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Introduction

The evolution of technology, device interfaces and
content distribution has created an ecosystem inundated
with new competition for consumer electronics
manufacturers. Adaptation to the landscape and the
ability to take an innovative look into the future begins
with understanding how certain components of your
business have changed.

Let's start by looking at an example that illustrates where
this transformation has taken root: the purchase of a new
smartphone. Previously, the factors driving this decision
were somewhat straightforward; choose a suitable carrier
and a pick a great looking phone. Increasingly, consumer
choice is influenced by device look and feel, the usability
of the operating system and interface, technical specs,
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the availability of content, quality of the app store, cloud
services or backup options, processor speed, carrier
coverage and a myriad of other factors.

The purchase decision now involves software providers,
retailers, semiconductor manufacturers, content providers
and other verticals trying to get closer to the customers
and their wallets. Furthermore, the brands that were once
just service, software or content providers are extending
their role in the product ecosystem and creating products
that put them in the device manufacturer’s category.
These choices are changing the way consumers make
device purchase decisions. The figure below illustrates
the convergence of industry verticals across the consumer
electronics ecosystem.
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How Should Manufacturers
Address this Competitive
Challenge?

Hyper-competition and new market entrants cause any
brand to reevaluate their position and future strategy. At
the end of the day, success will come from meeting a
customer need better than other competitors. As those
needs shift and new solutions are introduced, there are
certain components of a product ecosystem that will not
go away, but will only adjust with the market.

= Customer Insights = Sustainability

= Business Strategy = Growth

= Content = Differentiation

= Product Integration

As you launch new products and move to create
sustainable advantage, don’t leave out any

of the following components from your go-to-
market strategy:

Customer Insights | The heart of any product’s
success is customer need. Through observation and
analysis you can gain deeper understanding of customer
challenges that help to establish a direction for existing
products or, more than likely, create truly innovative
new product ideas. Insights about a consumer and their
challenges should be a driving force throughout the
product development process, lifecycle management
and marketing. It's easy to know and understand a target
audience when the product was built up around that
segment’s needs from the start.

Business Strategy | Worthwhile products fit into a
longer-term strategy for integration with other product
lines, creating overall brand differentiation or otherwise
enhancing the brand on a larger scale. The insights that
inspire a product direction should be grounded in an
understanding of where your brand is evolving, whether
the market for your solution will exist for very long or is
large enough and how you can fulfill business objectives.

Content | Consumer electronics are gateways to content.
Content strategy incorporates the type of content made
available (user-generated, premium and developer),
content discoverability, payment methods and access
across devices. Seamless interactions and relevant
content are especially important at launch, when users
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are most skeptical about product value. Think through these
elements early to leave time for developing partnerships
with premium providers and building systems that inspire
developers or consumers to create content.

Product Integration | Look at your existing and future
product portfolio and find ways to support your brand promise
through better functional integration, the ability to share
content or management/integration software. ldentifying the
potential for integration ahead of development and launch will
enhance your value proposition, influence product planning
and improve the customer experience.

Sustainability | As technological hardware, software and
services rapidly evolve, a once innovative product can become
obsolete. Sustainable advantage can be planned into a product
or marketing program at an early stage by thinking ahead for
the customer. Think about what challenges customers will
have after the next stage of a market evolution. For example,
now that we all have multiple gateways to content and nearly
unlimited content variety, discoverability and saturation might
become a challenge.

Ask yourself, is the product we are developing something that
society is asking for or something that we are telling them
they need? If it meets the current need, do we know how to
evolve the product as needs change?

Growth | Anyone who is not a current customer can be

a future customer. Market-leading companies continually
identify opportunity before the opportunity necessarily
exists, ensuring growth potential. To do this, start with

an understanding of how your product will inspire further
innovation. Knowing what you know about your own product
strategy, think about how consumers needs and behaviors
will change, and how other forward-thinking businesses will
respond to that change. Throughout these changes, your
target audience will evolve or expand. Knowing where that
change will come from early on gives you time to create an
audience and build a product ecosystem that is ready to meet
that future need.

Differentiation | True differentiation occurs across product
and marketing touchpoints. Make sure your product

strategy continually exceeds expectations. Don’t make a
decision without uncovering whether the customer needs

it and whether it will create differentiation. Gesture-based
technologies, pricing models, energy efficiency, data safety,
security and ease of use are all factors that, when marketed
effectively, can set one's company up for success with a clear,
differentiated value proposition.
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As market factors like competition change, brands that consistently
understand the shifting dynamics and can design solutions
accordingly will have a sustained strategic advantage. To help
identify ways in which your industry, brand or customers are
changing, try using the following exercises:

Exercise 1: Tomorrow’s Exercise 3: May | Make an

Competition Observation?

Outside industries entering a new market often create a Customer expectations for your brand are influenced by

strong shift in industry direction. What other industries everything they experience day-to-day. Pick your favorite bar,

or types of businesses do you see converging with your supermarket, retail store or restaurant and do the following:

core product offerings in the next 18 months? What is

driving the convergence? 01. Choose a subject (employee or patron) and watch them
for a moment. What is their need at that moment? Are

Exercise 2: |f/ Then Mapp|ng they a shopper looking for the cheapest product? Or is it

someone just trying to relax on a date? Is it a clerk trying

What will leading products look like in the future? Map it to do several things at once?

out. Start thinking about it. Here are instructions:

02. Now let's get creative. How could that person’s needs

01. On a piece of paper, write down the brands you see be met in a way that exceeds their expectations or
as your core competition. makes their job easier? Is there something the store staff
could do? Could improved signage or an online tool make
02. List the top 3-5 things that each competitor is doing their experience better?
that are innovative. (This could be based on new
products they've recently announced, technology 03. Sketch out a scene of your idea(s) above, drawing in

they are developing or a recent marketing campaign.) your solution.

03. Now it gets tricky. Looking at the direction each 04. Now get back to business and answer the question, “Are
competitor is going, use a tree diagram to start your ideas viable?”. Will the experience be enhanced in
mapping out how consumer behavior may change. a way that will lead to more customers or more satisfied
Will consumers demand more from a product customers who shop more frequently? Create a list that

category? Will they start interacting in new ways

based q bilities? shows how the idea will help meet business objectives
ased on new product capabilities:

and a list of how it might also be a barrier to objectives

like revenue or inventory management.
04. Make a clear but simple list of all the possible

changes you identified in consumer behavior. Use
the list to think about how your brand and others
will have to adapt your own products to meet and
exceed the new expectations of consumers.

“Brands that consistently understand
the shifting dynamics and can design

This exercise is called “If/Then Mapping” because . . .
we are speculating that “If” consumers change their solutions accordlngly will have a

behaviors “Then" leading companies will respond with sustained strategic advantage_”
certain products or services. It's a good way to strategize

competitor moves before they happen.
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