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Competitive Analysis

Competitive analysis is a crucial aspect of product management in SaaS, as it enables companies to
understand their position in the market and make informed decisions to stay ahead of the competition. To
conduct a thorough competitive analysis, it is essential to understand key terms and vocabulary. One of the
primary concepts is market research, which involves gathering and analyzing data about the target
audience, industry trends, and competitor activity. This research helps product managers to identify gaps in
the market and opportunities to differentiate their product from others.

Another critical term is competitor profiling, which involves creating detailed profiles of rival companies,
including their strengths, weaknesses, and market strategies. This analysis helps product managers to
understand the competitive landscape and identify potential threats and opportunities. Competitor profiling
also enables companies to analyze their unique selling proposition (USP) and develop strategies to
differentiate their product from others.

In addition to competitor profiling, product managers need to understand the concept of market
segmentation, which involves dividing the market into distinct groups based on demographics, needs, or
behaviors. This analysis helps companies to identify their target audience and develop products that meet
their specific needs. Market segmentation also enables companies to analyze their customer acquisition
costs and develop strategies to reduce these costs.

Product managers also need to understand the concept of product positioning, which involves creating a
unique image or identity for a product in the minds of customers. This analysis helps companies to
differentiate their product from others and develop strategies to increase brand awareness. Product
positioning also involves analyzing the value proposition of a product, which is the unique value that a
product offers to customers.

To conduct a thorough competitive analysis, product managers need to gather and analyze large amounts
of data, including customer feedback, market trends, and competitor activity. This analysis involves using
various tools and techniques, such as customer surveys, focus groups, and social media monitoring. Product
managers also need to analyze financial data, including revenue, profits, and customer acquisition costs.

One of the key challenges of competitive analysis is to stay up-to-date with the latest market trends and
competitor activity. This requires product managers to continuously monitor the market and analyze real-
time data. Another challenge is to identify actionable insights from the data, which involves using various
analytical techniques, such as statistical analysis and data visualization.

In addition to these challenges, product managers need to consider the ethical implications of competitive
analysis, including the potential for bias in data collection and analysis. This requires product managers to
ensure that their analysis is objective and unbiased, and that they are not misleading customers or
stakeholders.
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To overcome these challenges, product managers can use various frameworks and models, such as the
SWOT analysis, which involves identifying the strengths, weaknesses, opportunities, and threats of a
company. Another framework is the competitor matrix, which involves analyzing the strengths and
weaknesses of rival companies. Product managers can also use benchmarking techniques, which involve
comparing the performance of a company with that of its competitors.

In terms of practical applications, competitive analysis can be used to inform product development,
including the development of new features and functionalities. It can also be used to optimize marketing
strategies, including the development of targeted marketing campaigns. Competitive analysis can also be
used to identify new business opportunities, including the development of new products or services.

For example, a SaaS company that offers a project management tool can use competitive analysis to
identify gaps in the market and develop new features that meet the needs of customers. The company can
also use competitive analysis to optimize its marketing strategy, including the development of targeted
marketing campaigns that reach the target audience.

Another example is a company that offers a customer relationship management (CRM) tool, which can use
competitive analysis to identify new business opportunities, including the development of new products or
services. The company can also use competitive analysis to inform its product development strategy,
including the development of new features and functionalities.

In addition to these examples, competitive analysis can be used in various industries, including the
technology, healthcare, and finance industries. It can also be used in small and medium-sized enterprises
(SMEs), as well as in large corporations.

To conduct a thorough competitive analysis, product managers need to have a range of skills, including
analytical and problem-solving skills. They also need to have communication skills, including the ability to
present complex data in a clear and concise manner. Product managers also need to have strategic thinking
skills, including the ability to think critically and develop long-term plans.

In terms of tools and techniques, product managers can use various software tools, including data analytics
and visualization tools. They can also use market research reports, including reports from reputable market
research firms. Product managers can also use social media monitoring tools, including tools that track
social media conversations and sentiment.

To stay up-to-date with the latest market trends and competitor activity, product managers can attend
industry events, including conferences and trade shows. They can also participate in online forums and
discussions, including discussions on social media and online communities. Product managers can also read
industry publications, including magazines and journals that cover the latest market trends and competitor
activity.

In addition to these strategies, product managers can use various frameworks and models to conduct a
thorough competitive analysis. One of the most commonly used frameworks is the SWOT analysis, which
involves identifying the strengths, weaknesses, opportunities, and threats of a company. Another framework
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is the competitor matrix, which involves analyzing the strengths and weaknesses of rival companies.

