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Nutshell

From the Chairman’s desk
Dear Member,
As businesses aim to reach a wider audience and grab a larger share of the visibility pie in a
fiercely competitive and crowded marketplace, the challenges also grow exponentially. One of
the biggest challenges of competing in a crowded marketplace is the tendency for everyone’s
marketing claims to be ratcheted up to a level where the end users find the claims hard to
believe. Also, as everyone’s marketing messages become hyperbolic, it becomes very difficult
to determine who the best is. This is one of the biggest issues being faced by marketers today.
This issue of the Nutshell attempts to understand the challenges of competing in a crowded
marketplace and looks at ways to work around the roadblocks in meeting ones requisite
objective.
Do share your feedback with us. We can be reached on isa.ed@vsnl.net
Regards,

Sunil Kataria
Chairman

Published by Medmark Communications Pvt. Ltd. on behalf of Indian Society of Advertisers.
All enquiries may be sent to Medmark, 16/177, Prem Kutir, Sion (East), Mumbai 400 022. Tel: 2401 6468 Telefax: 2408 4635.
Email: nutshelledit@gmail.com The views expressed in the magazine are not necessarily those of ISA.
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Crowded Marketplace
In any marketplace with six or more different vendors making
strong claims to sales prospects is said to be crowded. One of
the biggest challenges in selling into a crowded space is the
tendency for everyone’s marketing claims to be ratcheted up
to a level where the claims are hard to believe. That just makes
sense. If no one can hear you, the answer must be to shout louder,
and to shout bolder claims than the last guy who shouted. This
perceived lack of credibility in marketing claims often causes
buyers to ignore vendor claims altogether. From a marketing
perspective, there’s the enhanced difficulty in establishing
yourself as a market leader. If everyone’s marketing messages are
hyperbolic, it is difficult to know who the best vendor is.
When you’re competing in an extremely
crowded marketplace, how do you stand out?
Particularly in a mature industry where there
is nothing cutting edge? Beyond platitudes of
‘we provide quality at a great price,’ most are
at a loss when it comes to marketing.
In any competitive marketplace, the thing
you must avoid at all costs is becoming a
commodity – a random, faceless provider who
will suffice if the price is low enough. If there’s
no customer loyalty, you’re always at risk of
being undercut. But even in mature industries,
there are ways to differentiate your product or
service.
Start by thinking of the providers that you
choose to patronize as a customer. Why do
you give them your business? What keeps you
coming back? That may hold clues to help you
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marketplace. Here are some thoughts on the
right steps to prepare for these discussions and
how to capitalize on your strengths:
1. Declare and file your innovations early as
intellectual property.
Taking action to file even a provisional patent
shows you have the conviction and skill to
execute while others have no barrier to entry.

determine your unique advantages.
The smart approach is to find competitors to
highlight your strengths.
For example, if your new software adds
innovative new features and mobile access to
a classic offering, you could name and degrade
current vendors for their lack of support, or,
you could highlight your innovative additions
over the current market leaders. The first
approach makes you look vindictive, while the
latter will tag you as a positive thought leader
in the industry.
Don’t let your passion and ego overcome good
business sense and common courtesy as you
educate people on other alternatives in the

Investors invest in people who take action
rather than those who find excuses such as,
‘patents are not defensible’, ‘they cost money’
or ‘they may be done later.’
2. Position your solution as broadening the
market, not killing a competitor.
Focusing on a competitor is dangerous, since
you don’t know what they plan to announce
soon. Highlight one specific offering for rollout,
but make it clear that this is just the first of
a long line of planned solutions which will
expand the market and keep you growing.
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3. Determine a unique proposition and
market this tenaciously
Before you start to sell your product or service
to anyone else, you have to sell it to yourself.
A USP gives a great deal of clarity to your
business model, what your company does and
why you do it. It’s the glue that holds your team
together. It’s the force behind your company’s

defined USP can help to build a base of brand
advocates – in other words, people who speak
favourably about your brand or product, and
pass this message on to other people.
To define a USP, you will first need to develop
a greater understanding of your brand and its
proposition, so that marketers can help you
create a truly effective strategy that reflects
your identity.
This is where your brand’s values come into
play, as by clearly defining these it is possible to
create a unique proposition that is unlike any
other in the market and capable of resonating
with customers.

growth. It’s what your customers remember
you for. It’s why your customers choose you,
over your fierce rivals.

Detail is key here, whether you rely primarily
on your brand’s identity or a couple of unique
selling points that relate directly to your
products (or services).

