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Abstract: This article argues that while a comprehensive competitive analysis needs to consider the
broader competitive landscape, a competitive analysis should exclusively focus on direct competitors
during the initial crucial stages. This laser-like focus allows for a deeper understanding of immediate
threats and opportunities, enabling more effective resource allocation and strategic decision-making.
We will explore the implications of this approach and discuss its benefits and limitations.

Introduction: The Narrowing Lens of Direct Competition1.

The business world is a complex ecosystem. Businesses operate within a competitive landscape
encompassing direct competitors, indirect competitors, and even potential future entrants. However,
a common mistake in competitive analysis is spreading resources too thinly by trying to encompass
every potential threat. This article posits that a competitive analysis should exclusively focus on direct
competitors initially. This targeted approach allows for a more in-depth, nuanced understanding of
immediate competitive pressures, ultimately leading to more effective strategic choices. The
assertion that a competitive analysis should exclusively focus on direct competitors is not about
ignoring the broader market; rather, it's about prioritizing the most immediate and impactful
influences.

Defining Direct Competitors: A Crucial First Step1.

Before diving into the argument for focused analysis, it’s crucial to define "direct competitor." Direct
competitors offer essentially the same products or services to the same target market using similar
strategies. For example, Coca-Cola's direct competitors are PepsiCo and other major cola brands, not



juice manufacturers or bottled water companies. Clearly identifying direct competitors is the
foundation upon which a successful, targeted competitive analysis is built. A competitive analysis
should exclusively focus on direct competitors initially to ensure this foundation is strong.

The Benefits of Focusing on Direct Competitors1.

Focusing exclusively on direct competitors offers several key advantages:

Resource Optimization: Analyzing numerous competitors dilutes resources. A competitive analysis
should exclusively focus on direct competitors to maximize the effectiveness of your analysis. This
allows for a deeper, more detailed examination of their strengths, weaknesses, strategies, and likely
future moves.
Sharper Strategic Insights: A concentrated analysis uncovers subtle nuances in competitor behavior
and market positioning that might be missed in a broader, less focused approach. Understanding
these subtleties is vital for effective strategic planning. Again, a competitive analysis should
exclusively focus on direct competitors to reveal this information.
Improved Actionable Intelligence: The insights gained from focusing on direct competitors are more
readily translated into actionable strategies. Identifying their vulnerabilities and exploiting market
opportunities becomes more efficient. Focusing solely on direct competitors, therefore, is crucial for
generating actionable intelligence.
Enhanced Competitive Advantage: By deeply understanding the strengths and weaknesses of direct
competitors, businesses can better position themselves for competitive advantage. This targeted
approach strengthens market position and improves long-term profitability. A competitive analysis
should exclusively focus on direct competitors to better leverage this advantage.

The Limitations of an Exclusive Focus on Direct Competitors1.

While focusing primarily on direct competitors is highly beneficial, it's not without limitations. Ignoring
indirect competitors and potential market disruptors entirely can lead to blind spots:

Missed Emerging Threats: Disruptive innovations from indirect competitors might be overlooked. A
company exclusively focusing on direct rivals could be blindsided by a new technology or business
model.
Underestimation of Substitutes: Ignoring substitute products or services could underestimate the
potential erosion of market share. For example, a traditional newspaper might overlook the growing
influence of online news sources.
Incomplete Market Understanding: An exclusively direct-competitor focus offers a narrow view of the
overall market dynamics. Factors like evolving consumer preferences or technological advancements
might be underrepresented.

Striking a Balance: Integrating Broader Competitive Analysis1.



To mitigate the limitations, a two-phased approach is recommended:

Phase 1: Intensive Direct Competitor Analysis: The initial focus should be a competitive analysis
should exclusively focus on direct competitors. This deep dive yields essential insights into immediate
threats and opportunities.
Phase 2: Broadening the Scope: Once the direct competitor analysis is complete, the scope should
expand to encompass indirect competitors, potential entrants, and market trends. This provides a
more comprehensive picture of the competitive landscape.

Conclusion: The Power of Focused Analysis1.

A competitive analysis should exclusively focus on direct competitors during the initial phases. This
targeted approach optimizes resource allocation, enhances strategic insights, and generates
actionable intelligence. While a broader perspective is crucial, prioritizing direct competitors ensures
that immediate threats and opportunities are effectively addressed, maximizing a business's chances
of success. A nuanced understanding of the immediate competitive environment forms the bedrock of
effective long-term strategy.

FAQs:

What are some key metrics to track when analyzing direct competitors? Market share, revenue1.
growth, customer acquisition cost, customer satisfaction, pricing strategies, and marketing
spend are crucial metrics.

How often should a competitive analysis be updated? The frequency depends on market1.
dynamism. Highly volatile industries require more frequent updates (monthly or quarterly),
while stable industries might need updates annually.

What tools and techniques are useful for conducting a direct competitor analysis? Porter's Five1.
Forces, SWOT analysis, competitor profiling, and market research are invaluable tools.

How can I identify my direct competitors accurately? Consider their target market,1.
product/service offerings, pricing, and distribution channels. Those offering very similar
solutions to the same customer base are direct competitors.



Is it possible to conduct a successful competitive analysis on a limited budget? Yes, utilizing free1.
online resources, leveraging social media monitoring, and conducting basic market research
can be cost-effective.

What are the ethical considerations involved in competitive analysis? Avoid unethical practices1.
like industrial espionage. Focus on publicly available information and respect intellectual
property rights.

How can I incorporate the findings of my competitive analysis into my marketing strategy? The1.
insights should inform your messaging, targeting, pricing, and channel strategy to differentiate
your offerings and gain competitive advantage.

What role does technology play in competitive analysis? Web scraping tools, social media1.
monitoring platforms, and market research databases are valuable technological aids.

