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Knowing the competition is the key to differentiating yourself from your rivals and 
beating them to the sale. But Larato has found that most ICT suppliers and buyers 
will name very different companies as the main competition to a deal. 

Identifying your real competition is getting harder as customer choice is expanding to include 
start-ups, companies from overseas, big brands branching out, and the customer doing it 
themselves. So to understand and beat the competition you need to stop looking at your 
peer group and start listening to the only 
people who matter – your customers. 

This #HelpMe guide reinforces the need for suppliers 
to reconsider who their competition really is, and then 
actively differentiate themselves from them.

Introduction by Dr. Lucy Green

About #HelpMe
Larato surveyed business leaders from all areas of the ICT 
buy and supply landscape about the challenges they face 
to thrive in today’s markets. The results prompted Larato 
to develop a series of structured #HelpMe guides based 
on resolving all the challenges and issues highlighted by 
its research. Larato then invited some of today’s most 
talented industry commentators to drill into the research 
results and provide insightful perspectives that put a 
spotlight on the pressing need to activate transformative 
sales and marketing strategies.

A recent SWOT analysis  
for a cloud services company 

referenced all the peer group players 
such as Virgin Media. However, it did not 

even mention IBM, which in a Larato survey 
was identified as the key competitor by 

each and every customer
Bryan Betts,  

Freelance Technology Journalist
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Dr. Lucy Green is a respected ICT business 
development specialist with a proven record for 
developing the potential of technology companies.    

Ian Hunter is Editor at Comms Business 
Magazine and runs the Comms Business 
Convergence Summit Expo Speaker Program.  

Jocelyn Lomer is the owner and MD of 
Cereno a service provision specialist for video, 
audio, web and collaboration solutions.

Chris Wood has worked within the IT sector 
for over 20 years and is now CIO at Sift, one of 
the UK’s leading digital media companies.   

Sue Tabbitt is a prolific business and technology 
writer for publications and web sites including The 
Telegraph, The Guardian and The VAR Magazine.  

Bryan Betts is a freelance journalist who has 
written for a wide range of publications, including 
The Register and Computer Weekly.

Adrian Bridgwater writes regularly for 
Computer Weekly and Cloud Pro, specializing in 
cross platform software application development.

Anna Britnor Guest has a successful IT sales 
record while her practice, Leading Edge Coaching, 
develops clients’ go-to-market and sales capabilities.

Bart Delgado is a business mentor and MD 
of Akixi Ltd that delivers Call Management and 
Call Centre reporting services through the cloud.

David Dungay is Deputy Editor of Comms Business 
Magazine and has a particular interest in emerging 
technologies across mobile and M2M markets.

Stuart Gilroy has produced a number 
of technology publications and is currently 
Editor of Comms Dealer Magazine.

Contributors to the #HelpMe series
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Who do you think your competition is?

by David Dungay

Understanding the competition is vital in any marketplace, and 
the first step is to define exactly who the competition is. Too often 
suppliers focus on their standard peer group of companies and 
don’t employ the simplest 
of detective techniques… 
asking their customers! 
Whether it is through fear or 
a simple lack of willingness 
to engage, some suppliers 
won’t ask customers about 
the competition in case 
they give them “ideas”.
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Who do you think your competition is?

by David Dungay

Putting your competitors’ names in front of your 
customers won’t be giving them any ‘ideas’... 
well, not any new ones anyhow. However you 
may learn something new: most likely that your 
customers have a very 
different opinion on who 
your competition is. And 
finding out your customers’ 
thoughts and ideas on 
other suppliers and 
solutions will place you in a 
position to beat them. 

Finding out your 
customers’ thoughts and 

ideas on other suppliers and 
solutions will place you in a 

position to beat them
David Dungay,

Deputy Editor of Comms Business Magazine
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Who do you think your competition is?

by David Dungay

You might discover that your customers are more interested in installation times, support or your 
overall service. Without this information how can you expect to compete? On price alone? Aside 
from damaging the marketplace, where can you realistically go after entering a price war? Instead, 
keep your prices where they are and find something else to compete on. 

