NPD Strategy Product Manager’s Toolkit™ www. npdstrategy.com

Product Positioning -

Template V. 3.0 Qﬂ
1

Insert Company ’bo

Logo Here

\\\)

company name.>
r product name.>

r date.>
<Enter your name.>
<Enter department name.>
<Enter location.>
<Enter email address.>
<Enter telephone number.>

ument Revision History:

Date Revision Revised By Approved By

<Enter date.> <Revision #.> <Enter your name.> <Enter name.>
PMTK_Product_Positioning_30 Evaluation Page 1 of 5 Pages Saturday, April 18, 2009
Copy

Copyright © 2007 NPD Strategy. Content Copyright © Blackblot. Used by permission. All rights reserved.

This document is provided "as-is" with no explicit or implicit guarantee or warranty as to the accuracy of the information contained here.
The author claims no responsibility, implied or otherwise, to anyone wishing to act or follow the content of this document.



NPD Strategy Product Manager’s Toolkit™ www. npdstrategy.com

Table of Contents

1. INTRODUCTION ..ottt e e e e e e e e e e e e eeeeeeeee e e eeeeeeeeeaennneeees
1.1. DOCUMENT OBIECTIVE . ee e e oo eeeeeee e
2. OVERVIEW ...ttt e e ettt e e e e e e e ae e e eeeeeeennnaes )
2.1, SECTION OBIECTIVE .iooutteiiieeiiiiisiiiriiieessssisiiiseeessessssssssssssessessssssssssssessens
2.2. MARKET DESCRIPTION ..oceiiiiiictieeiieeeesseeeieeeeeeeeessssssseseesesessssasnne
2.3, TARGET CUSTOMER ...cutteeiieeeeeeeeeeeeeeeeeeessaseeeeeeaesssssseneeeseeeeens
2.4. TARGET BUYERS DESCRIPTION ..vvvvvvvvvvrvvrvvennnnnrnnnnens.dfinnnnnnnnstle. .. St ... St eenns§
2.4.1. BDM (BUSINESS DECISION MAKER) BUYERS.... S0 oo Sagaanaiaatast e e
2.4.2.  TDM (TECHNICAL DECISION MAKER) BUYERS.. Gttt i e 3
2.5, TARGET USERS..iiiiiiiieiteeiiieeeeiisseitrenieeseesssssesrsseesseessnnnsd
2.6. MARKET PROBLEM
2.7. PRODUCT DESCRIPTION ....coovvveveieeeieieeeeeeeeen,s
2.8, SOLVING THE PROBLEM ..veeiiieeeeieeeeeeeeeeee el i et oo eeeeeeeeeeeeeeeeeeeeeeeeeseaennnnneeens 4
2.9. PRODUCT’S PROBLEM SOLVING FEATURES 1ttt ... ettt veeiteeeessssinrneeeeseessssssssssseeees 4
2.10. COMPETITORS AND COMPETING B (ORL =T VT < 4
3. PRODUCT POSITIONINGED........ “ .......................................................... 4
3.1. SECTION OBJECTIVE .B....,. R ... ——— 4
3.2, CURRENT PERCE P T ION it ..ttt tteeeessietttreeeseessssasssreeessesssssassrreeeseessssasssrsseeees 4
3.3,  VALUE PROPOSITION i 4
3.4.  UNIQUE SELLING PROROSITIONMEIR, ........ccvviiiirieiitiieiitieeiteeestteeesteeesteeestreeesssessnseeesns 5
3.5. CORE TWO SEN G STATEMENT e een 5
3.6, COMPETITION SPOSITIONINGE...........eeeeeeeeeeiieeeeeeeeeeeeesssaeeeeeeeessssaesrreeeeeessssaanrrreeees 5
........................................................................................... 5
.................................................................................................. 5
....................................................................................................... 5
........................................................................................... 5
......................................................................... 5
PMTK_Product_Positioning_30 Evaluation Page 2 of 5 Pages Saturday, April 18, 2009

Copy

Copyright © 2007 NPD Strategy. Content Copyright © Blackblot. Used by permission. All rights reserved.