How do I measure the success of my competitive analysis? Measure the impact on strategic1.
decision-making, market share, profitability, and overall competitive positioning.

Related Articles:

"Competitive Advantage: Creating and Sustaining Superior Performance": Explores the1.
foundations of competitive advantage and how a focused analysis of direct competitors
contributes to achieving it.

"Porter's Five Forces: A Framework for Analyzing Industry Structure": Discusses the classic1.
framework for industry analysis, highlighting the importance of understanding direct
competitors within the broader context.

"SWOT Analysis: A Strategic Planning Tool": Explains how to conduct a SWOT analysis to1.
evaluate the strengths and weaknesses of your company and your direct competitors.



"Competitive Intelligence: Gathering and Analyzing Information on Competitors": Explores1.
various methods for gathering information on competitors, focusing on the techniques most
effective for identifying and analyzing direct rivals.

"Blue Ocean Strategy: How to Create Uncontested Market Space": While not exclusively focused1.
on direct competitors, this article shows how understanding the competitive landscape
(including direct competitors) helps identify opportunities for creating new market spaces.

"Game Theory and Competitive Strategy": Applies game theory concepts to understand the1.
strategic interactions between direct competitors, enhancing the predictive power of your
analysis.

"Benchmarking Best Practices: How to Learn from Your Competitors": Discusses the process of1.
benchmarking to identify and adopt best practices from direct competitors.

"Marketing Strategy and Competitive Advantage": Illustrates how a robust competitive analysis1.
– especially of direct competitors – informs effective marketing strategy.

"Strategic Planning: A Roadmap for Success": Outlines the critical role of competitive analysis,1.
emphasizing the importance of a thorough understanding of direct competitors in developing a
winning strategy.

  a competitive analysis should exclusively focus on direct competitors: Business and
Competitive Analysis Craig S. Fleisher, Babette E. Bensoussan, 2007 Resource for companies to
improve strategic planning and ensure they are implementing effective corporate strategy. bull;
Presents a comprehensive range of methods to analyse the tools that analyse business, competitive
data, and market information. bull; Consistent approach and detailed instructions allow for readers
to implement strategy quickly and effectively. bull; Management consultants and strategy
departments can use this book to make a case for the most effective method to apply to any problem.
  a competitive analysis should exclusively focus on direct competitors: UX Strategy Jaime
Levy, 2015-05-20 User experience (UX) strategy requires a careful blend of business strategy and
UX design, but until now, there hasn’t been an easy-to-apply framework for executing it. This
hands-on guide introduces lightweight strategy tools and techniques to help you and your team craft



innovative multi-device products that people want to use. Whether you’re an entrepreneur, UX/UI
designer, product manager, or part of an intrapreneurial team, this book teaches simple-to-advanced
strategies that you can use in your work right away. Along with business cases, historical context,
and real-world examples throughout, you’ll also gain different perspectives on the subject through
interviews with top strategists. Define and validate your target users through provisional personas
and customer discovery techniques Conduct competitive research and analysis to explore a crowded
marketplace or an opportunity to create unique value Focus your team on the primary utility and
business model of your product by running structured experiments using prototypes Devise UX
funnels that increase customer engagement by mapping desired user actions to meaningful metrics
  a competitive analysis should exclusively focus on direct competitors: Competition
Demystified Bruce C. Greenwald, Judd Kahn, 2005-08-18 Bruce Greenwald, one of the nation's
leading business professors, presents a new and simplified approach to strategy that cuts through
much of the fog that has surrounded the subject. Based on his hugely popular course at Columbia
Business School, Greenwald and his coauthor, Judd Kahn, offer an easy-to-follow method for
understanding the competitive structure of your industry and developing an appropriate strategy for
your specific position. Over the last two decades, the conventional approach to strategy has become
frustratingly complex. It's easy to get lost in a sophisticated model of your competitors, suppliers,
buyers, substitutes, and other players, while losing sight of the big question: Are there barriers to
entry that allow you to do things that other firms cannot?
  a competitive analysis should exclusively focus on direct competitors: Oversight Hearing
on the Proposed Merger Between Bank of America and Security Pacific Bank United States.
Congress. Senate. Committee on Appropriations. Subcommittee on Treasury, Postal Service, and
General Government, 1992
  a competitive analysis should exclusively focus on direct competitors: Understanding
Your Users Kathy Baxter, Catherine Courage, Kelly Caine, 2015-05-20 This new and completely
updated edition is a comprehensive, easy-to-read, how-to guide on user research methods. You'll
learn about many distinct user research methods and also pre- and post-method considerations such
as recruiting, facilitating activities or moderating, negotiating with product developments
teams/customers, and getting your results incorporated into the product. For each method, you'll
understand how to prepare for and conduct the activity, as well as analyze and present the data - all
in a practical and hands-on way. Each method presented provides different information about the
users and their requirements (e.g., functional requirements, information architecture). The
techniques can be used together to form a complete picture of the users' needs or they can be used
separately throughout the product development lifecycle to address specific product questions.
These techniques have helped product teams understand the value of user experience research by
providing insight into how users behave and what they need to be successful. You will find brand
new case studies from leaders in industry and academia that demonstrate each method in action.
This book has something to offer whether you are new to user experience or a seasoned UX
professional. After reading this book, you'll be able to choose the right user research method for
your research question and conduct a user research study. Then, you will be able to apply your
findings to your own products. - Completely new and revised edition includes 30+% new content! -
Discover the foundation you need to prepare for any user research activity and ensure that the
results are incorporated into your products - Includes all new case studies for each method from
leaders in industry and academia
  a competitive analysis should exclusively focus on direct competitors: The Strategic
Management of Health Care Organizations Peter M. Ginter, W. Jack Duncan, Linda E. Swayne,
2018-01-17 A comprehensive guide to effective strategic management of health care organizations.
Strategic Management of Health Care Organizations provides essential guidance for leading health
care organizations through strategic management. This structured approach to strategic
management examines the processes of strategic thinking, consensus building and documentation of
that thinking into a strategic plan, and creating and maintaining strategic momentum – all essential



