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Introduction

➢Having a competitive advantage is necessary for a firm 
to compete in the market

➢But what is more important whether the competitive 
advantage is sustainable

➢A firm must identify its position relative to the 
competition in the market

➢To effectively analyze competitors in the, a competitive 
SWOT analysis is the most common initial approach

➢By knowing if it is a leader, challenger, follower or 
nicher, it can adopt appropriate strategies to compete.



Competitive Advantage 
An advantage over 
competitors gained 
by offering 
consumers greater 
value than 
competitors offer.



W



W



SWOT-Driven Strategic 
Planning

Marketing information collected via a situation analysis

◦ Identifies the key factors that should be tackled by the firm 

◦ Organizes them within a system that will monitor and distribute 
information on these factors on an ongoing basis

Role of SWOT analysis

◦ Synthesize wide array of information and aid in transition of the firm's 
strategic focus 



Potential Issues to Consider in 
a SWOT Analysis

Potential internal strengths Potential external opportunities

Abundant financial resources Rapid market growth

Well-known brand name Mishap of a rival firm

Economies of scale Government deregulation

Proprietary technology New technology

Better marketing skills Demographic shifts

Potential internal weaknesses Potential external threats

Lack of strategic direction Entry of foreign competitors

Limited financial resources Product life cycle in decline

Weak spending on R&D Changing customer needs/tastes

Very narrow product line Economic boom/downturn

Internal political problems New technology



Easy points …



The SWOT Matrix

▪Four-cell array used to visually evaluate elements of SWOT 
analysis 

▪Should be based on customer perceptions, not perceptions of the 
manager 

▪Elements with the highest total ratings should have the greatest 
influence in developing the strategy

▪Focus on competitive advantages by matching strengths with 
opportunities



The SWOT Matrix

Source: Adapted from Nigel Piercy, Market-Led Strategic Change (Oxford, UK: Butterworth-Heineman, 
2002).



SWOT analysis

Successful SWOT analysis is 

fundamentally a process of 

finding the optimum fit

between the firm’s controllable 

strengths and weaknesses and 

the uncontrollable

opportunities and threats 

posed by the environment in 

which the firm operates.



SWOT analysis

A good SWOT profile facilitates the development of a 

strategy that capitalizes on a company’s 

strengths, minimizes any

weaknesses, exploits emerging 

opportunities and avoids, as far as 

possible, any threats.



Elements of the SWOT analysis
Strengths
◦ Determine your organization’s strong points, 

from an internal perspective as well as from 
the perspective of external customers. Do 
not be humble, be a pragmatic as possible

Weaknesses
◦ Determine your organization’s weaknesses 

not only from internal point of view, but also 
from customers.

Opportunities
◦ Another major factor is to determine how 

your organization can continue to grow 
within the marketplace. After all, 
opportunities are everywhere, such as 
changes in technology, government policies, 
social patterns, etc.

Threats
◦ It is vital to be prepared and face up to 

threats



SWOT analysis

The following are the strategic options suggested 
by the SWOT-matrix:

1 Make a match between strengths and 

opportunities

2 Convert weaknesses to strengths

3 Convert threats to opportunities

4 Minimize, if not avoid, weaknesses and threats.



The four combinations that could result from SWOT 
analysis are called: 

• Maxi-Maxi (strengths/opportunities): In essence, an 
organization should strive to maximize its strengths to 
capitalize on new opportunities

• Maxi-Mini (strengths/threats): In essence, an 
organization should strive to use its strengths to parry 
or minimize threats.

Application of the SWOT matrix



The four combinations that could result from SWOT 
analysis are called (cont.): 

•Mini-Maxi (weaknesses/opportunities): It encourages 
the organization to conquer its weaknesses by making 
the most of any new opportunities

• Mini-Mini (weaknesses / threats): This is most 
definitely a defensive strategy: to minimize an 
organization’s internal weaknesses and avoid external 
threats.

Application of the SWOT matrix



Application of the SWOT matrix
TOWS



Application of the SWOT matrix
TOWs



Application of the SWOT matrix
TOWs



Application of the SWOT matrix
TOWs





Analyzing competitors

The main questions to ask about competitors are as 

follows.

