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Introduction

Every business works within an environment; it could be monopolistic or 

competitive. Monopolistic environment is a business environment in which 

the business dictates price, market supply and the level of profit. This is the 

most favorable environment for business owners, however most government 

do not encourage this in the market. Competitive environment on the other 

hand, takes away most market decisions from business and hands it to the 

forces of demand and supply. This makes the business more of a price taker, 

this is not favorable to business as they all jostle for buyers within the market 

and profit is often just marginal. This is the kind of environment that most 

business operate in.

The survival of any business depends on how the business is able to survive 

this competition. Even though the market is competitive, business can still 



3

create a monopolistic service that is doing something different to edge-out 

competition and be able to dictate to a certain extent price, market share, 

supply and profit.

This article will talk about 10 ways you can beat competition by creating 

monopolistic services/ideas capable of edging out competition within the 

shortest time possible. None of these steps can work in isolation, business 

owners should be ready to combine as many as possible to achieve the best 

result.
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Step 1

Using Price

Price is the monetary figure (amount) at which a particular item is valued, in 

other words, what an individual is willing to pay to have access to/ownership 

of a particular goods/services. What individuals are willing to part with for an 

item differs; 

 Depending on the value they attach to that item; For instance, to an art 

fanatic, a piece of Monalisa painting is priceless but to someone who is 

not into arts, it is just another painting of an old lady.

 Their financial capabilities; people can’t spend what they don’t have or 

don’t have the hope of getting. Rational people tend to spend within the 

limits of their income. 
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 The alternatives available to them; when customers have full market 

information, they want to take advantage of things like price, quality 

and logistic convenience.

So pricing of your product is very important when you want to beat 

competition. However, depending on the type of goods/services you offer, the 

pricing approach differs. Here are the 3 basics, you need to know.

1. Lowered Price: This is reducing your price, slightly lower than that of 

competition. This works very well for essential goods, common goods 

and inferior goods (non-luxury goods/services). Take for instance, Pepsi 

and Coke in Nigeria, Pepsi has always tried to be one step cheaper than 

Coke and it seemed to work well for them until recently when Coke 

dropped price to be sold at the same price with Pepsi. Another example 

is price of data between Glo and MTN in Nigeria.
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 Price reduction can be absolute, for instance, few Nairas less than 

competition’s price. If competitions sell at N1500 you can sell at 

N1449.

 Price reduction can also be on discount basis; for instance if the 

general market price N1500 you can come up with 3 for N4200 

while one still remains N1500 or 10% discount purchases above 

10pieces or N15,000.

2. Increased Price: This is raising your own price above the market price. 

This would work well for luxury goods and goods that people attach so 

much importance to quality than price. For goods like these, there is an 

illusion that goods with higher prices are of more quality. For instance, 

Gold, Jewelries and accessories, Designer wears etc. 

3. Price Discrimination: This is pricing based on customer’s class and 

location. A typical example, 2 pieces of corn on the island (Lagos) may 
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cost you as much as N400 while same pieces may cost you less than 

N100 on the mainland. This requires you to profile your customers and 

business location before fixing your price, while also taking into 

consideration point 1&2.

Pricing as a means of dealing with competition, is like a war that may never 

end as you should expect reaction from competition. 
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Step 2

Using Uniqueness

Uniqueness is that aspect of your goods or services that sets you apart from 

competition. It is simply your unique selling point (proposition). It is that 

something that is really special about what you offer that makes people leave 

their preferred brand for what you offer, or makes your customers keep 

coming back for your products or services.
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“The key to effective selling in this situation is what advertising and 

marketing professionals call a "unique selling proposition" (USP). Unless 

you can pinpoint what makes your business unique in a world of 

homogeneous competitors, you cannot target your sales efforts 

successfully.” Entreprenur.com
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Sometime back, when my mum used to make powdered cocoa, our sales was 

quite low because it was an already saturated market. Young me (about 

15years old then), came up with an idea, I thought, ‘if most people that buys 

these packed cocoa powder are actually nursing mothers, then a little gift for 

their babies, in the pack might sway them to our product’. So I told my mum to 

buy a pack of balloons and we started putting a balloon per sachet of cocoa 

powder. Of course this increased our cost of production from N3.00 to N3.25 

and we still sold at N5.00 but the sales and turnover we had in the first 

3months shot up over 300%. Later, others learned the trick and the rest is 

history now.