for coping with the rapidly evolving health care industry. Strategic Management of Health Care
Organizations fully explains how strategic managers must become strategic thinkers with the ability
to evaluate a changing industry, analyze data, question assumptions, and develop new ideas. The
book guides readers through the strategic planning process demonstrating how to incorporate
strategic thinking and create and document a clear and coherent plan of action. In addition, the
all-important processes of creating and maintaining the strategic momentum of the organization are
fully described. Finally, the text demonstrates how strategic managers in carrying out the strategic
plan, must evaluate its success, learn more about what works, and incorporate new strategic
thinking into operations and subsequent planning. This strategic management approach has become
the de facto standard for health care management as leadership and strategic management are more
critical than ever in coping with an industry in flux. This book provides heath care management
students as well as health care administrators with foundational guidance on strategic management
concepts and practices, tailored to the unique needs of the health care industry. Included are a clear
discussion of health services external analysis, organizational internal analysis, the development of
directional strategies, strategy alternative identification and evaluation, and the development and
management of implementation strategies providing an informative and insightful resource for
anyone in the field. This new eighth edition has been fully updated to reflect new insights into
strategic thinking, new methods to conceptualize and document critical environmental issues,
practical steps for carrying out each of the strategic management processes, industry and
management essentials for strategic thinkers , and new case studies for applying the strategic
management processes. More specifically, readers of this edition will be able to: Create a process for
developing a strategic plan for a health care organization. Map and analyze external issues, trends,
and events in the general environment, the health care system, and the service area. Conduct a
comprehensive service area competitor analysis. Perform an internal analysis and determine the
competitive advantages and competitive disadvantages. Develop directional strategies. Identify
strategic alternatives and make rational strategic decisions for a health care organization. Develop a
comprehensive strategy for a health care organization. Create effective value-adding service delivery
and support strategies. Translate service delivery and support plans into specific action plans. The
health care industry’s revolutionary change remains ongoing and organizational success depends on
leadership. Strategic management has become the single clearest manifestation of effective
leadership of health care organizations and the strategic management framework’s strengths are
needed now more than ever. The Strategic Management of Health Care Organizations provides
comprehensive guidance and up-to-date practices to help leaders keep their organizations on track.
  a competitive analysis should exclusively focus on direct competitors: Process-based
Strategic Planning Rudolf Grünig, Richard Gaggl, 2013-04-17 Developing a company's future
strategy is an important and complex task and is the core issue in this book. After a short
introduction to strategic planning a heuristic process for determining future strategies is presented.
This process is divided into seven steps and for each of these steps detailed recommendations for
problem-solving are provided and illustrated through many concrete examples.
  a competitive analysis should exclusively focus on direct competitors: Entrepreneurship
Michael Laverty, Chris Littel, 2020-01-16 This textbook is intended for use in introductory
Entrepreneurship classes at the undergraduate level. Due to the wide range of audiences and course
approaches, the book is designed to be as flexible as possible. Theoretical and practical aspects are
presented in a balanced manner, and specific components such as the business plan are provided in
multiple formats. Entrepreneurship aims to drive students toward active participation in
entrepreneurial roles, and exposes them to a wide range of companies and scenarios.
  a competitive analysis should exclusively focus on direct competitors: Marketing
Management K. Muthukumar , A. Panimalar , 2022-01-01 Discover the comprehensive Marketing
Management e-Book designed specifically for MBA II Semester students of Anna University,
Chennai. Published by Thakur Publication, this invaluable resource provides in-depth insights into
the principles and practices of marketing, empowering aspiring business leaders with the knowledge



and strategies needed to excel in the dynamic world of marketing. Get ready to enhance your
marketing acumen and achieve academic success with this essential e-Book.
  a competitive analysis should exclusively focus on direct competitors: Business and
Competitive Analysis Craig S. Fleisher, Babette E. Bensoussan, 2015-01-12 Meet any business or
competitive analysis challenge: deliver actionable business insights and on-point recommendations
that enterprise decision makers can’t and won’t ignore! All you need is one book: Business and
Competitive Analysis, Second Edition . This generation’s definitive guide to business and competitive
analysis has now been thoroughly updated with additional methods, applications and examples.
Craig S. Fleisher and Babette E. Bensoussan begin with a practical primer on the process and
context of business and competitive analysis: how it works, how to avoid pitfalls, and how to
communicate results. Next, they introduce their unique FAROUT method for choosing the right tools
for each assignment. The authors then present dozens of today’s most valuable analysis methods.
They cover “classic” techniques, such as McKinsey 7S and industry analysis, as well as emerging
techniques from multiple disciplines: economics, corporate finance, sociology, anthropology, and the
intelligence and futurist communities. You’ll find full chapters outlining effective analysis processes;
avoiding pitfalls; communicating results; as well as drill-downs on analyzing industries, competitive
positioning, business models, supply chains, strategic relationships, corporate reputation, critical
success factors, driving forces, technology change, cash flow, and much more. For every method,
Fleisher and Bensoussan present clear descriptions, background context, strategic rationales,
strengths, weaknesses, step-by-step instructions, and references. The result is a book every analyst,
strategist, and manager can rely on – in any industry, for any challenge.
  a competitive analysis should exclusively focus on direct competitors: My Product
Management Toolkit Marc Abraham, 2018-03-07 Why are some products a hit while others never see
the light of day? While there's no foolproof way to tell what will succeed and what won't, every
product has a chance as long as it's supported by research, careful planning, and hard work.
-Written by successful product manager Marc Abraham, My Product Management Toolkit is a
comprehensive guide to developing a physical or digital product that consumers love. Here's a
sample of what you'll find within these pages: Strategies for determining what customers want-even
when they don't know themselves Clear suggestions for developing both physical and digital
products Effective methods to constantly iterate a product or feature Containing wisdom from
Abraham's popular blog, this book explores product management from every angle, including
consumer analysis, personnel management, and product evolution. Whether you're developing a
product for a small start-up or a multinational corporation, this book will prove invaluable.
  a competitive analysis should exclusively focus on direct competitors: New England
Economic Review , 1986
  a competitive analysis should exclusively focus on direct competitors: Marketing for
Entrepreneurs and SMEs Maja Konečnik Ruzzier, Mitja Ruzzier, Robert D. Hisrich, 2013-11-29 In
recent years, entrepreneurs and SMEs have been forced to adapt to a rapidly changing, increasingly
globalized world, an evolution that has had a profound impact on marketing strategies. This timely
volume identifies the many new opportunities available to entrepreneurs and SMEs in the global
marketplace, and offers tactical and strategic marketing approaches to help them succeed in the
modern business world.
  a competitive analysis should exclusively focus on direct competitors: The Influential
Product Manager Ken Sandy, 2020-01-14 This book is a comprehensive and practical guide to the
core skills, activities, and behaviors that are required of product managers in modern technology
companies. Product management is one of the fastest growing and most sought-after roles by job
seekers and companies alike. The availability of trained and experienced talent can barely keep up
with the accelerating demand for new and improved technology products. People from nontechnical
and technical backgrounds alike are eager to master this exciting new role. The Influential Product
Manager teaches product managers how to behave at each stage of the product life cycle to achieve
the best outcome for the customer. Product managers are under pressure to drive spectacular