Product managers can also use benchmarking techniques, which involve comparing the performance of a
company with that of its competitors. This analysis helps companies to identify areas for improvement and
develop strategies to stay ahead of the competition. Benchmarking can also be used to identify best
practices, including the development of new products or services.

In terms of challenges, competitive analysis can be time-consuming and require significant resources,
including data and personnel. It can also be difficult to stay up-to-date with the latest market trends and
competitor activity, particularly in fast-paced and dynamic markets. Another challenge is to analyze large
amounts of data, including customer feedback, market trends, and competitor activity.

To overcome these challenges, product managers can use various tools and techniques, including data
analytics and visualization tools. They can also use market research reports, including reports from
reputable market research firms. Product managers can also use social media monitoring tools, including
tools that track social media conversations and sentiment.

In addition to these strategies, product managers can use various frameworks and models to conduct a
thorough competitive analysis. One of the most commonly used frameworks is the SWOT analysis, which
involves identifying the strengths, weaknesses, opportunities, and threats of a company. Another framework
is the competitor matrix, which involves analyzing the strengths and weaknesses of rival companies.

Product managers can also use benchmarking techniques, which involve comparing the performance of a
company with that of its competitors. This analysis helps companies to identify areas for improvement and
develop strategies to stay ahead of the competition. Benchmarking can also be used to identify best
practices, including the development of new products or services.

To conduct a thorough competitive analysis, product managers need to have a range of skills, including
analytical and problem-solving skills. They also need to have communication skills, including the ability to
present complex data in a clear and concise manner. Product managers also need to have strategic thinking
skills, including the ability to think critically and develop long-term plans.

In terms of tools and techniques, product managers can use various software tools, including data analytics
and visualization tools. They can also use market research reports, including reports from reputable market
research firms. Product managers can also use social media monitoring tools, including tools that track
social media conversations and sentiment.

To stay up-to-date with the latest market trends and competitor activity, product managers can attend
industry events, including conferences and trade shows. They can also participate in online forums and
discussions, including discussions on social media and online communities. Product managers can also read
industry publications, including magazines and journals that cover the latest market trends and competitor
activity.

In addition to these strategies, product managers can use various frameworks and models to conduct a
thorough competitive analysis. One of the most commonly used frameworks is the SWOT analysis, which
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involves identifying the strengths, weaknesses, opportunities, and threats of a company. Another framework
is the competitor matrix, which involves analyzing the strengths and weaknesses of rival companies.

Product managers can also use benchmarking techniques, which involve comparing the performance of a
company with that of its competitors. This analysis helps companies to identify areas for improvement and
develop strategies to stay ahead of the competition. Benchmarking can also be used to identify best
practices, including the development of new products or services.

In terms of practical applications, competitive analysis can be used to inform product development,
including the development of new features and functionalities. It can also be used to optimize marketing
strategies, including the development of targeted marketing campaigns. Competitive analysis can also be
used to identify new business opportunities, including the development of new products or services.

For example, a SaaS company that offers a project management tool can use competitive analysis to
identify gaps in the market and develop new features that meet the needs of customers. The company can
also use competitive analysis to optimize its marketing strategy, including the development of targeted
marketing campaigns that reach the target audience.

Another example is a company that offers a customer relationship management (CRM) tool, which can use
competitive analysis to identify new business opportunities, including the development of new products or
services. The company can also use competitive analysis to inform its product development strategy,
including the development of new features and functionalities.

In addition to these examples, competitive analysis can be used in various industries, including the
technology, healthcare, and finance industries. It can also be used in small and medium-sized enterprises
(SMEs), as well as in large corporations.

To conduct a thorough competitive analysis, product managers need to have a range of skills, including
analytical and problem-solving skills. They also need to have communication skills, including the ability to
present complex data in a clear and concise manner. Product managers also need to have strategic thinking
skills, including the ability to think critically and develop long-term plans.

In terms of tools and techniques, product managers can use various software tools, including data analytics
and visualization tools. They can also use market research reports, including reports from reputable market
research firms. Product managers can also use social media monitoring tools, including tools that track
social media conversations and sentiment.

To stay up-to-date with the latest market trends and competitor activity, product managers can attend
industry events, including conferences and trade shows. They can also participate in online forums and
discussions, including discussions on social media and online communities. Product managers can also read
industry publications, including magazines and journals that cover the latest market trends and competitor
activity.

In addition to these strategies, product managers can use various frameworks and models to conduct a
thorough competitive analysis. One of the most commonly used frameworks is the SWOT analysis, which
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involves identifying the strengths, weaknesses, opportunities, and threats of a company. Another framework
is the competitor matrix, which involves analyzing the strengths and weaknesses of rival companies.

