
Sales & 
Network: 
Competitors

Now that you did the Industry and Ideal Client work from yesterday, you can turn to learning 
as much as possible about your most successful competitors, and especially how they are 
already marketing to those customers you want to win over.  This is such an important step in 
your development as a founder and CEO.  You can’t afford to skip this process.  It will also 
help you begin to develop almost a second sense about how to stay relevant and nimble in a 
crowded marketplace.  Always be studying your competitors so you can stay ahead of the 
curve in everything you do. 

Who is My Competitor? 

As you launch, the last thing you want is your competitors staying ahead of you, or coming up 
behind one of you and beating you to market, so let's talk about YOUR competitors.  Most of 
us can say that we know who the main big competitors are, but we want you to research your 
top 3-5 competitors, and make a "report" about the following topics for each of them.   

And just for the record, “I have no competitors” is not a valid answer. Whether someone else 
is doing exactly what you are, there are companies that are serving the very same 
demographic to address similar needs or wants with enough similarities that you need to 
consider them your competitor.  To determine if a company is your competitor, ask yourself if 
a client or customer would have to make a decision between your offerings and those of the 
other company.  If so, they are likely a competitor. 

Make a list of your top 3-5 main direct competitors.   

This will require research.  Block off at least an hour for this work.  Once you identify the 
competitors you need to worry about, answer the following questions about each: 

1.  Who buys from them? Get really detailed about the specifics of who they are.  Age range, 
occupation, income level, geographic location, interests and hobbies, where they fit on 
Maslow’s Hierarchy, etc….. 
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2.  How do they they buy from them?  And how does your competitor delivery its goods or 
services to their customers?  Is there anything novel or innovative about they way that 
competitor delivers its goods or services?  Anything unusual or new to your industry?  Or, on 
the other hand, are they “old-school” in how they interact with customers?  Where is it 
delivering its products or services (online, in specific cities, via catalog, wholesale accounts/
retailers, mail order, etc….)? 

3.  What do they buy from them?  Get really clear about what specifically they are selling.  
Start with their product or service description (An online or in person experience?  A 
professional service?  A physical or digital product? Etc….), but after that, focus on the benefit 
or outcome the client or customer is hoping to get for their money.   

4.  How often do they buy from them?  Is the competitor set up to have recurring purchases? 
Is it a membership or subscription-based program or product?  Does the competitor have to 
ship something to the customer, or email them a link, or provide access to a website?   

5. What is your competitor’s price point?  Get clarity on what they charge to deliver their 
goods and services.  Note any “upsells” or “upgrades” or “add-ons” that they make available 
to their existing customers.   

Competitor’s Marketing and Advertising Activities: 
1. How does each competitor market itself? (describe what appears to be their strategy and 

how would you describe their brand - what are they trying to say about who and what 
they are as a business) 

© 2014-2017 Hautepreneurs LLC. All rights reserved.  Do not share, sell or distribute.



2. What is its tagline, or often used words and phrases used in its marketing activities? 
3. Can you tell from its marketing messages what the company values are?  What is its 

mission?  Is there a social element?  Is it focused on giving back, saving the environment, 
supporting specific charities?  Does it have a charitable arm or foundation attached to the 
business? 

4. Where is it being marketed and advertised?  (be very specific about the mediums it is 
chooses for advertising - magazines, newspapers, online - including pay-per-click, third-
party sites like Amazon or Etsy, crowdfunding campaigns, email, social media, radio, TV, 
infomercials, tele summits or webinars, etc….)? 

5. Is it partnering with any other company or business to help promote its offerings? 
6. What news coverage has it received in the last year?  Any TV coverage?  If so, what 

stations and what shows have covered it?  Newspaper coverage?  Be very specific about 
where they are getting coverage and what the coverage is focusing on (it is focused on its 
products/services, the good it is doing in the community, a specific result it got for a 
customer or client, any trouble it might have faced or gotten into, etc….)? 

Social Media Accounts and Activities: 
1. How many followers does it have? 
2. How often does it post on its accounts and which accounts? 
3. What kind of posts does it post (how many are promotional and how many are content-

based)?   
4. Does it have someone who responds to posts on its page by fans or followers?  How 

quickly does that person respond, typically?  
5. How does it respond to complaints?   

Subscribe to their email list and make a detailed note over the next two weeks about: 
6. What email service is it using (Mail Chimp, Constant Contact, iContact, Infusionsoft, etc…), 
7. How often it sends emails and what time of day,  
8. What is in those emails: 

a. promotions, 
b. content,  
c. photos,  
d. links to their website,  
e. customer or client testimonials, 
f. announcements, 
g. contests,  
h. etc…? 

My Relationship with My Customer: 
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After analyzing these 3-4 competitors, now it is time to look back at your business and 
reassess who your customer is, what you offer and why someone should buy from you instead 
of one of those competitors.   

1. Did this research change who your ideal client is? If so, explain how: 

2. Did this research change your plans for how your clients or customers will buy from you?  If 
so, explain how: 

3. Did this research change your plans for what you will actually be selling to your clients or 
customers?  Did you come up with any new revenue models or new ways of delivering what 
you sell?  If so, explain how:  

4. Did this research change your plans for how often will they buy from you?  If so, explain 
how: 

5. And most importantly, what did you learn in your research about WHY will they buy from 
you instead of one of your competitors?  How can you demonstrate why you are different and 
why they will get more value or a better outcome from you? 
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