results, often without wielding much direct power or authority. If you don't know how to influence
people at all levels of the organization, how will you create the best possible product? This
comprehensive entry-level textbook distills over twenty years of hard-won field experience and
industry knowledge into lessons that will empower new product managers to act like pros right out
of the gate. With teaching experience both from UC Berkeley and Lynda.com, the author boils down
the most complex topics into principles that are easy to memorize and apply. This book methodically
documents the tools product managers everywhere use to align their teams with market needs and
organizational goals. From setting priorities to capturing requirements to navigating trade-offs, this
book makes it easy. Not only will your product succeed, you'll succeed, too, when you read the final
chapter on advancing your career. Let your product's success become your success!
  a competitive analysis should exclusively focus on direct competitors: Economic
Efficiency Ben Van Rompuy, 2012-08-01 Over the past decade, we have witnessed an apparent
convergence of views among competition agency officials in the European Union and the United
States on the appropriate goals of competition law enforcement. Antitrust policy, it is now
suggested, should focus on enhancing economic efficiency, which we are to believe will promote
consumer welfare. Recent EU Commission Guidelines on the application of Article 101 TFEU appear
to banish considerations that cannot be construed as having an economic efficiency value – such as
the environment, cultural policy, employment, public health, and consumer protection – from the
application of Article 101 TFEU. Arguing that the professed adoption of an exclusive efficiency
approach to Article 101 TFEU does not preclude, but rather obfuscates the role of non-efficiency
considerations, the author of this timely contribution accomplishes the following objectives: traces
the genesis of the shift to an efficiency orientation in EU and US antitrust policy and dispels several
ingrained misconceptions that underpin it; demonstrates the close interrelationship between
evolving images of the purpose of antitrust, the development of related enforcement norms, and
enforcement output; provides in-depth analyses of a number of analytically rich cases in the
audiovisual sector (and particularly those related to sports rights); and explores what the role of
non-efficiency considerations in the application of Article 101 TFEU could and should be under the
modernized enforcement regime.
  a competitive analysis should exclusively focus on direct competitors: Competition Law
in Developing Countries Thomas K. Cheng, 2020-05-27 This book brings together perspectives of
development economics and law to tackle the relationship between competition law enforcement and
economic development. It addresses the question of whether, and how, competition law enforcement
helps to promote economic growth and development. This question is highly pertinent for developing
countries largely because many developing countries have only adopted competition law in recent
years: about thirty jurisdictions had in place a competition law in the early 1980s, and there are now
more than 130 competition law regimes across the world, of which many are developing countries.
The book proposes a customized approach to competition law enforcement for developing countries,
set against the background of the academic and policy debate concerning convergence of
competition law. The implicit premise of convergence is that there may exist one, or a few, correct
approaches to competition law enforcement, which in most cases emanate from developed
jurisdictions, that are applicable to all. This book rejects this assumption and argues that developing
countries ought to tailor competition law enforcement to their own economic and political
circumstances. In particular, it suggests how competition law enforcement can better incorporate
development concerns without causing undue dilution of its traditional focus on protecting consumer
welfare. It proposes ways in which approaches to competition law enforcement need to be adjusted
to reflect the special economic characteristics of developing country economies and the more limited
enforcement capacity of developing country competition authorities. Finally, it also addresses the
long-running debate concerning the desirability and viability of industrial policy for developing
countries. The author would like to acknowledge the Research Grants Council of Hong Kong for its
generous support. The work in this book was fully supported by a grant from the Research Grants
Council of Hong Kong (Project No. HKU 742412H).



