wide range of digital electronic devices whether cell phones, PDAs, 

cameras, or “pad”computers. These comprise a firm‟s potential competitors. 

 

 

X. IDENTIFYING COMPETITORS AT THE PRODUCT-MARKET LEVEL 
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The most direct competitor competes for the exact same customers in exactly the same way as the subject firm. 

It sells the same product made by the same technology to the same customers via the same marketing channels. 

If the firm cannot win customer patronage versus such an identical competitor, then it is unlikely that it can do 

any better competing against its indirect or potential competitors. Why? If the firm's exact counterpart can win 

in direct competition, then that same competitor should also win more against the less direct competitors. 

Companies, per se, do not compete with each other in the marketplace. Rather, their individual businesses 

compete with each other. The strategic marketing literature denotes a business as a division, product line, or 

other profit center with a company that produces and markets a well-defined set of related products and/or 

services, serves a clearly defined set of customers, and competes with a distinct set of competitors.(Roger A. 

Kerin) 

 

XI. COMPETITIVE BLIND SPOTS 

Much competitive information is bounded by the assumptions that managers‟ have with respect to their industry 

and these assumptions may lead to blind spots. The effect of such blind spots may cause the strategist to not 

recognize the significance of events, interpret them inappropriately, or see them only slowly.(Michael E. Porter) 

There are six serious blind spots in competitive analysis:(Chaples) 

1. Misjudging Industry Boundaries. Too often firms define their industry around their current products, 

customer groups, and geographies blinding themselves to adjacent competitors which subsequently enter 

their current space. 

2. Poor Identification of Competitors. Strategists frequently focus on only the largest and most well-known 

companies to the exclusion of other viable competitors – those potential competitors noted earlier in this 

chapter. 

3. Overemphasis on Competitors’ Visible Competence. Competitor analysis often focuses on competitors‟ 

hard assets and technology skills and ignore equally potent capabilities such as logistics, product design, or 

human resources. 

4. Emphasis on Where, Not How to Compete. Strategists too often assume that competitors‟ strategies will 

shift only incrementally to the exclusion of radical repositioning in how they could compete. 

5. Faulty Assumptions about Competitors. Prisoners of assumptions about competitors – the overuse of 

stereotypes – cause strategists to misjudge competitors‟ competences and competitive advantages. 

6. Paralysis by Analysis. Obsession with the task of data collection results in information overload to the 

detriment of analysis and insight. 

 

XII. IDENTIFYING COMPETITOR INFORMATION NEEDS 

The goal of competitor analysis is to be able to predict a competitor's probable future actions, especially those 

made in response to the actions of the focal business. This requires information that is both quantitative and 

factual (what the competitor is doing and can do) as well as that which is qualitative and intentional (what the 

competitor is likely to do). There are four key knowledge areas: 

1. The competitor‟s marketplace strategy in terms of scope, posture, and goals;(L. Fahey) 
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2The sources of competitive advantage that give its marketplace strategy potency including resources and 

capabilities, organization, mind-set, and its place in the industry eco-system; 

3. The interpretation of the signals being sent by the competitor both by its actions and communications; and 

4. A competitive response profile which analyzes the competitor‟s possible future moves. 

 

XIII. THE COMPETITOR’S MARKETPLACE STRATEGY  

The competitor‟s marketplace strategy defines the way the competitor is currently competing in the marketplace.(L. Fahey) 

It defines the strategic choices the competitor has made about where, how, and why it seeks to attract, win, and retain 

customers. A competitor‟s marketplace strategy has three elements: 

1. Scope – the product-customer segments the organization is in or wants to be in; 

2. Posture – how it competes or wants to compete in those marketplace segments; 

3. Goals – its purpose in being in those segments. 

competitor analysis „should be a central element in management planning and control, with detailed attention being paid to 

each competitor‟s objectives, resources and competitive stance, as well as to individual elements of its strategy.‟(Wilson) 

 

XIV. THE IMPORTANCE OF COMPETITOR ANALYSIS 

It can be argued that knowing your key competitors and their strategies are two of the most important factors in 

gaining greater market share. Once the competitors and their strategies have been identified, the following 

questions need to be considered:(Capron) 

1. In which areas are we most vulnerable to our competitors? 

2. What can we do realistically to reduce this vulnerability? 

Targeted intelligence is one of the most commonly used methods in undertaking competitor analysis. It focuses 

on what a business needs to know about its competitors. According to EMP Intelligence Service, targeted 

intelligence can help an organization to: 

 increase sales 

 reduce competitors‟ sales 

 obtain higher prices 

 decrease own costs 

 reduce competitors‟ profitability 

 increase the costs of competitors 

 improve defensive strategies 

 identify joint venture or takeover opportunities. 

 

XV. DATA ANALYSIS AND INTERPRETATION 

Hypothesis (H1): Significantly necessary to understand the current strategies, strengths and weakness, of 

competitors and Employees. 

From the questionnaire, the most liked preferences are taken and differentiated between the employees and the 

Competitors below 
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S.No. Preferences Employees Competitors 

1. Choosing a Company Based on Brand Value 

and Goodwill 

27 11 

2. Buying a Product by Popularity & Quality 16 8 

3. Buying a Product by Offers/Discounts & 

Quantity 

17 4 

4. Use of Social Networking Sites 19 7 

5. Changes in Logistical Services 24 10 

6. Competitor Analysis is used to know 

Competitors Strengths Weakness 

10 3 

7. Relationship with Competitors 19 7 

8. Overall Profitability of Logistical Services 25 7 

 

XVI. CALCULATION 

Assume Employees as X Values 

Competitors are taken as Y Values 

S.No. Employees Competitors dx dy dx
2
 dy

2
 

1. 27 11 7 4 49 16 

2. 16 8 -4 1 16 1 

3. 17 4 -3 -3 9 9 

4. 19 7 -1 0 1 0 

5. 24 10 4 3 16 9 

6. 10 3 -10 -4 100 16 

7. 19 7 -1 0 1 0 

8. 25 7 5 0 25 0 

Total ∑x=157 ∑y=57 ∑dx=-

3 

∑dy=1 ∑dx
2
=217 ∑dy

2
=51 

𝒙  = 
∑𝒙

𝒏𝟏
 = 19.625 ≈ 20, 𝒚  = 

∑𝒚

𝒏𝟐
 = 7.125 ≈ 7 

S
2
 = 

𝟏

𝒏𝟏+𝒏𝟐−𝟐
 ∑ 𝑑𝑥 2 + ∑(𝑑𝑦)2  = 19.1428 

t = 
𝒙 −𝒚 

√𝐒𝟐(
𝟏

𝐧𝟏
+

𝟏

𝐧𝟐
)
 ~ tn1+n2-2  = 5.94 
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At 5% level of significance, with 14 Degrees of freedom t14 = 2.14, therefore, tcal>ttab i.e., H1 is accepted. i.e., 

Significantly necessary to understand the current strategies, strengths and weakness, of competitors and 

employees. 

 

XVII. CONCLUSIONS 

The study concluded that maximum number of respondents uses internet frequently.Therefore, the consumer 

behavior towards Digital marketing has been found highly effective and efficient in Differentiating Competitors 

and their purchasing and services.Majority of the Competitors Fails because of the weak management and no 

proper analysis for the future and the current situations and some for lack of innovations. Majority of the 

Customers checks the Goodwill and the company nearest to them, the Employees and the Business People 

checks the Brand Value. By using statistical tool „t-test‟ it is observed from the study it significantly necessary 

to understand current strategies, strength weakness of competitors among employees. 
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