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Competitor Information
Competitive analysis specializes in the collection of information about rival organizations. An essential business strategy involves being informed about your competition. Information about the competitors’ operations and products help organizations’ products and marketing stand out (Caber, Albayrak&İsmayıllı 2017).Competitor information will help an organization respond to competitors' marketing campaigns and set product and service products. Not knowing about your competition hampers an organization's ability to make informed decisions and hurt their efforts to retain existing customers and gain new ones. A company can use competitor information to develop marketing strategies that exploit their rival’s weaknesses and enhance their business performance. Competitor information is essential for organizations as it helps asses the threats that are by new entrants to the industry and current competitors. It enables organizations to be realistic about their success. Information on competitors helps an organization make informed decisions. 
	The first step in obtaining competitive information is identifying the existing or potential competitors.Organizations can identify competitors by analyzing the industry or market from the customers’ viewpoint. This involves grouping the competitors based on the degree at which they struggle for buyers’ money. Another method of identifying competitors is grouping them according to their competitive strategies. After identifying competitors, information about them is gathered. Gathering of information can be done by visiting the rival’s website and going through their business advertisements. Websites are a rich mine of information that provides more information on the company’s marketing strategies, competition plan, and personnel. Competitors'ads can inform organizations on rival’s audience targets (Caber, Albayrak&İsmayıllı2017). The information obtained can be used to plan for their own companies advertising campaigns and promotions. Organizations’ can use business reviews to learn and understand the practices that customers like.Organizations can also acquire information about their competitors by acting as customers. Acting as a customer will help a company gain current information on competitor’s products and services. This may involve reviewing information available to the public and signing up for products and taking tours at the facility (Yan, Jin&Geng2017). Visiting and touring the competitor’s facility offers current intelligence about the organization. With the advent of new technology and software, organizations can acquire competitors’ information.
The next step of competitor analysis is analyzing information that has been gathered. An effective method of analyzing competitor information is conducting a SWOT analysis which focuses on strengths, weakness, opportunities, and threats (Hitt, Hoskisson& Ireland2017). Conducting aSWOT analysis makes logical deductions on the useful aspects of an organization.A competitive analysis delivers actionable information specific to the nature and competitive relationship of the industry. 
[bookmark: _GoBack]After analyzing competitor’s information, a company or organization has more knowledge and understanding of who the competitors are and what products they are engaging in. After analysis of the competitor’s information, a company can identify weaknesses and improve on them to gain a competitive edge against other organizations. Not only will analysis of competitors’ information identify the main areas that an organization can use to improve and enhance the content creation and establish the company’s presence with potential customers. 
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