  a competitive analysis should exclusively focus on direct competitors: The Handbook of
International Advertising Research Hong Cheng, 2014-01-21 This timely handbook brings
academic excellence to international advertising research in the form of 28 contributions from over
40 leading scholars. The handbook’s comprehensive treatment highlights existing knowledge,
reports major findings across the subject, and recommends directions and agendas for future
research. Fills the existing gap between the rapid growth in scholarly research on international
advertising and the pressing need for more high-quality research in the area Covers 28 major areas
in international advertising research, with contributions from more than 40 international advertising
scholars based in over 10 countries or territories Comprehensive treatment includes the history of
international advertising, audiences and media, strategy and execution, content effects, regulation,
ethics, and advertising education Highlights existing knowledge in international advertising, reports
major findings on a broad range of topics, and offers expert recommendations on directions for
future research Contributors represent the most highly respected academics among international
advertising researchers
  a competitive analysis should exclusively focus on direct competitors: The Pursuit of
New Product Development Marc Annacchino, 2011-04-01 The Pursuit of New Product
Development: The Business Development Process begins with an understanding of market needs,
within a sound business model, a well-defined financial strategy, and well-thought-out strategic
goals. This new book by industry-expert Marc Annacchino, will help the professional engineer,
manager, marketer, and all others who must come together as a working team, to better understand
their respective roles and responsibilities in that process. Today, speeding the right value
proposition to the market can make all the difference between success and failure. With case
examples, organizational analysis and project planning tools, this new book looks at that longer,
organizational view of product development, and how that view can improve product development
cycle times and better take advantage of new market opportunities. It will help the product
development team better adapt to change and a dynamic market in today's global economy through
product platform management, and do so rationally and reliably. And it will help product
development professionals to look for hidden value in existing product lines as they plan for that
change and growth ahead. - Provides product development professionals with the concepts and tools
for a more integrated, successful product development cycle - Promotes a more coherent
deployment of managers, engineers, marketers, and sales personnel to achieve results within market
opportunity in terms of time, cost and performance - Shows how to better identify and target
product value propositions in product line extensions and in securing new markets
  a competitive analysis should exclusively focus on direct competitors: Fundamentals of
Strategy Gerry Johnson, Kevan Scholes, Richard Whittington, Patrick Regn_r, Duncan Angwin,
2017-12-13 From the author team of the market-leading text Exploring Strategy, comes a new
edition of Fundamentals of Strategy. Designed to help student and business executives boost their
academic and professional careers, Fundamentals of Strategy is the most concise and easy to follow
overview of the fundamental issues and techniques of strategy. Fundamentals of Strategy, 4th
edition · Delivers the essential concepts and techniques of strategy in a new 8 chapter structure.
This allows additional space to unpack the fundamentals in depth, and at times more critically. ·
Revamped final chapter on ‘Strategy in action’, raising implementation issues such as organisational
structure, management processes and strategic change · Covers up-to-date topics including business
models, sustainability and entrepreneurial start-ups. · Engages the reader with real-world strategy
problems and provides insights and strategy examples from a wide range of international
organisations. · New and updated cases and illustrations featuring small and large organisations
from profit and not-for-profit sectors and operating all over the world. · Links to online support
material.
  a competitive analysis should exclusively focus on direct competitors: Marketing Briefs
Sally Dibb, Lyndon Simkin, 2004-06-30 This revised and updated second edition of Marketing Briefs:
a revision study guide gives every marketing student the most comprehensive collection of definitive



overviews of every key concept in the subject. The text itself is organized into short structured
chapters, the Briefs, each including: * Core definitions * A bulleted key point overview * Thorough
yet concise explanation of the concept and primary issues * Illustrative examples * A selection of
examination style case, essay and applied questions Together these offer a rounded, concise and
topical appreciation of each theme within a clear and accessible framework, designed to aid
revision. Also included are revision tips and 'golden rules' for tackling examinations, specimen
examination papers with answer schemes, and a full glossary of key marketing terms.
  a competitive analysis should exclusively focus on direct competitors: Strategic
Management Accounting Keith Ward, 2012-08-21 * Challenging and provocative book * Shows
how management accounting techniques can be integrated into the strategic decision making
process * Extensive use of practical examples from a variety of contexts.An introduction to business
strategy for management accountants, financial accountants or managers with an accounting
orientation. The book places management accounting clearly within the context of strategic
management of the business. Offers qualified accountants a sound introduction to strategic
management, and with practical examples and mini-cases provided throughout, this book is
comprehensive yet concise. Keith Ward addresses strategic management accounting as a continuous
process of analysis, planning and control. Management accounting is about supplying the right
information to the right people at the right time, and this can only be expressed in the context of the
business strategy and strategic plan. The implementation of appropriate management accounting
systems to complement different strategies is discussed in detail. Applications and examples include
multinational organizations, non-profit organizations and varying organizational structures. Finally
the author covers methods of using management accounting for strategic advantage.
  a competitive analysis should exclusively focus on direct competitors: Strategy As
Action Curtis M. Grimm, Hun Lee, Ken G. Smith, 2006 Strategy as Action presents an action plan
for how firms can build, improve, and defend their competitive advantage at every stage of their life
cycle. For start-up firms entering a market, it provides a model for exploiting competitive
uncertainty and blind spots; for growth firms who have established some market advantages, it
provides an action plan for exploiting relative resources; for mature firms, it explains how to exploit
market position; finally, for firms that have no decisive resource advantage, it provides an action
plan based on firm co-operative reactions.
  a competitive analysis should exclusively focus on direct competitors: Your Strategy
Needs a Strategy Martin Reeves, Knut Haanaes, 2015-05-19 You think you have a winning strategy.
But do you? Executives are bombarded with bestselling ideas and best practices for achieving
competitive advantage, but many of these ideas and practices contradict each other. Should you aim
to be big or fast? Should you create a blue ocean, be adaptive, play to win—or forget about a
sustainable competitive advantage altogether? In a business environment that is changing faster and
becoming more uncertain and complex almost by the day, it’s never been more important—or more
difficult—to choose the right approach to strategy. In this book, The Boston Consulting Group’s
Martin Reeves, Knut Haanæs, and Janmejaya Sinha offer a proven method to determine the strategy
approach that is best for your company. They start by helping you assess your business
environment—how unpredictable it is, how much power you have to change it, and how harsh it
is—a critical component of getting strategy right. They show how existing strategy approaches sort
into five categories—Be Big, Be Fast, Be First, Be the Orchestrator, or simply Be Viable—depending
on the extent of predictability, malleability, and harshness. In-depth explanations of each of these
approaches will provide critical insight to help you match your approach to strategy to your
environment, determine when and how to execute each one, and avoid a potentially fatal mismatch.
Addressing your most pressing strategic challenges, you’ll be able to answer questions such as: •
What replaces planning when the annual cycle is obsolete? • When can we—and when should
we—shape the game to our advantage? • How do we simultaneously implement different strategic
approaches for different business units? • How do we manage the inherent contradictions in
formulating and executing different strategies across multiple businesses and geographies? Until