Product managers can also use benchmarking techniques, which involve comparing the performance of a
company with that of its competitors. This analysis helps companies to identify areas for improvement and
develop strategies to stay ahead of the competition. Benchmarking can also be used to identify best
practices, including the development of new products or services.

In terms of challenges, competitive analysis can be time-consuming and require significant resources,
including data and personnel. It can also be difficult to stay up-to-date with the latest market trends and
competitor activity, particularly in fast-paced and dynamic markets. Another challenge is to analyze large
amounts of data, including customer feedback, market trends, and competitor activity.

To overcome these challenges, product managers can use various tools and techniques, including data
analytics and visualization tools. They can also use market research reports, including reports from
reputable market research firms. Product managers can also use social media monitoring tools, including
tools that track social media conversations and sentiment.

In addition to these strategies, product managers can use various frameworks and models to conduct a
thorough competitive analysis. One of the most commonly used frameworks is the SWOT analysis, which
involves identifying the strengths, weaknesses, opportunities, and threats of a company. Another framework
is the competitor matrix, which involves analyzing the strengths and weaknesses of rival companies.

Product managers can also use benchmarking techniques, which involve comparing the performance of a
company with that of its competitors. This analysis helps companies to identify areas for improvement and
develop strategies to stay ahead of the competition. Benchmarking can also be used to identify best
practices, including the development of new products or services.

To conduct a thorough competitive analysis, product managers need to have a range of skills, including
analytical and problem-solving skills. They also need to have communication skills, including the ability to
present complex data in a clear and concise manner. Product managers also need to have strategic thinking
skills, including the ability to think critically and develop long-term plans.

In terms of tools and techniques, product managers can use various software tools, including data analytics
and visualization tools. They can also use market research reports, including reports from reputable market
research firms. Product managers can also use social media monitoring tools, including tools that track
social media conversations and sentiment.

To stay up-to-date with the latest market trends and competitor activity, product managers can attend
industry events, including conferences and trade shows. They can also participate in online forums and
discussions, including discussions on social media and online communities. Product managers can also read
industry publications, including magazines and journals that cover the latest market trends and competitor
activity.

In addition to these strategies, product managers can use various frameworks and models to conduct a

Read online: https://certificates.lsba.org.uk/guides/3923509/
competitive-analysis

London School of Business and Administration · 22 Jun 2026



G U I D E

thorough competitive analysis. One of the most commonly used frameworks is the SWOT analysis, which
involves identifying the strengths, weaknesses, opportunities, and threats of a company. Another framework
is the competitor matrix, which involves analyzing the strengths and weaknesses of rival companies.

Product managers can also use benchmarking techniques, which involve comparing the performance of a
company with that of its competitors. This analysis helps companies to identify areas for improvement and
develop strategies to stay ahead of the competition. Benchmarking can also be used to identify best
practices, including the development of new products or services.

In terms of practical applications, competitive analysis can be used to inform product development,
including the development of new features and functionalities. It can also be used to optimize marketing
strategies, including the development of targeted marketing campaigns. Competitive analysis can also be
used to identify new business opportunities, including the development of new products or services.

For example, a SaaS company that offers a project management tool can use competitive analysis to
identify gaps in the market and develop new features that meet the needs of customers. The company can
also use competitive analysis to optimize its marketing strategy, including the development of targeted
marketing campaigns that reach the target audience.

Another example is a company that offers a customer relationship management (CRM) tool, which can use
competitive analysis to identify new business opportunities, including the development of new products or
services. The company can also use competitive analysis to inform its product development strategy,
including the development of new features and functionalities.

In addition to these examples, competitive analysis can be used in various industries, including the
technology, healthcare, and finance industries. It can also be used in small and medium-sized enterprises
(SMEs), as well as in large corporations.

To conduct a thorough competitive analysis, product managers need to have a range of skills, including
analytical and problem-solving skills. They also need to have communication skills, including the ability to
present complex data in a clear and concise manner. Product managers also need to have strategic thinking
skills, including the ability to think critically and develop long-term plans.

In terms of tools and techniques, product managers can use various software tools, including data analytics
and visualization tools. They can also use market research reports, including reports from reputable market
research firms. Product managers can also use social media monitoring tools, including tools that track
social media conversations and sentiment.

To stay up-to-date with the latest market trends and competitor activity, product managers can attend
industry events, including conferences and trade shows. They can also participate in online forums and
discussions, including discussions on social media and online communities. Product managers can also read
industry publications, including magazines and journals that cover the latest market trends and competitor
activity.

In addition to these strategies, product managers can use various frameworks and models to conduct a
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thorough competitive analysis. One of the most commonly used frameworks is the SWOT analysis, which
involves identifying the strengths, weaknesses, opportunities, and threats of a company. Another framework
is the competitor matrix, which involves analyzing the strengths and weaknesses of rival companies.

