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	Competitive Positioning Strategy & Action Plan


In many companies, strategy still lives in the owner or executive leaderships’ minds and isn’t committed to paper. The tough part isn’t coming up with the high-level strategy; it’s refining the strategy, adding the details and aligning that strategy with the right business activities to make it a reality. It’s the execution part that’s the toughest.

Business growth strategy starts with a strong competitive positioning strategy in the marketplace. Everything else flows from here.  This exercise summarizes exercises 1 – 5 in Competitive Positioning to help you create a clear picture of your company’s positioning in the marketplace and outline where you want to go in the future. 

When completed, you’ll have a visual display of your current position in the marketplace, have considered where you’d like to be in the future and have outlined the requirements to get there.

You’ll notice that many of the fields pull from previous exercises. Have them handy for reference. It’s good to rewrite the information in this plan: it anchors it and helps to show how all the components are aligned. 

Summary

	exercise summary
	

	When to Address
	This is the last exercise in the Competitive Positioning subject, and summarizes your competitive positioning strategy.

Address it whenever you need to evaluate the current position of your business in the market and where you need to go for future success.



	Who Should Participate
	Business leaders: company founders, owners, presidents and vice presidents

Marketing and sales leaders

Advisors



	Where to Use the Results


	Your competitive positioning strategy drives most growth decisions and marketing and sales investments, strategies and plans.

	Why it’s Important
	Your competitive positioning strategy is the single most important area business leaders should address for long-term sustainable growth.



	What Builds Upon it
	Your brand strategy, distribution, pricing and messaging will all evolve from your competitive positioning strategy.



	Timeframe to Completion


	This is a relatively short exercise if you’ve already completed the previous exercises in Competitive Positioning. Plan to spend one to three hours as needed.



	Potential Business Impact


	Substantial. Business leaders should know this strategy, review it weekly and manage to it.



	Deliverable


	You’ll define where you’re currently positioned in the market, where you’d like to be positioned in the future, and the work required to arrive there.



	Next Steps
	After completing your competitive positioning strategy, the next step is to align your brand strategy to your positioning.


	Target Completion Date
	


	participants

	

	

	

	

	


	tasks to get started
	Person responsible
	due date

	
	
	

	
	
	

	
	
	


Notes
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	Competitive Positioning Strategy & Action Plan


What to Complete

1. our competitive postioning matrix
2. our competitive positioning map

3. our competitive positioning strategy summary

Where it Fits in Competitive Positioning

Create Customer View

Discover Potential New Markets

New Markets Requirement Overview

New Market Analysis Results

Define Market Size

Outline Market Characteristics

Determine Market Lifecycle State

Determine Positioning Strategy
Get to Know Your Market

Evaluate Your Market Research

Determine Your Segments or Personas

Profile Your Segments or Personas
Determine Your True Competition

Decide on Your Rating Criteria

Evaluate Your Competitors and Yourself 

Analyze Competitive Analysis Results

Create SWOT Analysis
Determine Your Competitors’ Value Propositions

Rate Your Market on How it Solves Customer Problems

Determine Your Value Proposition
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Create Competitive Positioning Matrix

Map Your Market

Summarize Your Competitive Strategy

If you’ve completed the previous exercises in Competitive Positioning, you’ll want to have them available to reference your results for this exercise.

1. our competitive postioning matrix
You will create a competitive positioning matrix for each major market you serve.

	Market
	


	Product
	


	Date
	


	Criteria
	 Current status
	future stats as of ______
	action required to get there

	Market size (# of potential Customers) [2]

	
	
	

	market size (annual revenue) [2]

	
	
	

	Market Characteristics [2]
	
	
	

	Market lifecycle stage [2]
	
	
	

	Positioning strategy [2]
	
	
	

	segment 1 [3]
	
	
	

	segment 2 [3]
	
	
	

	segment 3 [3]
	
	
	

	competitor 1 [3]

	
	
	

	competitor 2 [4]

	
	
	

	competitor 3 [4]
	
	
	

	competitor 4 [4]
	
	
	

	competitor 5 [4]
	
	
	

	strengths [4]
	
	
	

	weaknesses [4]
	
	
	

	threats [4] 
	
	
	

	opportunities [4]
	
	
	

	how well is the market serving customers’ pains [5]
	
	
	

	How well are we serving customers’ pains [5]
	
	
	

	our value proposition [5]
	
	
	

	how well are we differentiated? [5]
	
	
	


2. our competitive positioning map

Next, review the data from the previous table and plot your company and your competitors in the graph.