now, no book brings it all together and offers a practical tool for understanding which strategic
approach to apply. Get started today.
  a competitive analysis should exclusively focus on direct competitors: Competitive
Advantage Michael E. Porter, 2008-06-30 Now beyond its eleventh printing and translated into
twelve languages, Michael Porter’s The Competitive Advantage of Nations has changed completely
our conception of how prosperity is created and sustained in the modern global economy. Porter’s
groundbreaking study of international competitiveness has shaped national policy in countries
around the world. It has also transformed thinking and action in states, cities, companies, and even
entire regions such as Central America. Based on research in ten leading trading nations, The
Competitive Advantage of Nations offers the first theory of competitiveness based on the causes of
the productivity with which companies compete. Porter shows how traditional comparative
advantages such as natural resources and pools of labor have been superseded as sources of
prosperity, and how broad macroeconomic accounts of competitiveness are insufficient. The book
introduces Porter’s “diamond,” a whole new way to understand the competitive position of a nation
(or other locations) in global competition that is now an integral part of international business
thinking. Porter's concept of “clusters,” or groups of interconnected firms, suppliers, related
industries, and institutions that arise in particular locations, has become a new way for companies
and governments to think about economies, assess the competitive advantage of locations, and set
public policy. Even before publication of the book, Porter’s theory had guided national
reassessments in New Zealand and elsewhere. His ideas and personal involvement have shaped
strategy in countries as diverse as the Netherlands, Portugal, Taiwan, Costa Rica, and India, and
regions such as Massachusetts, California, and the Basque country. Hundreds of cluster initiatives
have flourished throughout the world. In an era of intensifying global competition, this pathbreaking
book on the new wealth of nations has become the standard by which all future work must be
measured.
  a competitive analysis should exclusively focus on direct competitors: Rethinking
Strategic HR John Sullivan, 2005-02-28 The primary goal of this book is to show you new ways to
improve the business impact of your HR function by up to 25 percent. Because the goal is so high,
The approaches that permeate this book are aggressive ones that are designed to make you rethink
everything you do in HR. Authored by one of the industry's most respected thinkers, Rethinking
Strategic HR is a forward-thinking look at building a smarter, more powerful HR strategy in any
organization. Throwing out the old, conventional approaches, this provocative book provides a
hard-hitting guide to 21st century HR strategy that will challenge you to think in bold, new ways.
From critiques of traditional practices to specific day-to-day steps to strategic thinking, you'll get a
new perspective on HR including: A clear definition of what is and what is not strategic the five
distinct levels of contribution that HR can make A list of the most-used HR department strategies
Tools for assessing your own strategic level A chart on how to make 'fact-based' decisions How HR
routinely 'under-costs' its decisions How to make a strategic case to your CFO and more!
  a competitive analysis should exclusively focus on direct competitors: Management
Keuning Doede, 2013-12-19 Management: A European Perspective adopts a step-by-step approach
based on the key managerial skills – planning, organization, implementation, supervision and control
– to provide a practical introduction to the field. Looking at some leading international companies,
Keuning draws on various managerial and organizational concepts, including industrial democracy,
corporate governance, ethics, culture and gender, ICT related changes in industries, e-business, risk
management and network organization. Among the special features designed to enhance the
learning process are: Detailed case studies demonstrating the practical implications of the concepts
discussed References in the form of examples and brief studies (with a European or international
focus) Numerous discussion questions relating to each chapter's theory Material from European
newspapers and magazines to reinforce the book's practical orientation This book is an ideal
introduction for students starting out their business program.
  a competitive analysis should exclusively focus on direct competitors: The Routledge



