Differentiating and Positioning the Marketing Offer

There are four broad ways to think about differentiating a company’s offer.  The firm can create value by offering something that is better, newer, faster, or cheaper.  “Better” means that the company’s offer outperforms its rivals.  It usually involves improving an existing product in a minor way.  “Newer” means  developing a solution that didn’t exist before.  This usually involves higher risk than a simple improvement but also the chance of higher gain.  “Faster” means reducing the performance or delivery time involved in using or buying a product or service.  Finally “cheaper” means getting a similarproduct or less money.

Strategies for successful differentiation:


Treacy and Wiersema recently distinguished three strategies that lead to successful differentiation and market leadership.  They are:

Operational excellence: Providing customers with reliable products or services at competitive prices and easy availability.  Examples: Dell Computer, Wal-Mart, American Airlines, Federal Express.

Customer intimacy: Knowing customers intimately and being able to respond quickly to their specific and special needs.  Examples,: Ciba-Geigy

Product Leadership: Offering customers innovative products and services that enhance the customer’s utility and outperform competitors’ products.  Examples: Nike, Apple, Sony.


Thus a company can win by operating its business better, knowing its customers better, or consistently making better products.

Differentiation: is the act of designing a setoff meaningful differences to distinguish the company’s offer from competitor’s offers.

Positioning is the act of designing the company’s offer and image so that it occupies a distinct and valued place in the target customers’ minds.

Positioning Strategies:

Attribute Positioning: Black Thunder can advertise itself as the largest theme park in South India.  Largeness is a product feature that indirectly implies a benefit, namely, the most entertainment options.

Benefit Positioning: Here, one of the benefit accrued from a product can be projected.  For example: Alembic – Zero for Sugar Free.

Use/Application Positioning: Here, the application or the ultimate usage of the product/service can be projected.  For example: Moov for backache.

User Positioning: Here, the user of a particular product is taken into consideration.  For example, TVS Centra projecting the users who go for Fuel Economy.

Competitor Positioning: Here comparison with competitor would be done.  For example Complan comparing with Horlicks.

Quality/Price Positioning: Here, companies can focus on quality stating that theirs is superior or else on pricing stating that theirs is economical.  This is common for most of the products.