Here’s an example. Copy the icons if you wish.

	·         IMARKET SHARE         
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	                ABILITY TO SOLVE CUSTOMERS’ PROBLEMS                    


Competitive Positioning Based on Addressing Market Need

Our Competitive Positioning Map as of _____________________ for the ________ market:

	·         IMARKET SHARE         


	

	                ABILITY TO SOLVE CUSTOMERS’ PROBLEMS                    


Competitive Positioning Based on brand strategy

(This portion summarizes the results from Exercise 24 – Brand Strategy: Define Your Brand Strategy. Add it after completion of that exercise.)

	·         Ability to Deliver on promise        


	


	                value of promise                    



	1
	             


	2
	             


	3
	             


	4
	             


	5
	             


Competitive Positioning Based on DISTRIBUTION STRATEGY

(This portion summarizes the results from Exercise 40 – Distribution Channels: Identify Potential Channels. Add it after completion of that exercise.)

Our Distribution Strategy Map as of _____________________ for the ________ market:

	·    MARKETSHARE         

· MARKET SHARE


	

	                market reach                    


3. our competitive positioning strategy summary

Now, tie together the information from the previous steps to succinctly outline your current positioning, your desired positioning, and your strategy to get there.

	company
	competitive positioning ranking
	brand mindshare ranking
	distribution ranking
	Overall Ranking

	us


	
	
	
	

	competitor 1


	
	
	
	

	competitor 2 


	
	
	
	

	competitor 3 
	
	
	
	

	competitor 4 
	
	
	
	

	competitor 5 
	
	
	
	

	competitor 6
	
	
	
	

	competitor 7
	
	
	
	

	competitor 8


	
	
	
	


Our current competitive positioning in the marketplace is:

	


Our long-term positioning goal is to:

	


Does your company need to make any changes in order to fulfill this positioning strategy?  For example, you may need to implement

· Changes to your product or service itself
· New messages or methods for communicating with the market
· New methods for pricing or distributing your product/service
· Changes in your sales & marketing materials  
· Training programs to guide your team to deliver new messages
Our strategy to get there is to:

	


To execute our strategy, we’re going to need to:

	


Define an action plan for implementing these changes.

	Change
	Person Responsible
	Due Date

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


Next Steps

Create your brand strategy to bring your competitive positioning strategy to life.
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	MORE Ways to Grow Your Business FAST...


Found this document useful? Continue the conversation, connect with Do It! Marketing founder David Newman, and access more free resources and tools to grow your business:

Blog: http://www.doitmarketing.com/blog
Tools: http://www.doitmarketing.com/tools 

Special previews, bonuses and gifts from the book, DO IT! Marketing (AMACOM, 2013):

Book: http://www.doitmarketing.com/book
Get instantly connected to David for smart ideas to grow your business: 

Twitter: http://www.doitmarketing.com/twitter    LinkedIn: http://www.doitmarketing.com/linkedin
Facebook: http://www.doitmarketing.com/facebook
Imagine what you could achieve with MORE leads, BETTER prospects, and BIGGER sales for YOU, your members, employees, customers, resellers or franchisees. We can work with you in whatever way makes the most sense, including...

· Marketing Keynotes or Marketing Seminars to add a giant dose of business-building DNA to your next corporate meeting, customer event or association conference
· Our Professional Services Marketing PSM 4.0™ Strategic Work Sessions for professional services firms who want to grow
· Our customized 1-on-1 Marketing Coaching Program for business owners who want to establish themselves as thought-leaders to win more business, more easily and more often
You made a very smart decision to download this resource from our library. To MAXIMIZE its impact, put these ideas into action within 24 hours, share them with others on your team and continually ask yourself, “How can I APPLY this concept to my own business?”

If I can be personally helpful to you, let’s talk. Looking forward to connecting!


David Newman

T: (610) 716-5984   E: david@doitmarketing.com   W: www.doitmarketing.com 

p.s. If you’d like some immediate FREE help – no strings, no gimmicks – go online now and get your free Thought Leadership Platform Audit: http://www.doitmarketing.com/audit   
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Strive to be here 








Competitor A











Competitor B











Competitor D








Our Company








Competitor E








Competitor C











Competitor F








Competitor G
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More instant-access resources and tools online at http://www.doitmarketing.com 