Uniqueness is like a game changer when you want to beat your competition. It 

might be something drastic or something passionate, the major trick is to (i) 

do market sampling/survey and fill customer’s pulse (ii) put yourself in 

customers’ shoes and (iii) be creative at filling the gaps. 
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Here are few examples of how your business can become unique:

1. Unique/Secrete ingredient: This works well for people offering items 

that requires several ingredients to produce. Your unique ingredient 

doesn’t have to an active ingredient, in most case it is just something 

that tilts the taste a little, the fragrance or the color. For example, I know 

of a popular football joint that sells barbequed turkey and the unique 

ingredient is the sauce, something between Chinese sauce and Indian 

sauce, and people keep coming back just for the turkey.

2. Special Customer service: For people who offer service, to be ahead of 

competition you should have a unique customer care service. A 

customer service that is top-notch, from pre-service to the post-service. 

Imagine a saloon that the stylists know you by name, know your kids 

and even send you messages on special days; you would most likely be 

loyal to them. 
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3. Carve a Niche: You can also carve a niche for yourself; appeal to a 

particular class of people. For example, if you are in the relaxation club 

business, you can decide to make yours for strictly adults (Age 40 and 

above) and make sure the music, the décor, the atmosphere is from way 

back then. This makes your business unique and appealing to that class 

of people and you know people love it when their class is recognized. 

Also Iphone Vs Samsung!

4. Gift and extras: If it is free, people want it even when they don’t really 

need it. This can set your business way above competition. You can get 

gifts at negligible costs and include it in your package; you can also 

slight increase your own content, for example if the standard content is 

450 grams you can make yours 480 grams. This works like magic but 

like I said earlier, others will soon follow and close the advantage. 

Example is Pepsi and Coke, Pepsi made the longer throat bottle of 60cl 
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for same N100 while Coke was still 50cl at same N100 and Pepsi was 

able to push up their market share but soon after Coke followed suit and 

made their own 60cl bottles.

Beating Competition using uniqueness of product or service is like a mental 

game, competition who wants to remain in business would also push back, 

rivalry between Pepsi and Coke, Iphone and Samsung, Windows and Mac are 

common examples we can relate with. 
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Step 3

Using Branding

Branding is simply identifying. Your brand is something to identify your 

product or company; things such as logo, symbol, slogan, style or manner that 

distinguishes your product or services from others. Branding is a very 

important aspect of business setup and business marketing; it covers all what 

target customers can actually watch out for, when they are looking for your 

product in the market. A well branded product has a way of announcing itself 

and attracting buyers. 
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To beat competition using branding, some basic rules must be observed.

1. Attraction: Your branding must attract attention. There must be that 

‘shout’ in your branding, something that makes it irresistible. That 

factor that draws the attention to the product or service. Use of 

appealing colors, quality pictures, relatable product names, and bold 

statements or slogans are few of the things to create that attraction. In 

the current digital world, people are most fascinated by products in 
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beautiful packs or adverts with colorful and beautiful pictures; these 

draws attention to your product, singles it out of competition and makes 

people want to try it out.

2. Simplicity: Your branding must be simple enough to make meaning at 

first glance. For instance, a can with tomato pictures tells you this is 

something edible or for cooking, that simple! Most times people write so 

much on the product (maybe to impress or something) but this has 

negative effect, as people don’t have that time when they are shopping, 

they will rather drop your product and go for a competition’s product 

that is less complicated. If there are details you will like to share keep 

them on the leaflet (except it is required by law to be shared on the 

pack). The packaging, graphics or slogan should be short or simple 

(KISS rule).
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3. Be consistent: In branding you have to be consistent, if it is a logo that 

singles your company out, make sure it is the same logo on all your 

companies’ product, no variations! Sometimes people forget the names 

of particular product of their choice company, all they try to seek out is 

the logo, which is already registered in their mind. Be consistent with 

colors, graphics, slogans as these help register your product in the 

subconscious of your customers as a against competition’s product. For 

example, when you see an orange building in Nigeria, GTBank just 

comes to your mind.