Does brand advocacy ring any bells? Word of
mouth marketing (WOM) is one of the most
powerful forms of marketing, and a well-

You will also need to have a deep
understanding of your marketplace and
target audience in order to understand the
demand and conversion trigger points in the
customers’ purchase journey. A USP can be
the make or break with these trigger points,
and this is the area where most SMEs fail to
capitalise.
Not all small business owners have the
knowledge or expertise to define this strategy
7
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which can help to shape their marketing
campaigns to the right audience, at the
right time. That’s where strategic marketing
consultants can come in handy to lay out the
fundamental rules of marketing and help to
define clear and targeted marketing strategy
to increase the ROI on one’s marketing spend.
4. Quantify your value over current market
alternatives.
When comparing competition, don’t use fuzzy
terms such as improved usability, faster, less
expensive and more productive. Investors are
looking for significant (20 percent or greater)
cost reductions, training savings or expense
reductions. Use real case studies and customer
feedback.

Recession as banks and lending institutions
lost any sense of unique appeal in the eyes of
customers.
The Bank of America was one of the first
institutions to combat this, initially by
responding directly to the needs of its
customers and striving to forge better consumer
relationships by humanising aspects of its
service. This subsequently made its customers
feel more like humans, creating a unique
proposition in a market known for its cold,
concise and uniform treatment of consumers.

5. Humanise your brand and develop its
personality
If you do choose to differentiate your company
by developing a brand identity, it is crucial
that you focus on creating a relatable persona
that humanises the business.
This is something that has worked particularly
well in the financial services sector, which
suffered considerably in the wake of the Great

So, by building a brand persona that is built
on core values, it is possible to humanise
your business and increase your market share
accordingly. Remember, people connect with
humanity and human values that they can
relate to, so leveraging this can be a purposeful
tool in industries that have become overpopulated with staid and similar marketing
propositions.
6. Know every competitor but position only
the top three.
Every investor hates those large competitive
analysis tables filled with check marks and red
dots. If your space is crowded, define three
groups, and name a specific in each group,
such as “Company X is the best of the cloud
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and how effectively you target customers with
your content.
8. Engage in disruptive marketing and create
a brand new value proposition
Historically, the word ‘disruptive’ has not had
positive connotations, but this has changed
in the field of marketing during recent times.
This is thanks to the emergence of disruptive
marketing, which leverages innovation or

solutions.” Dig deeper than Wikipedia for
facts on key competitors.
7. Become a thought leader in your market of
choice.
While it may be tempting to dismiss thought
leadership as a classic example of business
jargon, it is in fact a key marketing weapon for
brands who wish to differentiate themselves
in their chosen market.
In fact, this tactic can even be successful if
every single one of your competitors follow
the same path, as the key lies in your execution

a brand-new value proposition to displace
existing methodology and operational tactics
in a specific sector.
Make no mistake, this is an exceptionally
effective way of standing out from the crowd,
primarily because it actively positions a brand
at the opposite end of the spectrum to their
competitors while affording them a unique
selling point.

11
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9. Solidify your exit strategy by picking a
competitor as a comparable.
The best way to support your acquisition
potential for $100 million – or going public –
is to find a competitor who has shown it can
be done. Like selling your house, there is no
valuation more solid than a comparable next
door. Investors need a liquidity event to get
their money out.

in a billion-dollar transportation opportunity
rather than a tiny, future market for cars that
fly. Acknowledge that the real competition
may be status quo – but focus on how you can
change that.

10. Highlight opportunities for ‘competition’
and strategic partners.
Pick the best of the competitors and explain how
you could both win by expanding the market
for both, reducing common costs or crossreferral agreements. Most large competitors
no longer do new products internally and
are looking to partner and invest if you don’t
declare war.

12. Capitalize on team experience and relevant
business area strengths.
Previous business successes or recognized
expertise is a tremendous competitive advantage
that is often overlooked. Equally important are
relationships with key suppliers, distributors
and potential customers. Remember that
investors invest in people more than ideas.
Entrepreneurs who clearly respect their
competitors and know how to capitalize
on their own strengths will attract the right
investors as well as the right business partners.
Denigrating competitors – or ignoring them –
is a recipe for disaster. It’s always smart to take
the high road.