Companion to Strategic Marketing Bodo B. Schlegelmilch, Russell S. Winer, 2020-11-24 The
Routledge Companion to Strategic Marketing offers the latest insights into marketing strategy. Bodo
Schlegelmilch and Russ Winer present 29 specially commissioned chapters, which include up-to-date
thinking on a diverse range of marketing strategy topics. Readers benefit from the latest strategic
insights of leading experts from universities around the world. Contributing authors are from,
among others, the U.S. (Berkeley, Cornell, MIT, New York University, Texas A&M), Europe (the
Hanken School of Economics, INSEAD, the University of Oxford, the University of Groningen, WU
Vienna) and Asia (the Indian School of Business, Tongji University). The topics addressed include
economic foundations of marketing strategy, competition in digital marketing strategy (e.g. mobile
payment systems and social media strategy), marketing strategy, and corporate social responsibility,
as well as perspectives on capturing the impact of marketing strategy. Collectively, this authoritative
guide is an accessible tool for researchers, students, and practitioners.
  a competitive analysis should exclusively focus on direct competitors: Making Customer
Satisfaction Happen R.M. McNealy, 1994-09-30 This book provides the focus for an organisation's
Total Quality Management process; the achievement of `world-class' customer satisfaction. The book
draws exclusively from actual case studies of world leading companies.
  a competitive analysis should exclusively focus on direct competitors: Interstate
Commerce Commission Reports United States. Interstate Commerce Commission, 1975
  a competitive analysis should exclusively focus on direct competitors: ACCA P3
Business Analysis BPP Learning Media, 2015-04-30 BPP Learning Media's status as official ACCA
Approved Learning Provider - Content means our ACCA Study Texts and Practice & Revision Kits are
reviewed by the ACCA examining team. BPP Learning Media products provide you with the exam
focussed material you need for exam success.
  a competitive analysis should exclusively focus on direct competitors: Maintenance
Costs and Life Cycle Cost Analysis Diego Galar, Peter Sandborn, Uday Kumar, 2017-09-18
Authors have attempted to create coherent chapters and sections on how the fundamentals of
maintenance cost should be organized, to present them in a logical and sequential order.
Necessarily, the text starts with importance of maintenance function in the organization and moves
to life cycle cost (LCC) considerations followed by the budgeting constraints. In the process, they
have intentionally postponed the discussion about intangible costs and downtime costs later on in
the book mainly due to the controversial part of it when arguing with managers. The book will be
concluding with a short description of a number of sectors where maintenance cost is of critical
importance. The goal is to train the readers for a deeper study and understanding of these elements
for decision making in maintenance, more specifically in the context of asset management. This book
is intended for managers, engineers, researchers, and practitioners, directly or indirectly involved in
the area of maintenance. The book is focused to contribute towards better understanding of
maintenance cost and use of this knowledge to improve the maintenance process. Key Features: •
Emphasis on maintenance cost and life cycle cost especially under uncertainty. • Systematic
approach of how cost models can be applied and used in the maintenance field. • Compiles and
reviews existing maintenance cost models. • Consequential and direct costs considered. •
Comparison of maintenance costs in different sectors, infrastructure, manufacturing, transport.
  a competitive analysis should exclusively focus on direct competitors: UX Strategy Jaime
Levy, 2015-05-20 User experience (UX) strategy requires a careful blend of business strategy and
UX design, but until now, there hasn’t been an easy-to-apply framework for executing it. This
hands-on guide introduces lightweight strategy tools and techniques to help you and your team craft
innovative multi-device products that people want to use. Whether you’re an entrepreneur, UX/UI
designer, product manager, or part of an intrapreneurial team, this book teaches simple-to-advanced
strategies that you can use in your work right away. Along with business cases, historical context,
and real-world examples throughout, you’ll also gain different perspectives on the subject through
interviews with top strategists. Define and validate your target users through provisional personas
and customer discovery techniques Conduct competitive research and analysis to explore a crowded



marketplace or an opportunity to create unique value Focus your team on the primary utility and
business model of your product by running structured experiments using prototypes Devise UX
funnels that increase customer engagement by mapping desired user actions to meaningful metrics
  a competitive analysis should exclusively focus on direct competitors: Handbook of
Marketing Strategy Venkatesh Shankar, Gregory S. Carpenter, James Farley/Booz Allen Hamilton,
2012 This authoritative, comprehensive, and accessible volume by leading global experts provides a
broad overview of marketing strategy issues and questions, including its evolution, competitor
analysis, customer management, resource allocation, dynamics, branding, advertising, multichannel
management, digital marketing and financial aspects of marketing. The Handbook comprises seven
broad topics. Part I focuses on the conceptual and organizational aspects of marketing strategy
while Part II deals with understanding competition. Customers and customer-based strategy,
marketing strategy decisions, and branding and brand strategies are covered in the next three parts
while Part VI looks at marketing strategy dynamics. The final part discusses the impact of marketing
strategy on performance variables such as sales, market share, shareholder value and stakeholder
value. All of the chapters in this Handbook offer in-depth analyses of research developments, provide
frameworks for analyzing key issues, and highlight important unresolved problems in marketing
strategy. Collectively, they provide a deep understanding of and key insights into the foundations,
antecedents and consequences of marketing strategy. This compendium is an essential resource
guide for researchers, doctoral students, practitioners, and consultants in the field of marketing
strategy.
  a competitive analysis should exclusively focus on direct competitors: Market
Intelligence Per V. Jenster, Klaus Solberg Søilen, 2009 Market Intelligence provides an overview of
the most important tools and concepts relevant to intelligence analysis for strategic decision making.
The book's focus is not only on competitors, but also on customers, suppliers, and a range of other
stakeholders. It gives the reader tools used to analyze both micro and macro factors in the
organization's environment to predict future outcomes better and to improve decision making. The
field of competitive intelligence is studied by a diverse research community. Contributions to this
field are made to aid States - on a national, regional, and local level - as well as to aid the military,
non-profit organizations, and private companies. These contributions are mostly done in isolation,
even though all these fields of study have much in common. The authors draw from these various
fields and provide the essential insights to aid management thinking.
  a competitive analysis should exclusively focus on direct competitors: Production
Handbook John A. White, 1987-07-30 A revised edition of the comprehensive production
management handbook. Written by international experts, this guide presents a systems perspective
on high-quality, cost-effective manufacturing, addressing both high-volume and low-volume
production needs. The introductory section covers capacity, planning, competitive strategies, and
performance and productivity measurement. The succeeding seven sections cover manpower,
methods, machines, materials, money, space and systems.
  a competitive analysis should exclusively focus on direct competitors: Encyclopedia of
Health Care Management Michael J. Stahl, 2003-10-21 The most comprehensive one-volume
reference work on health care management published in the last 10 years, this work brings together
much useful information and will appeal to a broad audience. Health science libraries, college
libraries, and large public libraries will want to invest in this title. --BOOKLIST This volume should
be considered by academic and public libraries with large healthcare management or business
collections as the only current reference on this topic. --LIBRARY JOURNAL The Encyclopedia of
Health Care Management would be useful for those involved in any aspect of health care, whether as
a student, instructor, practitioner, researcher, or administrator. This book would be of great use in
reference collections at public, university, hospital, and corporate libraries. --E-STREAMS Health
care is one of today′s most discussed and debated topics. From issues such as accessibility to costs
to quality, the debates range widely among doctors, patients, employers, and insurers. A popular
topic in political campaigns and the media, health care and health care management is also a quiet