4. Connect and Contribute: The sole purpose of branding is to register 

your product and services in the mind of people ahead of other 

products. The focus is the people, so you have to connect with them, 

identify with them and contribute to the community. You can sponsor 

events, organize events, identify with their beliefs or culture, and be 

close to them as much as possible. Example is the names on bottles of 
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Coke that just connects to individuals; and anyone would pick a drink 

with his name ahead of any other drink. It is just natural; when people 

are made to feel appreciated they reciprocate.

5. Quality: Delivery on promised quality is the most important part of 

branding. People will continue to do business with a brand that they 

trust, and according to Zig Ziglar, ‘if people like you they will listen to 

you but if they trust you, they will do business with you”. Earning 

customer’s trust is critical to branding and surviving competition; a 

betrayed customer by one of your products would run as far as possible 

from all of your other products and even convince others not to try 

them. So a good branding (brand) not only says it, it does it and even 

much more. If you deliver on quality on a product, you become a trusted 

brand and a brand of choice ahead of your competitions.
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Branding is more than logo, websites, smart slogans, complementary cards or 

colorful packaging. Branding is an experience that creates a long lasting 

impression in the mind of customers or potential customers, and it gives little 

or no room for competitions’ products or services.
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Branding is an impression you create before sales and often expected to last 

through out the customer’s product or service experience, however to keep 

competition off, you have to go a step further. 
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Step 4

Using A.S.S (After Sales Support)

The survival of any business depends on repeat patronage and winning new 

customers, with these two in focus, competition battle becomes less difficult. 

To stay in business and ahead of competition, you must understand that 

making sales is not the end of a business relationship. 
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Repeat patronage only happens when;

 There is excellent pre-sale service

These are activities that happen before the sale is made. Customers 

want to be able to access the product/service as easily as possible; easy 

accessibility of business location, no or less queue, good disposition of 

sales person, availability of product and services as at when needed etc. 
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Shortfall in any of these would probably mean the difference between 

customers that would patronize and customers that would take their 

business elsewhere. 

 Your product/service meets or surpass customer’s expectations

Customers have expectations which they hope your product/service 

would satisfy. It is often not common for these expectations to be 

surpassed. However, the standard is that they should be met. A 

customer whose expectations are not met is probably lost to 

competition already.

 There is excellent post-sales service

Making sale is not the end of business relationship as stated earlier, to 

ensure repeat patronage, customers must be followed up on or better 

still be given avenue to interact with the business for support purposes. 
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“A customer expects a cost-effective and reliable after-sale support” 

Techopedia.

After Sales Support (A.S.S)

These are support services provided for customers after product or service 

has been sold to them. It keeps the business in tune with whatever challenges 

the customer must be facing, gives information on possible areas of 

improvement and also builds on the business relationship already established 

with the customer. A good after sales support keeps competitors off your 

customers and also improves your chance of turning your customers to your 

‘marketers’. ‘Happy customers who get their issues resolve tell 4 to 6 people 

about their experience” – Brian Honigman

Types of After Sales Support

 Technical Support: This refers to physical support, such as assembling, 

test running, software programming, updating, upgrading, repairs etc. 
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These supports help the customer to enjoy the product/service and help 

ensure their expectations are met especially in an industry where 

changes are very rampant. Technical support ensures both business and 

customers are up to date. For instance, an app developer needs to get 

feedbacks from customers, use it to develop an upgraded version, just to 

ensure customers don’t abandon the app for competition’s app.

 Service Support: This refers to service based support such as helping 

with information, guiding through resolution of problems associated 

with product/service, complimentary calls to customers and opening of 

channels to take customer’s feedback. For instance, telecom service 

providers now make complimentary/courtesy calls to their customers 

just to ensure they are satisfied and loyal. Also the use of social media is 

now gaining grounds for this type of support and you can also explore 

this.
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After sales support takes business away from a one stop transaction to the 

level of relationship that ensures building of trust and loyalty that keeps 

competition away. 
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                                                     Step 5

Using Product/Service Variety

Variety is the spice of life they say, but in business variety is more than the 

spice it is the life of business. To stay in business and ahead of competition 

your business must be able to meet the needs of most of the different 

categories of customers. According to texts, customers can be classified into as 

much as 10 different categories but in reality, customers are just normal 

everyday people with impulses to buy based on;

 Needs: People buy product or services they think they require, whether 

other people agree with the fact that they need such product/service is 

secondary.
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 Price: Even after someone agrees that he/she needs a particular 

product/service, he/she still has to consider, if such product/service is 

affordable. A rational customer would buy only what he/she can afford, 

whether as a one off payment or installment.

