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Product Management

Unit II



Competitor intelligence

Economists- Signals

Organizations lack formal reporting

Overconfidence & unwillingness

Competitor Analysis





Competitor Analysis system



{ {
 Internal sources

Local newspapers

Annual reports

10K statements

Patents/TM filings

General Business 

Publications

News Releases

Promotion Literature

Trade Press

Consultants

Employee Communications

Trade Associations

Government Sources

Electronic Data services

Using the internet

Secondary sources of Information



Sales force/ customers

Employees

Suppliers

Consultants/ specialized firms

 Investment Bankers

Primary Sources of Information



Features Competitor Brand A Competitor Brand B
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Creating Product Feature Matrix



Current objectives- intended aggressiveness, assessing 

capabilities

3 types of objectives

Growth objective

Hold objective (consolidation)

Harvest objective

Assessing Competitors Current Objectives



 Product level marketing strategy- target market selection, core strategy, Implementation

 Target Market Selection- Few products are mass marketed, identifying which group(s) each 

competitor has targeted

 Core strategy- differential advantages- basic selling proposition (usp)/ positioning or value 

proposition 

 (Experience curve- price positioning)

 (service, delivery, packaging- quality positioning)

 (value chain comparisons- value positioning)

Assessing Competitor Strategy



Multiple positioning























CSF Firm /Product
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Our Product
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Overall

rating







Demographic Socio 

Economic

Personality Psychographics 

& Values

Age Education Psychology AIO inventory

Gender Occupation Profiling of 

customers

VALS

Geographic 

Location

Social Class LOV

Stages in 

Lifecycle

Global Scan



Demographics Operating 

Variables

Purchasing 

Approaches

Situational 

Factors

Personal 

Characterestics

Industry Technology Purchase

function 

organization

Urgency Buyer seller 

similarity

Company size User/non user 

status

Power structure Special 

application

Attitude towards 

risk

Location of focus Customer 

capabilities

Nature of 

existing 

relationships

Size of the order Loyalty

General 

purchase policies

Purchase criteria









Economic Functional Psychological

Financial benefit Utilitarian benefits Image of the product

Very appropriate in B2B Performance features How the product feels






