
G U I D E

Certified Professional in Product Management in SaaS (United Kingdom)

Product Positioning

In the context of product management in SaaS, product positioning refers to the process of defining how a
product is perceived by its target audience, relative to competing products. This involves creating a unique
value proposition that differentiates the product from others in the market. Effective product positioning is
critical to the success of a SaaS product, as it enables the product to stand out in a crowded market and
attract the right customers.

To develop a successful product positioning strategy, it is essential to understand the target market and the
needs of the target audience. This involves conducting market research and gathering data on the
demographics, preferences, and behaviors of the target audience. The goal is to identify the key pain points
that the product can address and the unique benefits it can offer.

A key concept in product positioning is the unique selling proposition (USP), which refers to the unique
benefits or features that a product offers that differentiate it from competing products. The USP is often
used to create a compelling value proposition that resonates with the target audience and motivates them
to choose the product over others. For example, a SaaS product that offers a free trial or a money-back
guarantee may be able to differentiate itself from competitors and attract more customers.

Another important concept in product positioning is market segmentation, which involves dividing the
target market into smaller groups based on shared characteristics or needs. This enables the product
manager to tailor the product positioning strategy to specific segments and create a more targeted
marketing message. For example, a SaaS product that offers a cloud-based solution may be able to target
small businesses or startups that are looking for a scalable and flexible solution.

In addition to understanding the target market and creating a unique value proposition, product
positioning also involves competitive analysis. This involves analyzing the strengths and weaknesses of
competing products and identifying opportunities to differentiate the product. For example, a SaaS product
that offers a user-friendly interface may be able to differentiate itself from competitors that have a more
complex or cluttered interface.

Product positioning also involves branding and brand identity, which refers to the process of creating a
unique and recognizable brand image that reflects the values and personality of the product. This involves
creating a consistent visual identity and tone of voice that is used across all marketing channels and
customer touchpoints. For example, a SaaS product that offers a fun and playful brand image may be able
to attract a younger and more tech-savvy audience.

To develop a successful product positioning strategy, product managers must also consider the product
lifecycle, which refers to the stages that a product goes through from development to launch and beyond.
This involves creating a go-to-market strategy that takes into account the launch phase, the growth phase,
and the maturity phase. For example, a SaaS product that is in the launch phase may focus on creating a
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minimum viable product (MVP) and gathering feedback from early adopters, while a product that is in the
growth phase may focus on expanding the feature set and improving the user experience.

In terms of practical applications, product positioning can be used to inform a wide range of marketing and
product development activities, including content marketing, social media marketing, and product
development. For example, a SaaS product that offers a blog or resource center may be able to attract and
engage with the target audience by providing valuable content and insights that address their key pain
points. Similarly, a product that offers a free trial or demo may be able to give potential customers a hands-
on experience with the product and demonstrate its value proposition.

However, product positioning can also be challenging, particularly in crowded and competitive markets.
One of the main challenges is differentiation, which refers to the ability to create a unique and compelling
value proposition that differentiates the product from others. This can be difficult, especially in markets
where there are many similar products and services. Another challenge is targeting, which refers to the
ability to identify and target the right audience with the right message. This can be difficult, especially in
markets where the target audience is diverse or fragmented.

To overcome these challenges, product managers must be able to gather and analyze data and insights
about the target market and the competition. This involves using a range of tools and techniques, including
market research, customer surveys, and competitive analysis. For example, a product manager may use
social media listening to gather insights about the target audience and their preferences and behaviors.
Similarly, a product manager may use A/B testing to gather data about the effectiveness of different
marketing messages and product features.

In addition to gathering and analyzing data, product managers must also be able to communicate the
product positioning strategy effectively to stakeholders, including customers, investors, and team members.
This involves creating a clear and compelling narrative that reflects the unique value proposition and
differentiation of the product. For example, a product manager may create a pitch deck or product brief
that summarizes the key features and benefits of the product and communicates the vision and mission of
the company.

Overall, product positioning is a critical component of product management in SaaS, as it enables the
product to stand out in a crowded market and attract the right customers. By understanding the target
market, creating a unique value proposition, and differentiating the product from others, product managers
can develop a successful product positioning strategy that drives growth and revenue. However, this
requires a deep understanding of the target market, the competition, and the product itself, as well as the
ability to gather and analyze data, communicate effectively, and overcome the challenges of differentiation
and targeting.

One of the key skills required for product positioning is market analysis, which involves gathering and
analyzing data about the target market and the competition. This includes analyzing trends and patterns in
the market, identifying opportunities and threats, and creating a competitive landscape that reflects the
strengths and weaknesses of competing products. For example, a product manager may use market
research reports or industry analyses to gather data about the target market and the competition.
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Another key skill required for product positioning is customer insight, which involves gathering and
analyzing data about the target audience and their needs and preferences. This includes creating customer
personas or user profiles that reflect the demographics, behaviors, and pain points of the target audience.
For example, a product manager may use customer surveys or focus groups to gather data about the target
audience and their needs and preferences.

