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How Your Competitor Can Make You Money 

• Referrals 
• Cross Sell 
• Commissions 
• Partnership 









Don’t be Small Minded 





Working with Competitors 
•  Joint Venture 
•  Buy their leads 
•  Sell your leads 
•  Reciprocal lead exchange 
•  Model your competitors 



• Who Are You? 
• What is Your Business? 





Self Awareness 
•  Self- awareness will help you become 

happier and more productive 
•  Can help you align your current life with 

your passions.  



Benefits of Self-Awareness  
•  Improve skills by recognizing what you do well and what you 

need to improve  
•  Raise happiness levels by aligning your ideals with your 

actions  
•  Become a better leader by understanding how employees 

perceive your behavior  
•  Strengthen work and personal relationships by managing 

emotions  
•  Increase work motivation by seeking out your true passions  
•  Decrease stress by identifying emotions and lessening tasks 

you don’t enjoy  



Who is Your Competitor? 



Who is your Competition? 







Assess your Competitor 

•  Are they a low-cost or high-cost 
provider?  

•  Are they working mainly volume sales or 
one-off purchases?  

•  What is their market share?  
•  What are characteristics and needs of 

their ideal customers?  
•  Are they using different pricing 

strategies for online purchases versus 
brick and mortar?  

•  How does the company differentiate 
itself from its competitors?  

•  How do they distribute their products/
services?  



Competitor Sales 

•  What does the sales process look like?  
•  What channels are they selling through?  
•  Do they have multiple locations and how 

does this give them an advantage?  
•  Are they expanding? Scaling down?  
•  Do they have partner reselling programs?  
•  What are their customers reasons for not 

buying? For ending their relationship with 
the company?  

•  What are their revenues each year? 
•  What about total sales volume?  
•  Do they regularly discount their products 

or services? 
•  How involved is a salesperson in the 

process?  



Competitor Marketing 

•  Analyzing your competitor's website is the fastest 
way to gauge their marketing efforts. Take note of 
any of the following items and copy down the 
specific URL for future reference:  

•  Do they have a blog? 
•  Are they creating whitepapers or ebooks? 
•  Do they post videos or webinars? 
•  Do they have a podcast? 
•  Are they using static visual content such as 

infographics and cartoons? What about slide 
decks? 

•  Do they have a FAQs section? 
•  Are there featured articles? 
•  Do you see press releases? 
•  Do they have a media kit? 
•  What about case studies? 
•  Do they publish buying guides and data sheets 
•  What online and offline advertising campaigns are 

they running?  



Competitor Content 

•  How accurate is their content? 
Are spelling or grammar errors present?  

•  How in-depth does their content go? (Is it 
introductory level that just scratches the 
surface or more advanced topics with high-
level ideas?)  

•  What tone do they use?  
•  Is the content structured for readability? (Are 

they using bullet points, bold headings, and 
numbered lists?)  

•  Is their content free and available to anyone 
or do their readers need to opt-in?  

•  Who is writing their content? (In-house 
team? One person? Multiple contributors?)  

•  Is there a visible byline or bio attached to 
their articles?  



Content Engagement 

•  Check the average number of comments, 
shares, and likes on your competitor's 
content and find out if:  

•  Certain topics resonate better than others 
The comments are negative, positive, or a 
mix 

•  People are tweeting about specific topics 
more than others Readers respond better 
to Facebook updates about certain content  

•  Don't forget to note if your competitor 
categorizes their content using tags, and if 
they have social media follow and share 
buttons attached to each piece of content. 
Both of these will effect engagement 
activity.  



Keywords/Linking 

•  Which keywords are your competitors 
focusing on that you still haven't tapped into?  

•  What content of theirs is highly shared and 
linked to? How does your content compare?  

•  Which social media platforms is your target 
audience using and the most active on?  

•  What other sites are linking back to your 
competitor's site, but not yours? 

•  Who else is sharing what your competitors 
are publishing? 

•  Who is referring traffic to your competitor's 
site?  

•  For the keywords you want to focus on, what 
is the difficulty level? There are several free 
(and paid) tools that will give you a 
comprehensive evaluation of your 
competitor's search engine optimization.  



Assess Social Media 

•  To determine if a new social 
media platform is worth your 
time, check your competitor's 
engagement rates on those 
sites.  

•  First, visit the following sites 
to see if your competition has 
an account on these 
platforms:  

•  Facebook, Twitter, Instagram, 
Snapchat, LinkedIn, YouTube, 
Pinterest  



Analysis Tools 
•  FanPageKarma.com 
•  LikeAlyzer.com 
•  Klear.com 
•  Twitonomy.com 
•  socialmediatoday.com/

content/how-do-social-
media-competitive-
analysis 



Social Media 
Effectiveness 

•  Then, take note of the 
following quantitative items 
from each platform:  

•  Number of fans/followers 
•  Posting frequency and 

consistency 
•  Content engagement (Are 

users leaving comments or 
sharing their posts?)  

•  Content virility (How many 
shares, re-pins, and retweets 
do their posts get?)  



Strength/Weakness 

•  What is your competitor doing really 
well with? (Products, content 
marketing, social media, etc.)  

•  Where does your competitor have 
the advantage over your brand?  

•  What is the weakest area for your 
competitor? 

•  Where does your brand have the 
advantage over your competitor? 
What could they do better with?  

•  In what areas would you consider 
this competitor as a threat? 

•  Are there opportunities in the market 
that your competitor has identified?  










