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Core competency is an area of specialization that a company excels in. It’s what customers identify your company with either in a form of a product or service. For example, McDonald’s core competency is its burgers and fries. Should it try to venture into chickens or pizzas, it moves away from its core competency and may face a bleak future in competing with other established fast food brands. 

Similarly, Perodua’s core competency is manufacturing small compact cars. Kancil and Kelisa were made and Perodua overtook Proton as Malaysia’s largest passenger car manufacturer. But if Perodua shift its focus in producing bigger cars, they will divert from their competency and faces hardship in competing with other brands.

 In any field, if you want to be the best, you need to be committed and focus primarily in your area of specialisation. Other business opportunities should be put away; otherwise you will never become the master of your trade. 

For small and medium enterprise (SMEs), they need to define their core competencies in order to develop their brand successfully. Only then they will able to have a clear brand identity and command market share. However, those who don’t define their core competencies soon find their company and products in the market share stagnant.  
There are also companies that leverage in their brand positions. Public Mutual leveraged on its leadership position as its core competency. Hence, Investors of Public Mutual are positive that their investments are in good hands due to the brand’s leadership position and staff expertise. This trust creates strong brand emotions that transform into brand loyalty in which enhances the brand’s equity. 
Leadership and trust are the key competencies of the brand. 
Trust can be achieved by providing customers with consistent quality products or service. McDonald’s burgers has always taste the same in any outlet in the world. This consistent quality assures customer’s trust and loyalty to the product. It also provides an assuring brand experience.
Brands that stand out in their core competency are those who live up to their brand promises. Brand building is a long term commitment so it is important that SMEs stay focus in their field before moving to other areas in business. But, the end result for brand building is very rewarding. Brand leaders are able to command premium pricing and consumer loyalty.
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