 Preference: After a customer has decided he/she can afford a 

product/service, the customer then would want to go for what appeals 

to him/her from the available options. What is considered for product 

includes colour, fragrance, ingredients’, quality, quantity etc., while for 

service it includes location, time, quality of service, convenience etc.

To stay ahead of competition, even though you cannot totally influence 

what people need (advertising may stimulate it though), you can make 

your product or service satisfy a chunk of the customer categories. In a 

study carried out by Itamar Simonson et al 2006, titled, ‘The influence of 

product variety on brand perception and choice’, amongst other results, it 

was observed that the brands offering increased compatible variety were 
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perceived by customers as having higher quality and thus have greater 

share of the choice brand market even amongst identical options 

(competition). 

There are two major ways of doing this:

a. Product/Service Price Variation: This is quite different from price 

discrimination, in this case what the business does is to make different 

sizes or packages for different price categories. Examples are DSTV 

bouquets, sizes and prices of soft drinks, sizes and prices of HP laptops, 

quality and prices of Tecno devices etc. The idea here is to have 

sizes/quality of products that satisfy the price the different categories of 

customers can afford. A makeup artiste, for example, can have different 

make up products for different types of packages; Avon products might 

be #100,000 for a wedding package while Trya Beauty might be 

#60,000 for a wedding package. This way you don’t lose customers to 
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competition because you have varieties that cover almost every 

customer.

b. Product/Service Appeal Variation: You may not be able to cover what 

appeals to all customers but a good business should be able to cover 

what appeals to majority of the customers. Examples include different 

varieties of coca cola products, different colours of products from the 

same manufacturer, different fragrances of same product by soap 
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making companies, while for services you have banks having two 

branches in same location, some salons having both male and female 

stylist for customer to choose from, apps with different background 

colours from same developer etc. Note that the price is still the same but 

the focus is on the preference of the customers, at that same price. If 

your customers are assured that they can get varieties from you, they 

won’t have any reason to want to try out competitor’s product.

What every customer wants first is to satisfy their need in the most affordable 

way without necessarily sacrificing their preference. Henry Ford was once 

quoted to have said, ‘a customer can have a car painted any colour he wants as 
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long as it is black’ but in reality when he made his Model T that same year, he 

made it available in different colours including black. Customer will not 

sacrifice what they desire on the altar of loyalty, if you as a business person 

wants to keep your customers away from competition then you must provide 

them with varieties.
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Step 6

Using Media

Media is the collective communication outlets or tools that are used 

to store and deliver information or data. It is either associated with 

communication media, or the specialized mass media communication 

businesses such as: print media and the press, photography, advertising, 

cinema, broadcasting (radio and television) and publishing. (Wikipedia) 

Do you know that most decisions these days are actually made for us by the 

media; who should rule us, what we should eat, how we should look, what to 

believe, who should be celebrated and even who we should patronize? Media 

tells us A is better than B, and often we would not try B to find out why. Media 

is a big tool in swaying opinion and influencing choice, and this is why the 

media is essential in your battle to stay ahead of competition.
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Using Media to edge competition is simply based on how you can 

communicate your USP and leave a lasting impression on your target. In a 

situation where the products or services in the market are homogenous (are 

almost identical), to outwit competition, you must be able to communicate to 

the target market what makes your product/service standout while also 
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creating the impression that keeps your product in their subconscious. 

Therefore we can divide media into two parts; communication and 

impression.

1. Communication

Communication is simply passing a message across to an end user, who is able 

to decode and use the message as intended. For a business to use Media-

communication as a means of beating competition the following must be 

done:

 Identify the target market: A good business must be able to identify who 

the target market is, this may be as a result of research or 

product/service design. Product or service could be designed for 

youths, singles, old, rich, entrepreneurs, students, etc.
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 Select the media type to be used: Depending on the target market, a 

media approach is selected. It could be the electronic/mass media, print 

media or social media. For instance, if the target market is the youth or 

the students, then the best media type to use would be the social media.

