Marketing Feasibility /Competitors Study


The process of studying competitors must include several points, perhaps the most prominent of which are:
· Who are competitors' customers, and what are their characteristics? Where are they located?
· What is the range of products and services offered by competitors?
· Details of each product or service in terms of (shapes, sizes, packaging, features and characteristics, etc.)
· The strategy of focusing on products and services in the market (what are the main products or services, other products and services).
· The added value of the products and services offered by competitors to consumers and customers (what does the competitor sell to customers: price, quality, distinction, presence, speed, technology, social status, trendiness, modernity, beauty, etc.)
· Competitors points of sale (direct selling through multiple outlets, selling to agents, selling to retailers, selling to wholesalers, selling online... etc.)
· Presence and geographical spread at the level of sales outlets? In other words, where are the competitors at the level of sales outlets at the governorate, district or state level?
· Pricing strategy and incentives offered by competitors to attract consumers and customers (discounts, additional quantities, price discounts, commissions, incentives to increase demand)
· Production capacity and competitor's market share.
· Promotional methods followed by competitors to promote the products and services they offer (traditional methods and modern methods of promoting products)
· Strengths and weaknesses of competitors in terms of (products and services, presence and spread, pricing strategy, promotion strategy)
· Strengths and weaknesses of competitors in terms of (material capabilities, human capabilities, financial capabilities)
· The presence of competitors in the sector’s supply chains
· How do competitors prevent others from entering the market (barriers caused by competitors to prevent others from entering the market)?
When studying competitors? You must know:
· The geographical scope of the project.
· Who are your project's direct competitors?
· Who are your project's competitors in the market?
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	Who are competitors' customers, and what are their characteristics? Where are they located?

	
	
	
	

	What is the range of products and services offered by competitors?

	
	
	
	

	Details of each product or service in terms of (shapes, sizes, packaging, features and characteristics, etc.)

	
	
	
	

	The strategy of focusing on products and services in the market (what are the main products or services, other products and services).

	
	
	
	

	The added value of the products and services offered by competitors to consumers and customers (what does the competitor sell to customers: price, quality, distinction, presence, speed, technology, social status, trendiness, modernity, beauty, etc.)
	
	
	
	

	Competitors points of sale (direct selling through multiple outlets, selling to agents, selling to retailers, selling to wholesalers, selling online... etc.)

	
	
	
	

	Presence and geographical spread at the level of sales outlets? In other words, where are the competitors at the level of sales outlets at the governorate, district or state level?

	
	
	
	

	Pricing strategy and incentives offered by competitors to attract consumers and customers (discounts, additional quantities, price discounts, commissions, incentives to increase demand)
	
	
	
	

	Production capacity and competitor's market share.


	



	
	
	

	Promotional methods followed by competitors to promote the products and services they offer (traditional methods and modern methods of promoting products)

	
	
	
	

	Strengths and weaknesses of competitors in terms of (products and services, presence and spread, pricing strategy, promotion strategy)
	
	
	
	

	Strengths and weaknesses of competitors in terms of (material capabilities, human capabilities, financial capabilities)


	
	
	
	

	How do competitors prevent others from entering the market (barriers caused by competitors to prevent others from entering the market)
	
	
	
	

	
Any other data that you deem necessary to study:

	
	
	
	