11. Define competition in the broadest sense
and maximize your opportunity.
Saying you have no direct competitors implies
a very small market. Investors want to see you

Although envy is a natural feeling, you can’t
let it drag you down. It’s essential that you
instead turn envy to your advantage. Here are
three things that you can do to make it work
for you:
1. Put it in perspective.
Remember that when you see the success of
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others, you may not be seeing the amount of
blood, sweat and tears that the person went
through to achieve what they did. The path
to success is rarely an easy one, and every
entrepreneur suffers through many setbacks
along the way.

will get some great tips to help you in your
journey.

As best-selling author Steve Furtick said, “The
reason we struggle with insecurity is because
we compare our behind-the-scenes with
everyone else’s highlight reel.” What you’re
seeing from other people is really just part of
their story.
2. Congratulate the other person.
Being bitter and envious of others does not
help. Changing one’s approach and celebrating
with other people by congratulating them and
sending messages with sincere kudos is the
way to go. It improves the competitive mood
and helps make a lot of serious connections.

3. Use the success of others as motivation.
Instead of wasting your precious time and
energy focusing on what others are doing, use
those feelings of envy as fuel to push you to
take greater action for your dreams. The good
news is that if others are achieving success – it
means that you can as well. They don’t have
magical powers, and they’ve proven that
success is within a person’s grasp.

Try sending out a couple congratulatory
messages today, and you’ll find that it will
give you more energy and make you feel a lot
better. Ask them the secret to their success. You

Successful people aren’t envious – they’re
too busy working on their own goals to be
bitter about the success of others. They’re the
opposite of envious. They’re cheerleaders for
others and recognize that there’s a huge pie out
there for entrepreneurs. Just because someone
else achieves something, it doesn’t take the
opportunity away from you.
Let’s face it: Every company needs to deal with
competition. You compete on your product
offering, your pricing, your customer benefits

13
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out the incumbent industry leader. So when
that happens, you have no choice other than
to take off the gloves and get your hands dirty,
right? The question is... how?

and more. And, for the most part, relationships
against competitors follow some degree of
decorum – the best that two competitors can
manage, at least.
On most days, you usually speak to your
company’s advantages, keep your pitch factual
and avoid stooping to the level of bad-mouthing
the competition. But, your competitors don’t
always follow these rules, and at times may
even come out swinging, especially if they are
new entrants in the market, trying to knock

A competitive case study
Here is a case study that may bring this scenario
to life. Imagine that one of your clients was a
pioneer in their industry, had the largest market
share by a wide margin and was perceived as
the best in the market. This afforded them the
ability to charge premium prices and maintain
rich margins.
But, then things changed. A new competitor
came along who had one clear goal – to take
down the king of the mountain, primarily on
price advantage. And that competitor would do
whatever was necessary to make it happen.
This competitor did not play by the normal
rules of engagement. They priced their
product at half its market value, tried to steal
accounts and did whatever it took to get their
foot in the door, even if that meant big losses
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to their bottom line. What’s more, they overinflated the hype around their product’s true
capabilities, which didn’t hurt them during the
sales phase (but did during the renewal phase,
when clients dropped them after getting a taste
of reality).

had been “bamboozled” by your client’s
competitor (again, no name), then came
running back to your client.
The outcome
When pitching against competitors, do your
best to always take the high road, where you
can. Speak to your strengths without bashing
your competition. Understand that you don’t
want to have to “take off the gloves” unless
you have no other choice.

Even worse, this competitor lied to customers,

But, if you are dragged down into one of those
ugly situations as described here, don’t just
take any “ass whooping” lying down. Get in
the ring and punch your competitor right in
the mouth (in a way in which your customer
won’t perceive as being specific or malicious).
After all, when Joe Frazier is pounding away
at you, you know it’s time to bring out your
inner Muhammad Ali. Here are five ways you
can stand out amongst your competitors:
employing ridiculous, made-up stories
designed to create fear or give customers a
reason to move their businesses. That is the
line in business you should never cross: You
just don’t lie in business.

1. Superior customer service
Every business likes to claim it provides

What should you do about it?
Rather than cross the line, you should add
a section about your client’s competition
(in general) and table the strengths vs. lack
thereof for other players in the industry. With
intense determination, the weaknesses of the
competitor should be fired away (on a nonames basis).
What should further be added are client
testimonials and reference information for
customers who had dealt with both companies,
15

Volume 3, July - September 2018

Nutshell

great customer service. But think about the
best customer service you’ve ever received.
Do your employees know customers’ names?
Facts about their businesses and families? Do
they know your customers’ unique challenges
or preferences?
If customer service is about executing the basics
well, customer experience is about raising the
bar and providing meaningful flourishes that
others do not. Think about the car dealer that
provides lattes and comfortable leather chairs
for people waiting on an oil change, rather
than the typical spartan chambers with old
magazines that most offer. Can you provide
amenities that make the process of visiting
your business more enjoyable?