Product managers can also use benchmarking techniques, which involve comparing the performance of a
company with that of its competitors. This analysis helps companies to identify areas for improvement and
develop strategies to stay ahead of the competition. Benchmarking can also be used to identify best
practices, including the development of new products or services.

In terms of challenges, competitive analysis can be time-consuming and require significant resources,
including data and personnel. It can also be difficult to stay up-to-date with the latest market trends and
competitor activity, particularly in fast-paced and dynamic markets. Another challenge is to analyze large
amounts of data, including customer feedback, market trends, and competitor activity.

To overcome these challenges, product managers can use various tools and techniques, including data
analytics and visualization tools. They can also use market research reports, including reports from
reputable market research firms. Product managers can also use social media monitoring tools, including
tools that track social media conversations and sentiment.

In addition to these strategies, product managers can use various frameworks and models to conduct a
thorough competitive analysis. One of the most commonly used frameworks is the SWOT analysis, which
involves identifying the strengths, weaknesses, opportunities, and threats of a company. Another framework
is the competitor matrix, which involves analyzing the strengths and weaknesses of rival companies.

Product managers can also use benchmarking techniques, which involve comparing the performance of a
company with that of its competitors. This analysis helps companies to identify areas for improvement and
develop strategies to stay ahead of the competition. Benchmarking can also be used to identify best
practices, including the development of new products or services.

To conduct a thorough competitive analysis, product managers need to have a range of skills, including
analytical and problem-solving skills. They also need to have communication skills, including the ability to
present complex data in a clear and concise manner. Product managers also need to have strategic thinking
skills, including the ability to think critically and develop long-term plans.

In terms of tools and techniques, product managers can use various software tools, including data analytics
and visualization tools. They can also use market research reports, including reports from reputable market
research firms. Product managers can also use social media monitoring tools, including tools that track
social media conversations and sentiment.

To stay up-to-date with the latest market trends and competitor activity, product managers can attend
industry events, including conferences and trade shows. They can also participate in online forums and
discussions, including discussions on social media and online communities. Product managers can also read
industry publications, including magazines and journals that cover the latest market trends and competitor
activity.

Read online: https://certificates.lsba.org.uk/guides/3923509/
competitive-analysis

London School of Business and Administration · 22 Jun 2026



G U I D E

In addition to these strategies, product managers can use various frameworks and models to conduct a
thorough competitive analysis. One of the most commonly used frameworks is the SWOT analysis, which
involves identifying the strengths, weaknesses, opportunities, and threats of a company. Another framework
is the competitor matrix, which involves analyzing the strengths and weaknesses of rival companies.

Product managers can also use benchmarking techniques, which involve comparing the performance of a
company with that of its competitors. This analysis helps companies to identify areas for improvement and
develop strategies to stay ahead of the competition. Benchmarking can also be used to identify best
practices, including the development of new products or services.

In terms of practical applications, competitive analysis can be used to inform product development,
including the development of new features and functionalities. It can also be used to optimize marketing
strategies, including the development of targeted marketing campaigns. Competitive analysis can also be
used to identify new business opportunities, including the development of new products or services.

For example, a SaaS company that offers a project management tool can use competitive analysis to
identify gaps in the market and develop new features that meet the needs of customers. The company can
also use competitive analysis to optimize its marketing strategy, including the development of targeted
marketing campaigns that reach the target audience.

Another example is a company that offers a customer relationship management (CRM) tool, which can use
competitive analysis to identify new business opportunities, including the development of new products or
services. The company can also use competitive analysis to inform its product development strategy,
including the development of new features and functionalities.

In addition to these examples, competitive analysis can be used in various industries, including the
technology, healthcare, and finance industries. It can also be used in small and medium-sized enterprises
(SMEs), as well as in large corporations.

To conduct a thorough competitive analysis, product managers need to have a range of skills, including
analytical and problem-solving skills. They also need to have communication skills, including the ability to
present complex data in a clear and concise manner. Product managers also need to have strategic thinking
skills, including the ability to think critically and develop long-term plans.

In terms of tools and techniques, product managers can use various software tools, including data analytics
and visualization tools. They can also use market research reports, including reports from reputable market
research firms. Product managers can also use social media monitoring tools, including tools that track
social media conversations and sentiment.

To stay up-to-date with the latest market trends and competitor activity, product managers can attend
industry events, including conferences and trade shows. They can also participate in online forums and
discussions, including discussions on social media and online communities. Product managers can also read
industry publications, including magazines and journals that cover the latest market trends and competitor
activity.
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