
Future trends - By roger gudoBBa

Competitive Awareness
Many organizations have failed in the past because of their inability to adapt 
their strategic vision to altered conditions of competition.

Last month we talked about why competition is good but focusing too much on the competition 
is bad. We ended by saying the key to winning market share is to differentiate your product(s) 
from your competitors. However, this does not mean that you should ignore the competition. 

If you claim you don’t have any competition, you either don’t understand your business or have a 
business that nobody wants. Neither option is good. 

Every business should include a competitive analysis, detailing their strengths and weaknesses, 
in their business plan. Competitive market research examines all aspects of a business environment. 
It asks questions about competitors, market structure, government regulations, economic trends, 
technological advances, and numerous other factors that make up the business environment. That plan 
should be updated every year to recognize changes in the market and your competitors. 

Ask yourself: Are there new requirements in the product demands from your customers? Are there 
new competitors? Have some of your old competitors left the marketplace? Have some been acquired, 
possibly by an organization that will present more of a threat? Revising this information every year 
ensures that your organization is up-to-date on the marketplace.

The mortgage industry is looking at some 
very significant regulatory changes that will 
have a huge impact on your organization. It is 
important to also recognize how your competitors 
are reacting to that environment. For example, 
we have seen several LOS acquisitions. Why? 
Because the LOS companies are looking to be 

more all-in-one or because they are looking to take over more share. The overriding reason for both 
types of acquisitions is to control the space as it changes. They want to “own” their clients so they can 
show their value. 

But how do you show true value? Is the value dollars saved per loan? In some cases it is, but more 
often today value is measured in how agile you can make your clients as they are forced to change key 
processes due to new rules. So, there has to be a plan to achieve this goal. You have to have a way to 
measure your company and your company’s overall growth strategy.

To this end, following are some excerpts from an article ‘Winning the business competition’ by 
Phil Thompson. Please visit the website www.thompsonlaw.ca for the complete article. Phil outlined 
steps to move your organization from a visionary view of your business to a list of specific and 
measurable deliverables:

Step 1
Competitive Positioning – Visionary Thinking

Our market, our place in the market, and how we must be perceived by ourselves, our customers, 
our suppliers and our competitors to be competitive in the long run.

Every plan must begin with a vision, a sense of final result, a statement of what you are trying to 
be and why and how you are going to do it. The vision must be a winning vision. It must recognize 

If you fail to plan, you plan to fail. Success 
must be measured. Without measurement 
there is insufficient accountability.
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that there is a competition going on, and that the goal of 
the competition is to “win” at some level. The vision must 
encompass the whole marketplace – customers, suppliers, 
competitors – and sustain success for you and your business 
in the long run.

Step 2
Competitive Focus – Vision Meets Strategy

What we will focus on in the near future to secure our place 
in the market as against our competitors.

In developing competitive focus 
and strategic objectives, the attributes 
of business competition must be kept 
clearly in mind, including the need 
for personal profit and the lack of 
unlimited financial resources to 
pursue that need. All strategies must 
recognize the goal of controlling the 
competition itself by imposing your 
vision onto the marketplace. Seizing 
initiative and forcing others to react 
to your lead will greatly improve 
your chances of succeeding in the 
competition. In setting strategic 
objectives, a key understanding of 
weaknesses is necessary, both yours and your competitors’. 
Attacking their weaknesses through your strengths, while 
being mindful of defending your own weaknesses, tells you 
what to do, how to do it, and what resources you need to get the 
job done. That requires a frank and honest assessment of your 
own abilities and position in the competition.

Step 3
Competitive Success Factors – Strategy Meets Management

What we must accomplish in the short run to maintain our 
focus and fulfill our competitive vision in our market.

With competitive positioning and focus in mind, short term 
accomplishments must be clearly and specifically defined, and 
resources found and allocated to fulfill those accomplishments. 
“Control” is managed by setting a clear list of accomplishments 
and objectives in a way that fosters knowledge of what needs to 
be done in a broad sense as well as a winning attitude.

People need know what they have to do and why, and what 

resources they have to get their part done, without a lot of 
interference in how they do it. In return for a certain degree of 
freedom to operate, team members must accept responsibility 
for their decisions and be accountable.

Initiative is balanced with responsibility. Subordinates must 
also become responsible for “lateral coordination”. They must 
integrate their actions and objectives with others who are in the 
same chain of command. Each has knowledge of the company’s 
overall competitive position and focus, as well as their own 
competitive success factors. 

Rather than going up the line to get 
direction on how to get things done, 
they are expected to work together, 
and only go up the line if there is 
disagreement or misunderstanding as 
to focus or vision. 

By hiring, developing and 
empowering similar types of people 
throughout the organization, people of 
initiative and imagination who accept 
responsibility and accountability, 
and who are required and capable of 
working together, and by delegating 
vision objectives and not methods, 
owner managers can ease their own 

burdens, concentrate on the areas where they should be spending 
their energies, and can benefit from a stronger, more vibrant and 
more proactive organization. 

Step 4
Measuring Deliverables – Management Meets Strategy

How we are going to know that we are achieving our 
objectives, maintaining our focus and fulfilling our vision.

Success must be measured. Without measurement there is 
insufficient accountability. Without measurement, decisions to 
stay the course or take corrective action may be made too late in 
the competition. Without measurement, jumping in at the right 
time with the right help cannot be done. 

Defining what to measure, when to measure, and what to do 
with those results, and tying it all in back in through competitive 
success factors, completive focus and competitive positioning 
– from management through strategy to vision – is essential to 
being and staying competitive. ❖
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If you claim 
you don’t have 

any competition, 
you either don’t 
understand your 
business or have 
a business that 

nobody wants.
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