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Introduction
Developed for non-aesthetic applications and function oriented, technical textiles market
has been on the radar for the past several years, given its high growth potential and
capacity for job creation. The market is making rapid advances with about 60% of products
across the globe produced with fibers that were not marketed five decades ago. Industrial
textiles are designed to feature wide spectrum of certain characteristics, making them
suitable for application in extensive range of industries and use cases. Furthermore
governments in various countries are devising comprehensive policies to mandate the
usage of technical textiles in specific industries, as well as offering financial aid to
encourage local manufcaturing.1
Considering this complex situation, the high growing trend, and the number of variables to
be taken into account, the conduction of a detailed market analysis assume even more
importance in the decision to introduce a new product into the industry. A market analysis
describes the current and future market demand for your products or services, forecasting
the size and growth of the demand, and it is a fundamental instrument that let you to
better manage the risk and to take the opportunities.
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This can be done using different forecasting techniques, in order to analyse the latest
trends and dynamics in the market, general buying patterns, technological changes, and to
know what competitors are doing. You might want to know which products or services are
already existing within your target market, which competitors are using the most efficient
marketing mix to offer these products and so forth. This will let you structuring market
offers insights into the interrelationships of firms, people and products to better understand
and predict consumers’ (and possibly competitors’) responses.2
It is inevitable to strongly consider these aspects and conduct a market analysis before
introducing a new product. Otherwise you certainly will miss out opportunities that can
push your business forward or you might not see threats that can significantly weaken your
business operations.
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Goals
The goal of strategic market analysis is to help enterprises of all sizes make educated
business decisions, especially as related to strategy. Strategy can refer to an individual plan
or set of steps that an organization is executing to achieve a specific goal, or to an
organization’s overarching approach to business, especially as related to business
development and growth.
For our scopes the focus will be on the first meaning, even if the instruments we will going
to analyze can be applied to both of them.
Strategic market analysis can be a very useful way to help companies:
- uncover otherwise-hidden business opportunities;
- identify competitors before it’s too late;
- discover untapped revenue streams;
- minimize investment risks;
- identify and subsequently avoid bad business decisions

Learning outcomes
Knowledge
- To be aware of the advantages in conducting a market analysis;
- To apprehend the process and the different steps needed to conduct a market analysis;
- To know different tools and techniques to support the market analysis process.
Skills
- To apply SWOT and PESTLE analysis to evaluate internal and external variables impacting
on the lunch of a new product;
- To apply PORTER’s five forces principles to analyses the industry environment and
competition;
- To use the EMPHATHY MAP to analyse consumer’ preferences and trends.
Competences
- To use the data resulting from the conducted market analysis to take decisions about the
new product / innovative design to launch;

1. Market Analysis process
A market analysis is integral to business and strategic plans. A market analysis is a macro
view of market demand in its entirety. The core elements of a market analysis generally
include a description of the total market in terms of its size and growth, a description and
growth assessment of key market segments or target markets, and the reasons why they
are important.3
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1. Market Analysis process
1.1 Sources of information
Before starting any market research activities, you need to first decide what you need to
know and why. There are two types of market research, primary and secondary.4
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1. Market Analysis process
1.2 Tools and techniques
There exist different instruments we can use to analyse the various aspects effecting the
success of a new product, we are going to deepen the following ones:
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2. SWOT Analysis
A SWOT analysis evaluates the internal strengths and weaknesses, and the external
opportunities and threats in an organization’s environment.

The internal analysis is used to identify
resources, capabilities, core competencies,
and competitive advantages inherent to the
organization.

The external analysis identifies market
opportunities and threats by looking at
competitors’ resources, the industry
environment, and the general environment.
The objective of an external environment
analysis is to help organizations recognize
major developments and future implications.5
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2. SWOT Analysis
2.1 A practical example for the technical textile sector
Here you can find a SWOT analysis for REPREVE, a brand of recycled fiber that is made
from recycled materials, including used plastic bottles. These kind of fibers are largely
used in technical textile application.

Image: https://medium.com/@yshen18/swot-analysis-of-repreve-d21ad0181cee

2. SWOT Analysis
2.2 SWOT analysis steps

Create the right working group
It may be composed only from managers or involve a larger portion of workers

Conduct a Brainstorming session
The ideas can be collected by an open discussion or by individual works for the creation of 4 different lists one for each SWOT
macro area

Fill in the gaps
Prioritize the different elements emerged, for example asking to each team member to indicate the 3 most important elements of
the 4 lists developed

Create Strategies
Define a strategy for each of the element in the final lists in order to get the underlined opportunities, exploit the strengths and to
cope with threats and weaknesses
6. How to conduct a SWOT Analysis: Examples, Strategies and Templates, By Cassandra Campell – Star a Business

2. SWOT Analysis
2.3 Brainstorm your SWOT factors

Strengths
•
•
•
•
•
•
•
•

What are we good at?
What do we do better than anyone
else?
What is our competitive
advantage?
What do we do that are unique
compared to others?
What resources do we have at our
disposal?
What advantages do our
employees have?
What valuable assets does our
company have?
What do customers like about our
business?