 Encode the message: The essence of using media is to communicate 

with your target market. However, communication only takes place, 

when the business can safely pass across the original message to the 

target market without distortion or the message losing its intended 

meaning. For a business to achieve this, the message should be encoded 

in such a way that it is simple, precise, unambiguous, impressionable 

and direct. 

 Deliver the message: The message is finally relayed to the target. The 

message is supposed to inform the target market why they need your 
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product/service. As earlier stated, the Unique Selling Point (USP) is 

emphasized that is, focusing on why your product/service stands out.

 Get and review feedback: The business creates avenue to get feedbacks 

from target and then to review those feedback to know, if the result was 

as intended. Feedbacks are gotten from impact on sales, revenue, 

commendations and/or complaints, and then it is compared with what 

is expected, to see if the communication process has to be reviewed or 

sustained.

2. Impression

Impression is a measurement of responses (mostly feeling or connection) 

generated by an event, often times creating urge or need in the present or 

future. Creating impression can be a huge task; often time experts in this field 

may be required as what seems impressing to one person may not be to 
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another. However some basic requirements must be met to create a lasting 

impression:

 Unforgettable slogan or catch phrase: There must be words that are 

unforgettable; these words are usually referred to as slogans. They are 

attention catching, often making the target inquisitive or crave for more. 

These words often re-echo in the subconscious of the target.

 Image that can create impression: This is using logo or images that are 

easily identified with the product or reminds the target of the product. 

Little wonder, most big brands want to use models and icons for their 

media adverts; an image that makes impression on the target and 

registers the need to identify with the product too, in the subconscious 

of the target.
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 Attention grabbing colours: Colours set moods and often carry with 

them unique messages. So while selecting colours for your media reach 

out, the right colours that leave the desired impression must be 

considered. For instance, red gives that loving feeling, blue relieves 

stress, yellow registers faster with kids etc.

 Quality: Quality of media production is very important to create the 

right impression. A shabby production actually puts the target off, even 

before the message can be absorbed. If the budget is low, other things 

may be sacrificed but not the quality.

Currently of all media outlets, social media is the most thriving. In recent 

times statistics have been unbelievable, Facebook recorded over 1.65 billion 

users as at 31st of March, 2016, that is, approximately 1 of every 4 people in 

the world can be reached via Facebook, and nothing beats that reach. Also 
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recently a new game Pokeman Go reached over 75 million downloads in few 

days, what Television could not do in years. Social Media is currently like a 

gold mine; your best bet at beating competition and to also get real-time 

feedbacks on your business.
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Step 7

Using Incentives and promotional offers

Incentives are actions aimed at motivating individuals to perform 

predetermined action(s) or go in certain direction, while promotional offers 

are activities, mostly free things, aimed at boosting sales for a specified time. 

Beating competition using ‘incentives and promotion offers’ way is quite 

different from using media; media focus on passing information and creating 

brand appeal however, using ‘incentives and promotion offers’ way focuses on 

inducing customers to patronize by throwing in something enticing other than 

the product and service.
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1. Incentives: Incentive is anything that incites or has the tendency to 

incite patronage. In business competition, incentives play a big role, as it 

has the power to shift the direction of patronage, especially in a 

homogenous market. For instance, if all laptops in the market came with 

pre-installed Windows 10, you can offer the same laptop, the same 
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windows 10 but with anti-virus; note the anti-virus becomes the 

incentive to influence patronage. 

Business Incentives for this article will be divided into two:

 Financial incentive: This is when a business uses money reward to 

induce patronage. For instance, money back offers; such as buy 

three get the money for one back. This incites customers to buy 

more of a particular product at the expense of other products 

whether direct competition or not.

 Non-financial incentive: Non-financial incentives do not have 

direct money implication to the customer, example of non-

financial incentives include:

Moral incentive: Appealing to the moral side of the customer to 

buy your product ahead of competitions’; for instance, some 

business will say, ‘for every of our product you buy $1 goes to the 

orphanage”. This appeals to customers who fill it is their moral 
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obligation to give to the orphanage, and they go for such product 

or service ahead of competition.