Microsoft is one of the best examples of this: instead of falling 
into a price war they identified their competition and applied 
competitive pressure in areas such as product 
development and innovation. They know that to 
beat your competitors you need to know your 
competitors – and then use all the information 
you can get to position yourselves to win. 
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Who do your customers think the competition is?

by Bryan Betts

One of the biggest risks any company faces is inward-thinking or groupthink, 
where conclusions are designed to please the group rather than to 
reflect reality. A classic example is assuming that others perceive 
your business the same way you do, and that a competitive 
strategy that makes sense to you will also make sense to potential 
customers. 

Yet time and again this isn’t true. Companies too often focus 
on product features that customers do not understand 
or care about, while glossing over others that they do. 
And increasingly they fail to recognise that today’s web-
enabled prospects have a much broader view of the 
market than they themselves have.
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Who do your customers think the competition is? 

by Bryan Betts

Every company thinks it knows the other key operators in their field. But does it really? For a car 
dealer, say, it’s easy to assume the main competition is other local car dealers. However, car-sharing 
clubs and even public transport are also a threat. Similarly, a recent SWOT analysis for a cloud 
services company referenced all the peer group players such as Virgin Media. However, it did  
not even mention IBM, which in a Larato survey was identified as the key competitor by each  
and every customer.  
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Who do your customers think the competition is? 

by Bryan Betts

The problem is that thinking like a prospective customer is hard. It requires unlearning years of 
accumulated knowledge, understanding, and yes, assumption. You need to start with a blank 
slate and research more than just what’s 
out there now. For example, you also 
need to explore possible substitutes, 
competition via alternative sales channels, 
and potential or would-be competitors 
such as major companies diversifying 
or innovating into your field. Take the 
blinkers off, and the competition becomes 
much clearer. 

Thinking like a 
prospective customer is hard. 
It requires unlearning years of 

accumulated knowledge, understanding, 
and yes, assumption. You need to start 

with a blank slate and research more than 
just what’s out there now 

Bryan Betts,  
Freelance Technology Journalist
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Who is the real competition? 

by Dr. Lucy Green

Today’s reality is that customers are looking ever wider across the tech markets to find 
different ways to solve their problems. That means your competition is less likely to be 
who you think it is … and more likely to be someone you haven’t seriously considered. 

But to compete and win you have 
to know who your competitors are 
and what they offer. And the most 
effective way to find out is through 
independent research that delivers 
honest answers to key questions. 
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Who is the real competition? 

by Dr. Lucy Green

Larato was recently commissioned to research the competition for a major UK comms company. 
They were actively (and expensively) targeting four credible competitors in the marketplace, 
but when we conducted an independent survey of their customers only one of these emerged 
as serious competition. The implications were dramatic 
and tangible: our client was wasting 
75% of their effort and money. 

The survey also revealed that what our client 
thought was most important to its customers 
– wasn’t. In fact, as luck would have it, the 
one thing their customers cared about 
most was the one thing that differentiated 
them from their one serious competitor. 
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Who is the real competition?
by Dr. Lucy Green 

Armed with this revelatory insight they went to market with a much simpler and more focused 
proposition centred on the single benefit customers really wanted and the competition couldn’t 
deliver. Their sales performance rocketed. 

Perhaps the moral of the story is don’t guess… 
know. 

Find out who the competition really is… measure 
your customers’ perception of them… and 
align your product and sales accordingly. Do 
that regularly and you will both save money on 
marketing and win more sales in the marketplace. 

Today’s 
reality is that customers 
are looking ever wider 

across the tech markets 
to find different ways to 

solve their problems
Dr. Lucy Green,  

ICT Business Specialist, Larato
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#HelpMe Action Plan
I want to beat the competition
by Dr. Lucy Green 

Objective: To understand who your real 
competition is and why buyers will prefer you.