and unremitting concern in the private and personal lives of individuals who worry about someday
having to choose between food and prescription drugs. For this reason, in today′s health care
industry, good business practices may be as important as the practice of medicine in assuring the
continued health of the industry. The Encyclopedia of Health Care Management will prove
invaluable to libraries serving students and professionals in health and business. It will also be an
essential reference for physicians, providers and their employees, and students and professors in
health and management for responsible and successful practice and administration in the health
care industry. This encyclopedia is the most comprehensive reference work on the business of health
care, with up-to-date information across a broad range of issues affecting every aspect of the
industry and the people it serves, employs, and influences. Key Features The most comprehensive
reference work on health care management Broad range of timely topics, spanning academic,
corporate and governmental arenas Over 600 entries More than 160 expert contributors in the fields
of medicine, public health, and business Tables on Health Care Acronyms Medical Degrees Medical
Legislation Medical Organizations Medical Specialties About the Editor Michael J. Stahl, Ph.D. is
Director of the Physician Executive MBA Program and Distinguished Professor of Management in
the College of Business at the University of Tennessee, Knoxville. Dr. Stahl received his B.S. in
Electrical Engineering from the State University of NY at Buffalo and his Ph.D. in Management from
Rensselaer Polytechnic Institute. From 1982-1989, Stahl was Head of the Management Department
at Clemson University He was Associate Dean in the College of Business at the University of
Tennessee from 1989-1997. Dr. Stahl has published over 50 journal articles in a variety of areas
including Strategic Management, TQ, and healthcare, as well as twelve books including Strategic
Management, Perspectives in TQ, and The Physician′s Essential MBA. He teaches strategy and
business planning in the Physician EMBA, Taiwan EMBA, and MBA Programs. Recommended
Libraries Academic, Public, Special, Private/Corporate
  a competitive analysis should exclusively focus on direct competitors: Streetwise
Business Plans Michele Cagan, 2006-10-12 Every great business begins with a great business plan!
Nearly half of all new businesses fail within the first to years. To beat these odds, your new business
needs a plan. Streetwise Business Plans with CD shows you how to create a professional business
plan in no time. This book explains how to use a business plan to establish a sound business, develop
a complete marketing strategy, and forecast change. Streetwise Business Plans with CD features
multiple samples of prewritten text for every part of your plan, as well as two complete sample
business plans. Streetwise Business Plans with CD includes sample material to be used in creating
the ultimate business plan. The CD walks you through all of the basics and includes important topics
such as Your General Executive Summary, Company Summary, Services & Products Summary,
Market Analysis, Strategic Summary, Management Summary, and a Financial Plan. Whether you're
expanding an established enterprise or opening a one-person shop, the best way to get your new
business off to a good start is with Streetwise Business Plan with CD!
  a competitive analysis should exclusively focus on direct competitors: Competition Law in
the ASEAN Countries Ploykaew Porananond, 2018-06-22 Amongst other regional organisations, the
Association of Southeast Asian Nations (ASEAN) stands out for the diversity of its ten Member
States, stemming from their respective economic and political heritage, governance systems, legal
institutions, stages of economic development, and exposure to or reliance on foreign trade and
investments. As of 2017, however, the regional bloc has formalised its focus on economic integration
and development of a regional competition law. Challenging this vision are the States’ very different
national competition law systems, ongoing problems with governmental intervention in the economy,
and lack of effective and efficient corruption-free regulatory and juridical infrastructure. This book,
the first detailed analysis of competition law in the ASEAN countries, looks at the prospects of
implementation for the regional law and compares the existing systems in each Member State.
Opening with a thorough description of the composition and organisation of the ASEAN, the analysis
proceeds to an in-depth evaluation of such aspects as the following: – persistence of the ASEAN’s
traditional mode of dispute resolution, often referred to as the ASEAN Way; – economic challenges



posed by intra-regional growth and globalisation; – the strong relationship between the business and
government sectors; and – governmental interventions as cultural practices. There is detailed
reference throughout to case law, legislation, institutional announcements, relevant treaties, and
literature on both the ASEAN and competition law. As an important critical analysis of this major
new regional competition law regime, this book will be welcomed by competition law practitioners,
multinational corporation counsel, and jurists, officials, and academics in a variety of legal fields.
Although the subject is specifically the ASEAN, the analysis contributes to a better understanding of
competition law regimes in developing economies and to the more general literature on global
competition law.
  a competitive analysis should exclusively focus on direct competitors: Understanding
Your Users Catherine Courage, Kathy Baxter, 2005-01-11 Understanding Your Users is an easy to
read, easy to implement, how-to guide on usability in the real world. It focuses on the user
requirements gathering stage of product development and it provides a variety of techniques, many
of which may be new to usability professionals. For each technique, readers will learn how to
prepare for and conduct the activity, as well as analyze and present the data - all in a practical and
hands-on way. The techniques can be used together to form a complete picture of the users'
requirements or they can be used separately to address specific product questions. These methods
have helped product teams understand the value of user requirements gathering by providing
insight into how users work and what they need to be successful at their tasks.--BOOK JACKET.
  a competitive analysis should exclusively focus on direct competitors: Gower Handbook
of Customer Service Peter Murley, 1997 This new Gower Handbook covers an area of management
that is now regarded as fundamental to the success of any organization, whether it is in the private
or the public sector. A team of experienced professionals and practising managers have pooled their
expertise to provide nearly 50 chapters of current best practice in all aspects of customer service
management, making this a valuable addition to the renowned Gower Handbook series.
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