Natural incentive: this is appealing to the forces of nature such as 

fear, admiration, excitement, pursuit of truth, control etc., to 

influence customers’ choice of what to buy. For instance, Benz 

uses the edge of excellent braking system to sell their cars; the 

incentive there is fear of accidents as a result of brake failure. 

Note that claims like this has to be verified by the appropriate 

body(s).

2. Promotional offers: Promotional offers are timed (run within pre-

determined time) activities aimed at boosting sales. Promotional offers 

are often used by businesses to increase sales at special times such as 

business off season, breaking competition streak, need to boost sales of 

a new product, introducing new product to the market etc.

Examples of promotional offers available to business includes: 
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 Promotional Discount:  Promotional discount is the percentage, 

ratio or allowance taken off the actual price of product or service 

to induce patronage. This is often used at end of the year by most 

businesses to dispose their products in preparation for the New 

Year. 

 Promotional coupons: Promotional coupon is a ticket redeemed 

for a financial discount or rebate when purchasing a product. For 

promotional coupon there is a time frame within which the 

coupon can be redeemed. 

 Promotional freebies: These are promotional giveaways to induce 

sales within a stated time frame. For example, a photographer 

came up with this idea of a free Frame for every wedding package 

purchased by customer between June and August.

 Promotional codes: Promotional codes given to customers, these 

codes give them access to certain privileges as determined by the 



46

business. These are often used by service businesses to give 

certain services free.

Incentives and promotional offers as a tool is one the traditional tactics in 

business, however using it as way to beat competition requires you as a 

business person to study your competition and execute your incentives or 

promotional offers without eating too much into your profit. For instance, 

incentive of 1% of your profit would change a whole lot about your sales and 

little about your profit.

The battle against competition is very strategic because it has everything to do 

with business survival. Lately, you would have observed the buying off of 

companies by their direct competition, this is one of the fallouts of 

competition in business and if I were you, I will begin to take it serious. 
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Step 8

Using Integration

Integration can be explained as a process of attaining close and seamless 

coordination between several units to form a bigger unit. In a more simple 

term and for the purpose of beating competition, we can refer to integration 

as coming together of small businesses who are inter-dependent to form a 

larger business; such that individual unit’s customers become every member 

of the unit’s customer. 
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 As earlier stated, ‘the battle against competition is epic and it is crucial to 

business survival’, and considering this, business should be willing to test the 

limits to stay ahead of competition. Testing limits in this case, means the 

willingness to go into agreement with other small businesses who are on the 
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same horizontal or vertical chain with it, for the purpose of increasing market 

share and staying ahead of competition.

Types of Integration and how they help stay ahead of competition

 Vertical Integration: Wikipedia defines Vertical Integration as an 

arrangement in which the supply chain of a company is ‘owned’ by that 

company. There is a kind of inter-dependency that ensures that the 

output of one business is the input of the other, such that a single 

customer has to pass through each of these businesses. Implementing 

this strategy as a means of beating competition, requires one small 

business to enter into business arrangement with other small 

businesses on the supply chain.
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For example, on a supply chain for poultry farming we have: Battery 

Cage maker – hatchling sellers – Vaccine sellers – Feed sellers --- 

Chicken Buyer

In an integrated settings, some small businesses in this field come 

together and create a league of business, such that they have a 

synergized referral system; for every customer that comes in contact 

with one, is served by all. This referral system ensures that each of this 

small business stays ahead of competition in that business class by 

claiming a larger share of the market.

 Horizontal Integration: Wikipedia defines horizontal integration as the 

process of a company increasing production of goods and services at the 

same part of the supply chain. This is different from vertical integration 

in that even though the businesses are inter-dependent, customers can 
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request for one without necessarily needing the others. To beat 

competition, small businesses within same industry can come together 

to form a league of business and increase their market share based on 

referrals. 

For instance, the fashion industry comprises of different small 

businesses such as; photographers, videographers, makeup artists, 

event planners and fashion designers. These small businesses can come 

together and reach an agreement to do strict referrals amongst 

themselves, such that rather having individual customers, they end up 

with an aggregated number of customers. One customer can end up 

patronizing all of them, if they have a strong referral bond, like a single 

business.
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The strength of integration is in the referrals. For example if business A has 6 

customers, business B has 10 customers and business C has 7 customers, if 

they integrate their businesses (strict referral policy) and become a league of 
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business, then each business ends up with 23 customers; increased market 

share, putting them ahead of competition within individual business’ niche.

Integration takes a lot of trust and compromise, but if the business is to 

survive some sacrifices have to be made. 
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Step 9

Using Endorsements

Have you ever wondered why some adverts end with ‘endorsed by ***”? Well, 

that’s because some businesses know that most customers rely on approvals 

from other people before they spend their hard earned money on 

goods/service. Customers would prefer to buy tested and trusted 

goods/service; no one wants to be the guinea pig.

Endorsement according to Cambridge dictionary can be explained as the act of 

saying that you approve or support something or someone. Endorsements of 

goods/service can therefore be defined as the process by which a body or 

individual, authenticates, approves or validates for use or consumption a 

particular product/service. For the purpose of competition, endorsements 

give customers the confidence to patronize your product as against 
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competitions’ product, on the strength of what a respected body, person or 

authority said about your product.

For instance, before most people opt to watch a movie, they first check what 

“Rotten Tomatoes” has to say about the movie. Also in Nigeria, before people 

buy consumables (especially packaged items) they confirm if such product has 

the NAFDAC (approval) number. In case of services, telecommunication for 

instance, I have heard people who claimed they are using Glomobile Network 

because ‘Jenifer’ (Funke Akindele) endorsed it.



56

Endorsement can come in two forms; Endorsement by recognized body and 

Endorsement by respectable personality.
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İ. Endorsement by Recognized Body: For every product/service, there are 

recognized bodies who have been sanctioned by ‘law’ to investigate and 

validate them. These bodies ensures that the minimum standard are 

conformed to, the right production or service environment maintained 

and the outputs fit for human consumption after which they endorse 

such product/service. These bodies may be instituted by government or 

an association to regulate the market. 

Examples of these are NAFDAC for food and drugs, Manufacturers 

association of Nigeria (MAN)/Standard organization of Nigeria (SON) 

for manufactured goods, Pediatrics Association of Nigeria for children 

related items etc. The approval of these bodies give your 

product/service an edge over unendorsed competition’s goods/service.

İİ. Endorsement by Respectable Personality: This is like the new trend in 

the Nigerian business industry, and it was actually made popular by 

Nigeria’s telecommunication giant Globacom. Nigerians’ love their 
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celebrities cannot be overemphasized; most people want to be, feel and 

live like these celebrities, hence people tend to want to use same 

product as them, use the same service as them and even visit same 

places as them. Getting a celebrity or a respected personality to endorse 

your product will go a long way to help your business beat competition.

For instance, a makeup artist that uses a star like Mona Lisa Chinda as a 

model will definitely become the star of the makeup industry overnight, 

customers will believe that he/she must be very good before such a star 

can patronize/endorse the service. Other instances include Davido’s 

endorsement of MTN, Wizkid’s endorsement of Pepsi, Don Jazy 

endorsement of Loyal Milk etc. Personality endorsement somehow gives 

your product a boost, especially in the eyes of people who respect such 

personality.

Beating competition requires that you tilt the scale in your favor, by making 

sure it is no longer a level playing field. You ensure that some factors work in 
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your favor to help redirect customers to your own business till you claim the 

largest share of the market. You too can also get a recognized body or a 

respectable individual to endorse your business. A friend of mine who is into 

religious writing, was able to get a Bishop to review his book and that made 

the difference in sales for him. The key is how much respect the body or 

personality commands? The more the respect, the more you are able to sway 

customers’ affection (ultimately purchases) in your direction.
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Step 10

Using Advertisement

There is this saying that “a business owner that fails to advertise his business 

product(s) will eventually advertise the same business for sale as a product of 

his failure”.

