CHAPTER FOUR

Market/Submarket Analysis

The key to investing is not assessing how much an industry is going to affect society, or how much it will
ow. but rather determining the competitive advantage of any given company and, above all, the durability

of that advantage.

—Warren Buffett

Be where the world is going.
__Beth Comstock, Vice Chair, General Electric

Find a niche, not a nation.
__Seth Godin, Marketing Visionary

M arket analysis builds on customer and competitor analyses to make strategic judgments
about 2 market (and submarket) and its dynamics. Should a firm invest, and what should the level

of commitment be? Or should it disinvest? One of the primary objectives of a market analysis is to
determine the attractiveness of a market (or submarket) to current and potential participants.
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;E:estment ach%e‘ved by its participants, will provide important input into the product-market
e; ment decision. The frame of reference is all participants.
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DIM
ENSIONS OF A MARKET/SUBMARKET ANALYSIS

The nature and cont

: t i
will often include ent of an analysis of a market and its submarkets will depend on context but

the following dimensions:




