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Meaningful  
Difference 
-a workshop about successful differentiation

Welcome to our Workshop about 
Creating Meaningful Difference
In this handout you will find the material needed 
for the workshop as well as description of how it 
should be used. If anything is unclear just let us 
know, we will be very happy to help you! 
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Differentiation
Differentiation is a concept in marketing and involves 
distinguishing a product or service from others, to 
make it more attractive to a particular target market. 

Benefits of differentiation:
- You can create a strong perceived value among 
customers and potential customers. 
- A differentiation strategy also allows your business 
to compete in areas other than price. 
- A successful differentiation strategy creates brand 
loyalty among customers.  
- You can create the perception that there’s no 
substitute available on the market. 

“Establish 
meaningful 
differences, 
not better 
sameness”

Not all 
differentiation  

is good! 
A difference is worth 
establishing when 
the benefit exceeds 

the cost.
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Differentiation Matrix
The matrix on the next page can help you position 
your business relative to your competitors. By understanding  
what makes you fit in and what makes you stand out on the  
market, you will be able to design a competitive marketing strategy.

- In what aspects does your business differ from your competitors?  
- Are there any similarities? Would it be worth it to try to differentiate your company on these 
aspects? 

Dimensions 
Product: A product is anything that can be offered to satisfy a need or a want, it can be goods, 
services, ideas,etc. When describing products think about features, performance, durability, style, 
design, repairability, variety, quality, packaging, sizes etc. 

Service: Think about the services that accompany marketing, sales and after sale. Describe them 
in terms of ordering ease, delivery, installation, customer training, customer consulting, repair, 
warranties etc. 

Employees: The employees to consider here are the ones that interact in any way with the customer 
or the potential customer. When describing the employees think about courtesy, credibility, 
reliability, responsiveness, communication skills, competence, etc. 

Image: The image of your company is the understanding and view held by the market, which is not 
necessarily the same as the identity the company has designed for itself. Think about the symbols, 
the written and audiovisual media, the atmosphere of the physical place with which customers 
come into contact, events organized or sponsored by the company, etc. 

Distribution Channel: Distribution is the process of making a product or service available for use 
or consumption. In other words how do your company and your competitors reach customers and 
allow them to become aware of the product, evaluate it, purchase it, get it delivered, and access 
after sales services. When describing the different distribution channels think about: type of channel, 
coverage, locations, expertise of the channel managers, performance of the channel (ease of 
ordering, service and personnel).

Market and Customer Segment: Start with describing what market you are active in. Are you 
operating in a mass market or niche market? Is the market segmented, diversified, etc? Then think 
about your customers; for whom are you and/or your competitors creating value? Who are your 
most important customers? 

Price: What are your customer paying today for your product? Make sure to describe how they are 
paying: product sale, usage fee, subscription fee, lending/renting/leasing, brokerage fee, etc. Is 
the priced fixed ( list price, feature dependent, customer segment dependent or volume dependent) 
or dynamic (Negotiation or changes in real time with the market). Think also about discounts, 
allowances, payment period, credit terms, etc. 



STEP 1. Fill in the following Differentiation Matrix based on your idea, project or business.  
 
DIMENSIONS             Your Business                     Competitor One                 Competitor Two

Product:

Service:

Employees:

Image:

Distribution  
channels: 

Market and  
Customer segment:  

Price: 



STEP 2. Reflect on Osborn’s idea spurring questions, based on YOUR differentiation matrix. 

Below you will find questions that you can ask yourself to find ways of differentiating your idea, 
project or business. The point is not to change your whole idea or business but rather to inspire new 
thinking and potentially new ways of creating value for your customers. Be creative! 
 
Key Question   Sub-questions    Application to your idea, project or business?

Reduce?

Replace?

Reposition?

Do the  
opposite?

Combine?

Other uses?

Remove anything? 
Less frequency? Easier? 
Less? Slower? Divide? 
Multiplying? Extra value?

Something else instead? 
Another time? Another 
process?

Other particular order? 
Different location? Other 
proportions? Reordering?

Contrast? Up and down? 
In the other direction? In 
and out?

Mixtures? Different 
varieties? Combining 
ideas? Changing opinions 
and effect?

New way to use it on? 
Other uses if the change is 
made? 

Although creativity is strongly encouraged, the final evaluation should incorporate an analysis of the 
cost of implementing your differentiation strategy and the added benefit for your customers. 

Thank you! 
Make sure to send us your feedback and questions if you have any: sanjohan@student.chalmers.se

If you want to learn more about differentiation, make sure to check out the following:  
- Philip Kotler on differentiation 
- Osborn on creating differentiation  
- Porter’s Five Forces on understanding the competition