In addition to market analysis and customer insight, product positioning also requires creative thinking and
problem-solving skills. This includes the ability to think outside the box and come up with innovative
solutions that address the needs and pain points of the target audience. For example, a product manager
may use design thinking or lean startup methodologies to develop a minimum viable product (MVP) that
addresses the needs and pain points of the target audience.

Product positioning also requires collaboration and communication skills, as it involves working with cross-
functional teams, including marketing, sales, and product development. This includes the ability to
communicate the product positioning strategy effectively to stakeholders, including customers, investors,
and team members. For example, a product manager may use product roadmaps or product briefs to
communicate the product positioning strategy to stakeholders and ensure that everyone is aligned and
working towards the same goals.

In terms of tools and techniques, product positioning involves the use of a range of marketing and product
development tools, including market research reports, customer surveys, and competitive analysis tools. For
example, a product manager may use Ahrefs or Semrush to analyze the competitive landscape and identify
opportunities and threats in the market. Similarly, a product manager may use UserTesting or TryMyUI to
gather user feedback and insights about the product and its features and benefits.

Overall, product positioning is a critical component of product management in SaaS, and it requires a range
of skills, including market analysis, customer insight, creative thinking, collaboration, and communication. By
using a range of tools and techniques, including market research reports, customer surveys, and
competitive analysis tools, product managers can develop a successful product positioning strategy that
drives growth and revenue. However, this requires a deep understanding of the target market, the
competition, and the product itself, as well as the ability to gather and analyze data, communicate
effectively, and overcome the challenges of differentiation and targeting.

In the context of SaaS, product positioning is particularly important, as it enables the product to stand out
in a crowded market and attract the right customers. This involves creating a unique value proposition that
differentiates the product from others and addresses the needs and pain points of the target audience. For
example, a SaaS product that offers a cloud-based solution may be able to differentiate itself from
competitors that offer on-premise solutions or legacy systems.

To develop a successful product positioning strategy in SaaS, product managers must be able to gather and
analyze data and insights about the target market and the competition. This involves using a range of tools
and techniques, including market research reports, customer surveys, and competitive analysis tools. For
example, a product manager may use Google Trends or Social Media Examiner to gather data about the
target market and the competition.
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In addition to gathering and analyzing data, product positioning in SaaS also involves creative thinking and
problem-solving skills. This includes the ability to think outside the box and come up with innovative
solutions that address the needs and pain points of the target audience. For example, a product manager
may use design thinking or lean startup methodologies to develop a minimum viable product (MVP) that
addresses the needs and pain points of the target audience.

Product positioning in SaaS also requires collaboration and communication skills, as it involves working with
cross-functional teams, including marketing, sales, and product development. This includes the ability to
communicate the product positioning strategy effectively to stakeholders, including customers, investors,
and team members. For example, a product manager may use product roadmaps or product briefs to
communicate the product positioning strategy to stakeholders and ensure that everyone is aligned and
working towards the same goals.

In terms of challenges, product positioning in SaaS can be particularly difficult, especially in crowded and
competitive markets. One of the main challenges is differentiation, which refers to the ability to create a
unique and compelling value proposition that differentiates the product from others. This can be difficult,
especially in markets where there are many similar products and services. Another challenge is targeting,
which refers to the ability to identify and target the right audience with the right message. This can be
difficult, especially in markets where the target audience is diverse or fragmented.

To overcome these challenges, product managers must be able to gather and analyze data and insights
about the target market and the competition. This involves using a range of tools and techniques, including
market research reports, customer surveys, and competitive analysis tools. For example, a product manager
may use Ahrefs or Semrush to analyze the competitive landscape and identify opportunities and threats in
the market.

In addition to gathering and analyzing data, product positioning in SaaS also requires creative thinking and
problem-solving skills. This includes the ability to think outside the box and come up with innovative
solutions that address the needs and pain points of the target audience. For example, a product manager
may use design thinking or lean startup methodologies to develop a minimum viable product (MVP) that
addresses the needs and pain points of the target audience.

Overall, product positioning is a critical component of product management in SaaS, and it requires a range
of skills, including market analysis, customer insight, creative thinking, collaboration, and communication. By
using a range of tools and techniques, including market research reports, customer surveys, and
competitive analysis tools, product managers can develop a successful product positioning strategy that
drives growth and revenue. However, this requires a deep understanding of the target market, the
competition, and the product itself, as well as the ability to gather and analyze data, communicate
effectively, and overcome the challenges of differentiation and targeting.
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