According to Business Dictionary, “advertisement is a paid, non-personal, 

public communication about causes, good and services, ideas, organizations, 

people, and places, through means such as direct mail, telephone, print, radio, 

television and internet. Advertising is an integral part of marketing, 

advertisements are public notices designed to inform and motivate (towards a 

predetermined end). Their objective is to change the thinking pattern (or 

buying behavior) of the recipient (of the information), so that he or she is 

persuaded to take the action desired by the advertiser. ”
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Advertisement touches on everything we have earlier discussed on beating 

competition; price differentiation/discrimination, media presence, product 

variety, sales support, promotions, incentives, branding etc. Advertising 

harnesses all these other ways and information then feed them to the people 

(potential customers) to influence their buying behavior. That is why 

advertising involves a lot planning and decision making; the business has to 

consider its cost effect on profit, its effect on the sales/revenue generation, the 

other goals of the business, most effective medium/media to use, the duration, 

how the impact is intended to be measured and the control measures in place 

to ensure the goals are achieved.

Advertising is a seal on beating competition. To stay ahead in business, you 

must create awareness, the more people know of what you offer, the more the 

patronage you will get. Having said that, it is also believed that advertising an 

homogeneous product or service is a waste of money and an unnecessary cost 
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on gross profit, however if you go through all our earlier discussions, you 

would understand that your product is not an homogeneous product because 

you must have created your brand with your ‘USP’, which sets your product 

apart from others and make your product(s) ‘advertise-able’.
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We can comfortably categorize advertising platforms/media into two; 

traditional advertising and modern advertising.
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 Traditional Advertising Medium: prior to the commercial launch of 

World Wide Web (www) in the early 90’s, the most efficient form of 

advertising was the mass media majorly the televisions and radios. 

Some TV commercials are just unforgettable in Nigeria like; Joy girl, 

Planta margarine, Greensandy, Trophy beer before the epic movies etc. 

These were emotional adverts that just get you going for those products. 

Other forms of traditional advertising medium includes the print 

(newspapers, magazines, flyers, catalogues) and the billboards. Many 

customers still respond to this traditional means however, the response 

rate can rarely be measured in real-time. 

 Modern Advertising Medium: Until the early 2000, the use of internet 

were still being learned, the first focus was the knowledge sharing 

possibilities, then came the communication aspect and games, however 

after the early 2000 the attention shifted to sales and marketing. 

Modern advertising medium centers round the use of internet; social 
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media, general emails, direct messages, pop adverts that could be easily 

analyzed and the impact measured using Search Engine Optimization 

apps and activity analyzers. Now before watching your favorite clip on 

YouTube, you are most likely going to watch an advert, you click your 

link of interest but it takes you to an online shop first, the Instagram, the 

Facebook, the Twitter all now focused more on advertising using trends 

and location as against socialization and reunions. Modern advertising 

medium puts information about your product at the fingertips of your 

would be customers.
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Depending on your class of target audience, care must be taken while 

choosing a means of advertising. While it is also advisable to mix the 

medium for the best results, feedbacks would be key in analyzing the 
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impact because gone are the days of just putting out adverts for 

showboating sake. If the ultimate aim is to beat competition and stay in 

business profitably then your products must be advertised using the most 

frequent medium by your potential customers. You must advertise.

A typical effect of advertising on beating competition can be seen in this 

scenario, in banking in Nigeria, most people believe that modern banking 

(mobile, internet and other convenient cashless banking practices) were 

first introduced by GTbank but the reality is, they were first introduced by 

FirstBank (Firstmobile, Firstcredit ‘credit card in conjunction with 

Glomobile’, Deposit receiving ATMs etc) but they failed to advertise these 

products, maybe because they felt Nigerians were not ready for them yet. 

However, these were the same products GTbank explored, owned and 

advertised that made them household name we know today. Such is the 

power of advertisement.
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Conclusion

Some schools of thought believe that the twenty first century businesses 

especially considering the recession trend in major business cities, are 

meant to work together rather than compete. They believe in working 

together, output can be increased, risk can be shared and a more realistic 

price would prevail in the market. However, as logical as this argument is, 

business competition is an integral part of the market and industry, 

especially if resources are still limited and market share cannot be fixed.

Competing in business market requires focus on your organizational goals, 

first and foremost, then keeping abreast with what competitions are doing; 

new tricks, new mechanisms and change in policies. Also, your business 

has to be proactive as against being reactive, to dictate the market trend, 

your business has to be first, setting the pace but not losing sight of how 

others are reacting.