Almost every morning, a customer used to go
to a shop in Manhattan called Juice Generation
for their breakfast where the barista would
know their preferred order and would start
making it the moment the customer walked in
the door. It’s a form of recognition and service
that is appreciated by a customer, and it keeps
them coming back. Could your business learn
to do the same?
2. Superior customer experience
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3. Superior service offerings
In a mature industry, it may seem like the
options for innovation are limited (It’s not like
you’re going to invent a new smartphone or
virtual reality device). But if you truly listen
to your customers, they may give you hints
about offerings that are valuable to them. How
can you take the benefits that matter to them,
and expand them in a meaningful way? Every
pizzeria vowed to work fast but Domino’s put a
30-minute guarantee on it. Could you guarantee
some element of speed, accuracy or delivery?
Could you offer extra services that others are
not (like delivering coffee and bagels alongside
the conference reports you’re printing, so your
customers can concentrate on the meeting and
not the logistics)?
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their contact information with you – and giving
them a good reason to do so, like genuinely
useful reports or e-books or coupons – gives
you a powerful way to learn more about them,
stay in touch with them, and service their
needs better.
For entrepreneurs, competition is always
fierce and sometimes it can seem that we
have few options to differentiate ourselves.
But using these strategies, there are often
more possibilities than we may initially have
imagined.
Competing in a crowded market can be very
tough, but it’s possible for you to compete and
succeed. A crowded market or niche shows
there’s a high demand for products/services in
that niche.

4. Superior quality
How can you drive your business’s reputation
as being the quality provider? You could create
ironclad guarantees – no errors, or it’s free.
You could expand your staff training, and then
advertise that as a selling point: We train our
employees twice as long as our competitors, so
we have the most knowledgeable staff in the
entire region. You could offer your services
for free to a marquee client on the condition
that you can advertise that fact to generate
credibility. Getting known for your quality
is a powerful investment in your business’s
success.

If you’ve been marketing in the digital world
for some time now, you should know that
almost every market is competitive. It never
feels like you have no competition. If no one
is directly competing with you, then you have
people who indirectly compete with you. For
example, Google and Facebook aren’t direct
competitors because Google is a search engine
and Facebook is a social site. When you think

5. Superior data
Finally, data can become your competitive
advantage. That may sound overwhelming for
entrepreneurs running smaller businesses, but
big data fuelled by supercomputers isn’t the
only game in town. Something as simple as an
accurate customer database can be a powerful
tool for you. Far too many businesses wish
and hope that customers will come through
the door, but don’t take the steps to build
ongoing relationships, and let them slip away
anonymously. Encouraging customers to share
17
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Google and Facebook compete for advertising
dollars.
Google has the AdWords program, and
Facebook has their ad platform too.
For years, AdWords has been the number one
advertising platform because it’s easy to learn,
has tons of data available for research and your
ads are placed on search results for keywords
that are relevant to your business.
Facebook’s advertising platform equips
marketers with more detailed information
about their target audiences. It also comes with
lower prices compared to AdWords.

of Google’s competitors, you probably think
of Bing and other search engines. Similarly,
when you think of Facebook’s competitors,
you probably think of LinkedIn, Twitter or
some other social platforms.

Google
and
Facebook
compete
on
communication and messaging.
Google offers Hangouts and G Suite (formerly
Google Apps For Work). Facebook offers
Messenger. Facebook bought WhatsApp for
$19 billion to compete better in messaging and
gain more valuable user data. Facebook also
introduced Workplace.
As you can see, although Google and Facebook
don’t compete directly, they still compete
indirectly in a lot of different ways. So, there’s

At the end of 2013, Google’s chairman
and former CEO, Eric Schmidt admitted
during an interview with Bloomberg News,
“The biggest mistake that I made was not
anticipating the rise of the social networking
phenomenon — not a mistake we’re going to
make again.”
Volume 3, July - September 2018
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the big social platform for everybody in the
world it is today. In 2004, the domain name
was Thefacebook.com, and it was just a social
networking site for college students. By being
a social network for college students, the site
built up a solid presence within a short time.
This helped Facebook gain the power to
conquer the social networking world.
Google also targeted one vertical when it
launched. The home page had just the search
box. People who wanted a search engine
that’s focused mainly on search loved Google.
Google is more than a search engine today. The
company has become so big that it rebranded
itself as Alphabet in 2015.