This document is provided "as-is" with no explicit or implicit guarantee or warranty as to the accuracy of the information contained here.
The author claims no responsibility, implied or otherwise, to anyone wishing to act or follow the content of this document.



NPD Strategy Product Manager’s Toolkit™ www. npdstrategy.com

1. Introduction

1.1. Document Objective
This document describes, to intra-organizational audiences, the actual and desir
way in which customers perceive a product when compared to its competidi
Product positioning described in this document is the foundation to many pr
marketing efforts and marketing communication collateral.
<Comment: The common definition for product positioning is °
product occupies in customers’ mind relative to competing producltss
Product positioning is the process that establishes the customer,
product, which is the goal of this process.>

2. Overview

2.1. Section Objective
This section aims to provide a better un [ ne forces, trends and
situational environment that affect the positi ocess and statement.

2.2. Market Description
<Define and describe thwa its key characteristics, which

the product is targeted to

2.3. Target Customer
<Define and describe
towards.>

<Comment: The

product TheBu

stomer profile the solution is targeted

tity that takes (financial) responsibility for the
that decides to obtain the product (solution). The
cts with the product.>

e the buyers, the entities that decide to obtain the product.>
usiness Decision Maker) Buyers

efine and describe the BDM buyers. Also relate to their level of
ledge and buying authority.>

DM (Technical Decision Maker) Buyers

<List, define and describe the TDM buyers. Also relate to their level of
knowledge and buying authority.>

5. Target Users
<Define, list and describe the targeted users. Also relate to their level of

knowledge and influence on the buying decision.>

2.6. Market Problem
<Define and describe the market problem for which the product aims to solve.>
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2.7. Product Description
<Define and describe the product which aims to solve the aforementioned market
problem.>

2.8. Solving the Problem
<Describe how the product solves the market problem.>

2.9. Product’s Problem Solving Features
<Define, list and describe the top product features that directly addre
main facets of the market problem.>

Market Problem Facet Solution | Feature

2.10. Competitors and Competing Products
<Define, list and describe the competit
competition to your product; attem

problem.>

their products that are in direct
e the same specific market

3. Product Positioning

3.1. Section Objective -
This section deals with oduct positioning statement, which is used
as the basis for and focused marketing messages that
communicate the gue psychological placement and value proposition
to multiple audie

pEsition
the product’s “resultant value proposition” and “relative value

“Resultant value proposition” is an implicit promise a product holds for
customers to deliver a fixed combination of gains in time, cost and status.
“Relative value proposition” is an implicit promise a product holds for
customers to deliver a better ratio of gains relative to cost.

Common relative value propositions, which are based on the ratio between
features and total cost of ownership (TCO), include:

o More features for more TCO

o More features for the same TCO

o More features for less TCO
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o Same features for less TCO
o Less features for much less TCO>

3.4. Unigue Selling Proposition
<Describe the product’s Unique Selling Proposition.>
<Comment: The Unique Selling Proposition is a key value differentiator
sets the product apart from other competing products.>

3.5. Core Two Sentence Positioning Statement
“For the <Enter target customer or segment.> who <Enter st
opportunity.>, the <Enter product name or category.>grovid
of key benefit.>. Unlike <Enter primary competj
product name.> <Enter statement of primary differ
<Comment: You may be able to identify several key
relative to the product itself and its target audience
articulate internal and external positioning statements re

<

ning statements
also be able to
our company.>

3.6. Competition’s Positioning
<Define, list and describe how the comp p their products that are in
direct competition to your product, sdlve the same specific market

problem.>

4. Supporting Data
4.1. Section Objective
The section pro pport of claims, assertions, assumptions, and
statements made is document.

ions made when writing this document.>

scribe and list the type and scope of research conducted in the
riting this document.>

t Diagram/Architecture
If relevant, describe the product’s architecture and modules accompanied by a
hematic diagram.>
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