■ What is their (marketing mix) offer?

■ What is their competitive advantage?

■ How well are they performing?

■ What does their SWOT profile look like?

■ How are they likely to compete in future?



W



Competitive Analysis Strategies
For Market Leaders, Challegers, Followers, and Nichers















Market Leader 



Market Leader 









Market Challenger 



Market Challenger

A market challenger is a firm that has 
a market share below that of the market leader, 
but enough of a presence that it can exert 
upward pressure in its effort to gain more 
control.







The Challenger Attack 
Strategies

Thus, These are the major market 
challenger strategies that a firm 
may follow depending on its 
market position and the amount 
of resources held with the firm.





Frontal Attack: The frontal attack is the direct attack, 

wherein the market challenger matches with the competitor’s product, price, 
advertising, and promotion activities. The market challenger can even cut the 
price of the product, provided he convinces the customers that the quality is 
not compromised and is as good as the high priced products.

E.g. Amul adopted this strategy when it launched Amul Kool and Amul Masti 
Dahi at a low price with the same level of the quality as that of other 
competitors in the market.





Flank Attack: The flank attack means, attacking the 

competitor on its weak points. Here the market challenger 
determines the weak areas of the competitor in terms of two 
strategic dimensions i.e. Geographic and segmental. The challenger 
finds the areas where the competitor is under performing and then 
push its marketing strategies in that area. Also, the challenger spot 
the segments which the competitor left untapped and try to cover 
that segment through its products and services.

E.g. L.G has successfully made use of this 
strategy by introducing the color tv “ 
Sampoorna” for the rural people and outshine 
the other colored TV players who had a less 
focus on these areas





Encirclement Attack: The encirclement attack means, attacking 

the market leader or a competitor from all the fronts simultaneously, it is the 
combination of both the frontal and the flank attack. Here, the market challenger 
launches several offensive campaigns i.e. surrounds the competitor with a varied brand 
and forcing the competitor to defend himself from all the sides simultaneously. This 
strategy is adopted to enjoy the long-term market dominance.

E.g. The FMCG industry applies this attack more aggressively with the intention to 
outshine the other. 



EP.10 สงัเวียนสินคา้อปุโภค ใครคือเบอรห์นึ่ง P&G vs. Unilever



Seiko's top competitors include Casio, 

Citizen Watch, Titan Company and 

KERBHOLZ… Seiko taking shelf space…



The e-commerce industry is 

the best example of an 

encirclement attack, wherein 

the companies are ready to 

do anything for the huge 

turnovers and are even 

selling their products at 

negative margins.



Bypass Attack: The bypass attack is the indirect 

attack, wherein the market challenger does not attack the leader 
directly, but broaden its market share by attacking the easier markets. 
The challengers can bypass the leader by following any of the 
strategies viz. Expanding into the untapped markets, diversifying into 
the unrelated products, modernizing the existing product with the 
invention of technology.

E.g. Pepsi adopted this strategy when it launched its mineral water 
brand “Aquafina” very well before the Coca Cola’s mineral water 
brand.





Guerrilla Warfare: The Guerrilla 

warfare is the intermittent attacks imposed by the challenger 
to demoralize the competitor by adopting both the 
conventional and unconventional means of attack.

E.g. The Pepsi and Coca-Cola follow this strategy aggressively 
with the intention to harass each other. When the Coca-cola 
was the official partner of the world cup, the Pepsi counter-
attacked it by using the punch line “ Nothing official about 
it”.











Market Follower



Market Follower

A market follower is a company that follows 
what the leader in its sector does. A market 
follower does not like taking risks, i.e., it is the 
opposite of a maverick. Instead, it waits and 
observes what its competitors do, especially 
the market leader. It then only adopts the 
leader's successful strategies.









Market Nicher  











Examples







Competitive Analysis & 
Strategies
included in final project

1. Identify what competitive 
position do you have in the 
market.

2. Propose Competitive 
strategies to beat your direct and 
indirect competitors.