nothing like a market with zero competition.
There will always be competition. But
competition is not an excuse.
Make your product 10x better than market
leaders just for one vertical
When you enter a saturated market, you need

Redefine your market
Sometimes, your first targeted customers may
not be so interested in your product.
Maybe they can’t just leave your competitors.
Or they believe they don’t need your product.
Or, your marketing messages aren’t reaching
them.
If you’re finding it difficult to get customers

to establish a presence, however small, to have
any chance of competing with the leaders. One
of the smartest ways to quickly establish that
small presence is by targeting one vertical the
competition ignores.
For example, Facebook didn’t start out as
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when it came to fighting red light camera
tickets.
According to Muender, “A lot of people don’t
know it exists.” He changed his website,
marketing strategy and messaging from
attracting speeders to attracting red-light
runners caught on camera.
What happened next?
The business received calls from 18-year old
males to grandmas — all kinds of age groups.
As a result, TicketKick’s revenue doubled. The

because the market is crowded, it may be
time to redefine who your customers are. For
example, Greg Muender was a junior in college
when he founded TicketKick, a San Diegobased company that helped contest speeding
tickets for California drivers.
Muender identified college-age men as
his ideal customers because they receive a
high number of speeding tickets than other
groups. In the early days, getting these ideal
customers was very difficult, and most of his
clients came through word-of-mouth. Then
one day, Muender got a call from a driver who
had received a ticket in the mail showing that
a camera had caught him running a red light.
He was very surprised by the call because it
wasn’t from his predefined target market.
When he looked into the matter, he quickly
realized that a lot of drivers were confused

work they did generated more word-of-mouth
that led to more customers.
Today, the business has become so well
established and successful that it fights various
types of traffic tickets like speeding, sign
violation, cell phone and more.
Muender had to redefine who his customers
were to get the business to this stage.
Volume 3, July - September 2018
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You only need to increase the value of your
offer.
In fact, the secret is not a secret at all. Many
businesses use this simple secret to quickly
dominate competitive markets within a very
short period of time.
Take a look at the offerings of your competitors.

UVP (Unique Value Proposition) in a crowded
marketplace.
Tell customers why they should buy from you
and not the competition. You do that through
your company’s UVP. The UVP is not a slogan
or catch phrase. It is not a positioning statement.
The UVP tells customers the benefits your
product/service offers which they won’t find
elsewhere.

How can you improve your offer to be better?
Assuming you are the customer, will you see it as
a better offer?

Create more value for customers than
competitors
“Price is what you pay. Value is what you get.”
Warren Buffet

Another great way to improve the value of your
product/service is to offer a better customer
satisfaction.

The secret to conquering any competitive
market is very simple:

Set-up surveys on your website with a survey
tool like SurveyMonkey, Typeform or Google
Forms. You should also do offline surveys by
quizzing customers.
The honest feedback you collect through surveys
can help you create a better product/service that
offers more value to customers. This will help
you in your quest to dominate your crowded
market.
In addition to that, never underestimate the
power of creating free resources for customers.
Think of useful tools you can create and give
21
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service” being used interchangeably. They mean
different things.
Customer satisfaction is the measure of how a
company’s product/service meets, surpasses, or
fails a customer’s expectation.
Customer experience (CX) is the whole
interaction a customer has with a brand and its
products.
“Customer experience is the sum of all
engagements and interactions a customer has
with your business in every step of their journey
and lifecycle. It’s what your customer feels,
thinks, says (to you and others) and more so,
what they do now and in the time to come that
counts for everything.” — Brian Solis.

customers for free. Free tools and resources
entice customers to connect with your brand.
When a lot of potential clients are connecting
with your brand, it increases your chances of
turning them into customers.

Customer service is the advice and assistance
provided by a company’s customer representative
to those people who buy or use its products or
services.

Customer
satisfaction
and
customer
experience are not the same things.
We often hear “customer satisfaction,”
“customer experience,” and even “customer

Let’s talk about customer experience.
Customer experience begins even before someone
becomes a customer. It’s a process that starts the
moment someone learns about your company. If
you can nail your customer experience process,
then you can compete in a competitive market.
You need to ensure your company has the
most important elements for an ideal customer
experience.
Conclusion
Don’t be afraid to compete in a crowded
market.
As said above, if a market is crowded, it indicates
that there’s a lot of demand for creativity,
innovation and excellent customer service.
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