ANALYSIS FOR DATE ITERATION

COMPETITOR ANALYSIS FRAMEWORK

Understand your competition and position your startup
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6. SYNTHESIZE AND CONCLUDE

see below

V: COMPANY STATEMENT

& (Re)define your company statement.

I: UNDERSTAND

1. COMPETITIVE ENVIRONMENT

“@~ How are the competitors distributed (how many/few)? What is their size (small/large)? How old are they (new/
established)? How strong is the competition (strong/weak)? Are there dominant players? Who is driving the market?
Can you build groups of related/similar competitors?

@ 00:55 @ 00:10

GENERAL INFORMATION VALUE PROPOSITION VALUE NETWORK VALUE ARCHITECTURE VALUE FINANCE

5. PARTNERS AND COMPLEMENTARY PRODUCTS

-‘@'— Have you identified potential partners or complementary products? FOR (customer segment)

WHO HAS (customer problem)
6. LOOKING AHEAD

Q- Have you identified industry trends? What will happen when you enter the market? Which competitor is developing
in a way that could become dangerous for you? Which are static? How could the basis of competition and industry
standards change?

2. BASIS OF COMPETITION

@~ How have existing competitors defined the basis of competition? Is it by product attributes/service?

AND WANTS TO (customer need/reason to buy)

3. INDUSTRY STANDARDS 7. BUILD YOUR MARKET-TYPE HYPOTHESIS

Q- Are there any existing standards? How is performance defined? Which factors are taken for granted? - Are you entering

Q
D an existing market D a resegmented market

OUR OFFERING (product name/brand)

Your product and business model are known
You already embrace industry standards

You resegment an existing Market
You extend or replace industry standards

-‘@’- Emphasize differentiation to industry
standard and basis of competition

-‘@’- Emphasize product/service improvement
compared to industry standard and according to the
basis of competition

|:| on a cost basis

Are there customers at the lower end of an existing
market who will buy “good enough” performance” at
a lower price?

D a new market

4. CRITICAL SUCCESS FACTORS

@~ Which business model components are critical for the competitor’s success? Do they have unfair advantages?
Why did the historical competitors fail?

Your company creates a customer base that didn’t
exist before

IS A (product category/market category/technology)

& Emphasize benefits of your product/service -&- Emphasize price

|:| on a niche basis

Are there any customers willing to buy a product
designed to address their specific needs?

D a clone market

You copy a business model from another country
8" Copy the emphasis

-‘@’- Emphasize segment & product/service differentiation

@ 00:20
2. COMPANY DIFFERENTIATION

@~ What differentiates your company from existing companies? What about vision,
value network, (relationship, channels, partners), architecture (technology, funding,
team, activities), or finance (cost structure, revenue streams)?

THAT PROVIDES (key benefits)

"_ DIFFERENTIATE - Gather options about how to differentiate your product and/or your company. Think about factors of the industry standard,
. that should be eliminated/ educed below the industry’s standard or created/raised above the industry’s standard.

IV: ASSESS @ 00:10

Q- Are you able to tick all boxes below?

1. PRODUCT DIFFERENTIATION

@~ What differentiates your product/service from existing offers? What about value proposition (perfor-
mance, unsolved problems/unmet needs, price, features, benefits) or targeted customer segment?

& Assess your overall positioning by
comparing the lines of the positioning
matrix in lll. Is it

|:| Distinctive

UNLIKE (main competetor/industry standard)

& Assess whether the positioning
you want to accomplish is leading

to a value that is (product/company name)

[] Superior to alternative value offerings
[ ] Perceived by the customer
[ ] Important to the customer

[ ] Not easy to imitate

(key differentiation)

lll: POSITION

8 Pick the most important Hi‘{h
points of differentiation (POD)
of part Il and show your (en-
visaged) positioning profile
vis-a-vis your 1-3 most im-

....................................................................................................................................................................................................................................................................................................................................

portant competitors/groups
of competitors in the matrix.

Draw one line per compet-
itor/group of competitors

VI: POINTS OF ACTION

& Define next steps with regard to

YOUR STARTUP

@ 00:05

using different colors or line
styles.

FIRST INSIGHTS v

-@- 1. Think about what you just O
heard. What do you notice?
What do they have in com-

mon? What is different?

[ ] Validate the assessment of your positioning with customers and investors
[ ] (Re)create your business model accordingly

— [ ] Create pitch deck slide about competition and get feedback
AN Competitor A
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[] Explain assumptions and hypothesis

[ ] Other:

YOUR COMPETITORS

2. Share first insights and ﬁ

observations.

TEA : : : : : : : : :
® [ ] Determine which competitors you want to monitor closely
Ll Cf?’;‘pé';t” B : : : : " " . - D Agree on monitoring activities of trends, movements and actions in the competitive
= i E;'* == Low ’ : ’ ’ POD environment
@ || Define open questions
Low "pop 1 | [Poba| |POP E E : : |:| Define next iteration cycle. Consider other sources and collection methods
[POD 2 | [POD 4 | |:| Other:
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