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ABSTRACT 

This paper briefly describes the different positioning strategies that various companies follow to introduce new 

products or to strengthen the existing range. Before moving towards different types of product positioning 

strategies, it is important to know the product positioning definition.   

Positioning means trying to create an image or identity in the minds of target markets about the related 

Product, Brand or Organization. It can also be defined as the position or place a product resides in the 

consumer’s mind with respect to the competing product  [1]. It is a process used by marketers to determine the 

best possible way to promote the product attributes to the target market according to the customer needs and 

wants, competitive structures and advertising media [1]. The strategy is illustrated with a case study in different 

companies but in the same segment. The results are generalized to a broad extent of how the suitable strategy 

can help in maximizing sales and profits. The paper then concludes with some possible questions for further 

research. 

 

1. Introduction 

It is a necessity for any company to present its products or services in the best possible light to different target 

audiences [2]. This also provides insights to managerial decision making. 

Why Product Positioning:  

Sometimes consumers are bombarded with continuous stream of advertising [3] At times, in an over-

communicated environment, we as an advertiser should present a simplified message. It is also easy to 

remember which product is the first and to understand the dimensions the consumers use to evaluate. 

Objectives of Product Positioning: 

• Start Early and Keep it Simple but unique 

• Identify the attributes (Price, Support, Delivery, AMC, Warranty) 

• Determine the target markets preferred combination of attributes 

• Construct a credible position and Define the market for competition 
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• Make Positioning visible in all communications 

• Follow the market dynamics and Test alternative positioning options 

2. Case Study 

 In one of the firms, there was a need to launch a new smaller range of product which was meant for small 

offices. It was tough competition as there were several small players with attractive prices in the market. 

The exact USP had to be highlighted so that the new entrant will get some space. As first step, it was 

decided to obtain a list of all companies in different sectors for making a database for the competitor 

analysis. Then the telephonic survey was conducted for all these companies to know the number of users, 

the model they had been using and the main features requirement. Several prospects were generated even 

though some of the companies were reluctant to share the data. Existing customers were also contacted for 

add-on sales. These results helped the company to further strengthen their small range products as it was 

found that these range were used by a larger segment in the market. 

 In the other firm, the company had a monopoly in their software product. It was the only company offering 

the said product. Hence the product was quite costly but still bagged good sale and hence good profits.  

After a few years, the price of the software started decreasing due to new entrants. Then the companies 

began to find the cost on higher side. Also, since the seller had by now created a good installed base, it was 

difficult to cater to the service calls with the existing man-power who were concentrating more on selling. 

This called for certain changes in strategies to survive. 

Re-positioning with certain changes took place: Another Software was programmed with more features 

on latest platform. More engineers were recruited. The price was initially kept high but negotiable. Many 

Customers and new vendors, OEMs were attracted. The company started giving the software in wholesale 

to big companies to be given along with their products as add-on. This helped the parent-company to widen 

its installed-base. The company now has expanded itself with wider range as well as targeted more sectors 

of organizations like hotel industry, call-centers etc. apart from Enterprise Network.  

 In another case of imported products, there was tough competition in the market with similar products and 

the company passed through a very rough phase with service also affected due to high cost with huge 

customs duties. Hence, even though products were of high quality, the cost increased drastically due to 

imports.  

It was the need of an hour to correctly position the platter. Discussions were carried out with the 

international headquarters to re-work the prices for Indian-market. Additional discounts were called for to 

make an entry in the different sectors like Railways, PSUs etc. Tenders were analyzed carefully and prices 

were further relaxed on need basis. Turnkey projects were undertaken. AMC was encouraged and offered at 

attractive rates. Target was for either a new system OR Upgradeable OR Replaceable solution. Trainings 

were also provided at all levels also including the vendors. 

Results: Bulk Orders along with New Vendor Tie ups followed. Customer database increased with MNCs, 

PSUs, Hospitals, and Education Institutes etc. 
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3. Limitations 

Positioning in itself is a subject in which the industry has not paid enough attention. The results are analyzed 

based on general terms and not considered the market segmentation front. Majorly price is being used as the 

factor and only a single segment is targeted.   The study can be extended to different segments and more factors 

can be considered for a more specific understanding. 

 

4. Conclusion 

Sometimes products sold by representatives may not need a separate brand name. Those sold on store shelves 

benefit more from their own name. For example – People may prefer to buy multiple brands from a big 

electronic shop as they would like to purchase under one roof and also consider the fact that the shop will keep 

only genuine goods. Companies whose production departments are out of India are less benefitted.  

To some extent, companies may be required to conduct certain experiential studies before applying any strategy. 

This will help in knowing the consumer behavior. 
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