Estimate the cost of the problem
Problem Number Cost

Over the past year, how many 
opportunities resulted in the prospect 
moving ahead with an in-house solution?

How many opportunities have you lost over 
the past 18 months to new competition? 

TIP 
Find out who the 

competition really is by 
asking your prospects and 
customers. Measure your 
customers’ perceptions of 
them and align your value 
proposition accordingly. 

Dr. Lucy Green, 
Business Development 

Specialist

I want to beat the competition #HelpMe



Outline solution
The most effective solution will involve reconsidering your competitive landscape with 
the help of your customers and prospects. Think about the people that are likely to buy 
from you. Ask yourself who they might turn to besides your company. Remember the 
competitive threat from buyers’ own internal capabilities and resources. Draw up a shortlist 
of who you think your competition is. Then go and ask your prospects and customers. 
Analysing the differences will help you to strengthen your competitive position.

Resources 

  High quality sales opportunity data  Competitive positioning survey to understand buyers’ views  Objective analysis to help strengthen 
your competitive position in the minds of your prospects

Tasks and actions 

   Reconsider your 

competitive landscape 

  Uncover who your 

prospects consider to 

be relevant suppliers

  Analyse the differences 

to strengthen your 

competitive edge
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Results and outcomes achieved
NOTES PAGE



I want to beat the competition #HelpMe

Results and outcomes achieved
NOTES PAGE



I want to beat the competition #HelpMe

Results and outcomes achieved
NOTES PAGE



I want to make more time for my 
sales people to sell #HelpMe

A salesperson’s role is to sell, so valuing their 
time, addressing their issues and supporting 
their efforts is an investment worth making.

I want to understand how buyers buy #HelpMe

The way buyers buy has fundamentally changed 
so it’s important to understand and assess the 
pitfalls this presents to sales professionals.  

I want to beat the competition #HelpMe

Understanding the competition is crucial to business 
success, but identifying the real competition 
is more complex than most imagine. 

I want to change how sales sell #HelpMe

As a fast moving industry operating in a steadily evolving sales 
environment technology businesses need to adapt to survive.

I want to know how to innovate #HelpMe

Innovation is an industry buzzword we all want to be associated 
with, but what is innovation and how can we apply it practically?

I want to develop my business #HelpMe

How can you ensure your business ideas are on the right 
track and then make the most of them in the marketplace?

I want to recruit the right people #HelpMe

The organisation is evolving as the influx of Generations X, Y, Z 
brings change, challenges and opportunities to businesses.

Titles in this series:
I want to increase the number of my sales 
people meeting quota #HelpMe

By ignoring the unwinnable, aligning with the 
customer, and focusing on actually selling – the 
sales team can set itself up for success.  

I want to increase my sales wins rates #HelpMe

With subtle but significant shifts in what 
customers expect of sales, it’s time to look again 
at sales processes or risk losing business.

I want to educate buyers about my 
specific solutions #HelpMe

Today information is everywhere so it’s crucial 
to make sure customers receive the right facts 
about your offering, and in the right way.

I want to understand what is and isn’t working 
across my sales and marketing #HelpMe

A simple way to improve prospecting is to align 
sales and marketing into a cohesive strategy 
focused on outcomes not outputs.

I want to help sales people bid on 
deals they can win #HelpMe

Although it’s hard to ignore an  
opportunity, the reality is that some  
business is just not worth bidding  
for so it’s best to let it go.
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What does Larato do?
Larato are business development experts. We understand how buyers buy and suppliers compete, helping sales sell 
more. Our team of independent experts are helping businesses win business everyday by bringing marketing and 
communications together with strategy and business development.

For more details about the data behind these articles or to find out how we can help you, please contact Larato. 

@DrLucyGreen

www.larato.co.uk

+44 (0)330 124 2010

Lucy.Green@larato.co.uk

The first  
thing you want to do 

is understand the market. 
Go out there and map the 
competitive landscape. You 

want to know what your 
customers are saying

Brian Frank,  
Head of Global Sales Operations, LinkedIn
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