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Creating Competitive Advantage

[P 2R A5 DS AfSNST @I F0e 27 | efsiirer B AFR & efevms
&S] € (TG T T IS FACS 2, A (GO 8 (STER HET ere) F4T I AFSTINA 1A @4
AT VIR TN | ARSI DN (@A RO A4 FIR0 M (SIS TefB qR Sfe] &Wiad
FAO! TGS FSRPTSRFT [T (@RI | ARSI @ #F @ I M-I (SSNAF AW I
T 2R OF (AF (FCA GBI TN SYCF {5 I (SIS & 62 F5e] AT (ATF AT
ARl AvitTa ey AforrierEe [ wfers 27| % BTG dferrionF Ffd J, e of
G I AW S SCETB T4 R | FSG ICACS (N5 92T A0 TR | 2= “ACo AfSrrierETe F<r
S I @RI S NG 341 2R | oS A1 eferariions Reae «i efsrmierFe S[hgH tofkd
(T TR RIS (IFeT (e 20 |

TG smifeq T | 3TRG wfes A v 42 AWz

«q FBFTHT APTR

M15-53.5: SIS AT
MI-5.3: SN THI*eT




R @rm

TS 525 afsrarierge Ff4t

Competitive advantage
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What is Competitive Advantage?
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Steps in Competitor Analysis
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Competitive Strategies
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Competitive Strategies
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Competitors’ Position in the Market
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Marketing Strategies of Market Leader
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Strategies of Market Challeger
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Strategies of Market Follower
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Balancing costomer and competitor orientations
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