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Background & Purpose

Focus of the Study: The congruence of the Career
Counselling 8 EdTech (private players) industries in India
is the primary focus of this study.

This is an attempt in gauging the dimensions of this
industrial congruence in India and developing a
comparative matrix that involves all 12 major service
providers here in this resource-based industry segment.
Status Quo: Today, competitors in this space are striving
to develop more business around integrated product-
service solutions along-with knowledge intensive
services through career guidance facilitators or student
counsellors (certified CGE taskforce).

Progressively, new entrants are emerging, jostling for
customers and attention considering low entry barriers
and high exit barriers in this congruence, regardless of
what retaliation incumbents will strategize to thwart the
entrants’ efforts. It becomes harder and harder for
incumbents to get ahead and stay ahead in an ever-
dynamic landscape.
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The study was conducted in 2 parts: Porter's 5 Internal Environment (S/W of SWOT)
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All 5 PCs fulfil Gatsby BMs* 1, 2, 3, 7 & 8. iDC is thriving
towards all other 3 BMs (currently focusing on further
improving school analytics reports complying to BM 4). For
the other 4 PCs, compliance to rest 3 BMs is not fully known.
While it is understood that Gatsby BMs measure a school’s
performance, all 5 PCs are enablers that help schools achieve
these BMs through the push factor. [*BM - Benchmark; #PC —
Primary Competitors]

+ Acompany will not earn attractive profits when it has chosen a poor competitive position in a very attractive industry. Conversely,
a company may be in such a poor industry that it is not very profitable even in an excellent competitive position. Our analysis
suggested: macro is still quite attractive but target firrm at a moderately competitive position

» It'simportant to understand that, both industry attractiveness and competitive position change. Even long periods of stability can
be abruptly ended by competitive moves.

+ Value is what buyers are willing to pay for. Superior value stems from providing unique benefits as well as offering lower prices for
equivalent benefits. This is derived from the fact that, there are 2 basic types of competitive advantage: differentiation and cost
leadership.



