
 

1 How to ask the right questions and gatther the most 
relevant and important market data

2 The best tools to analyze a market to make strategic 
decisions

3 How to develop powerful SWOT analyses that 
executives are yearning for

4 How to identify gaps in product lines and see new 
opportunities

5 How to forecast the market potential of a new 
product or service. 

This one-day clinic is designed to provide 
the tools to analyze a market and provide 
the following skills:

The Market Insight and Analysis for Market 
Leadership clinic provides powerful methods and 
tools to analyze a market and be able to apply 
the learning when making important strategic 
decisions when developing product plans, 
assessing the potential or a new market entry 
and formulating marketing mixes.
The program focuses on how to collect the right 
data and then how to apply the best tools to 
assess the strength of the competition, see gaps 
in the market and identify market opportunities.
Through a combination of case studies, 
interactive exercises, and hands on experience 
with market analysis tools, product and 
marketing leaders will learn new skills, including:
• The best places and approaches to getting 

accurate market information

• Using analysis tools correctly to make 
strategic decisions

• How to forecast new product potential when 
little data exists

Participants will leave also leave with tools and 
templates they can use right away including:
• A 60-page market analysis e-book

• Access to the facilitator for followup

MARKET INSIGHT AND
ANALYSIS FOR 
MARKET LEADERSHIP

PRODUCT LEADER 
WORKSHOP SERIES

“Few product leaders really know how to 
conduct accurate concise market analysis and 
even worse at communicating it. This program 
nails it for both problems” - J. Hart, ABB



MARKET INSIGHT AND ANALYSIS 
FOR MARKET LEADERSHIP

AFTERNOON SESSION
PART 3: MARKET ANALYSIS TECHNIQUES

Four primary tools of market analysis

• SWOT: right & wrong ways to apply this 
overused tool

• Trendeation: Seeing trends that lead to 
opportunities

• Value chain analysis: How to follow the 
money when analyzing a market

• Market size estimation: The right and wrong 
way to estimate a market size

PART 4: APPLYING ANALYSIS TOOLS
• Product gap analysis
• Forecasting a new market opportunity
• Seeing new market opportunities 

Exercise: Identify three potential opportunities 
for a company and prioritize their potential.

MORNING SESSION
PART 1: FOUNDATIONS OF STRATEGY

Strategic planning goals & knowing your 
audience

• The elements of a good strategy
• A strategic planning framework
• The right steps to develop a market strategy
Case Study: Samples of good strategic plans

PART 2: GAINING MARKET INSIGHT

Sources of market insight

• Good analysis starts with good questions
• Where to get the best information
Gaining competitor intelligence

• Creating a competitive analysis plan
• Methods to get competitor intelligence
• Techniques to communicate a competitive 

landscape
Exercise: How would you assess the competitive 
strengths and weaknesses of this company?

PROGRAM OUTLINE

info@KingsleyInstitute.com

The Kingsley Institute for Strategy and Innovation was founded 
by noted innovator and product development professional 
Dorian Simpson.  He developed this program working closely with 
colleatures and using his experience with some of the world’s 
most prominent companies such as GE, Motorola, AT&T, Qwest, 
and many other startups and Fortune 500 companies.

Dorian received a BSEE from Northwestern University and an MBA 
from the University of San Diego.

LEARN MORE

To explore our programs and 
methods further with blog articles 
and other info, visit our website at:  

www.KingsleyInst.com 

CONTACT US

To schedule a workshop, discuss 
your learning needs, or hire us for 
a project, call us at: 

971.235.4905
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