Weaknesses
•
•
•
•
•
•
•

What are we bad at?
What do our competitors do
better than us?
What do our customers
complain about?
What disadvantages does our
team have?
What obstacles do we face?
What resources are we lacking?
What could we improve?

Threats

Opportunities
•
•
•
•
•
•
•

What possible regulatory
changes could help our
business?
Is the market changing
favorably?
Will the current economy have a
positive effect on our company?
What opportunities have we not
pursued yet?
What new opportunities have
emerged?
Is the cost of our goods
decreasing?
Is there a way to acquire useful
resources that we do not already
have?

6. How to conduct a SWOT Analysis: Examples, Strategies and Templates, By Cassandra Campell – Star a Business

•
•
•
•
•
•
•
•

Who are our current competitors?
Which newly entered competitors
pose a potential threat to our
business?
Is the size of our market
decreasing?
Is the industry changing in a way
that is negatively affecting our
business?
Is the cost of our goods rising?
Are the stocks we rely on in short
supply?
Are the regulations changing to the
detriment of our business?
Is one of our manufacturers
unreliable?

2. SWOT Analysis
2.4 Template for the Analysis
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3. PESTLE Analysis
A PESTLE analysis is a framework or tool used by marketers to analyse and monitor the
macro-environmental (external marketing environment) factors that have an impact on an
organisation. The result of which is used to identify threats and weaknesses which are used
in a SWOT analysis.9
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3. PESTLE Analysis
3.1 Main elements of PESTLE analysis
The analysis was given the name PESTLE in reference to the acronym formed by the initials
of

the

six

categories

of

macroeconomic

variables

included

in

the

model

(Political, Economic, Socio-cultural, Technological, Legal and Environmental). Firstly, the
model

allows

managers

to

identify

the

macroeconomic

variables

to

take

into

consideration for the development of the business (opportunities vs. potential risks), whose
likelihood is still relatively uncertain. Then, the model can help the manager to start
conceptualising different scenarios based on these uncertain variables to better predict
what might happen and make the right decisions now for the future.10
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3. PESTLE Analysis
3.2 Brainstorm your PESTLE factors
The primary objective of the PESTLE analysis is the identification of unavoidable
macroeconomic changes that might have a significant impact on the development of a
company in terms of its products, its brand or even its entire organisation. Therefore, it is
not about conducting a comprehensive study of the external environment: the in-depth
analysis of macroeconomic variables is only relevant in relation to a specific company and
for the specific scope it is implemented, in our case for the introduction of a new product
into the market.

Economic Factors

Political Factors

Overall economic forces that could effect what you are going to do
Political or politically motivated factors that could affect
the business
What governmental policies could be beneficial or
detrimental for our success?
Is the political environment stable or likely to change?

Environmental Factors

-

PESTLE

Social Factors

Analysis

Social aspects, attitudes and trends that influence your business and target
market

Environmental forces and natural resources
impacting your business
What are the effect of climate, whether or
geographical location?
What natural sustainable resources we can use?

-

Legal Factors
Current and future legal and regulatory requirements
impacting on the business
What regulation and laws apply to our business?
Do they help or hinder our business?

What economic factor could impact on the new product?
Does the current economic performance effect us?
How does each economic factor impact the new product
pricing, revenues and costs?

-

How do our consumer’s habits and values impact on their buying habits?
How does human behaviour or cultural trends play a role in our business?

Technological Factors
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Technology that can effect the way you make, distribute
and communicate your products and services
What innovations or technological advancements are
available or on the horizon?
How might they effect our operations?

4. PORTER’S Five Forces
Originally developed by Harvard Business School's Michael E. Porter in 1979, the five forces
model looks at five specific factors that determine whether or not a business can be
profitable in relation to other businesses in the industry.

11

Using Porter's Five Forces in

conjunction with a SWOT analysis will help you understand where your company or
business fits in the industry landscape and which strategy to adopt when introducing a new
product into the market according to its specific features.

10. How Porter’s Five Forces can help small businesses analyse competition- Marci Martin 2/12/19 - https://www.businessnewsdaily.com

4. PORTER’S Five Forces
They consist of those forces close to a company that affect its ability to serve its customers
and make a profit. The overall industry attractiveness does not imply that every firm in the
industry will return the same profitability. Firms are able to apply their core competencies,
business model or network to achieve a profit above the industry average.

THREAT OF NEW ENTRANTS
As the industry have high profits, many new
entrants will try to enter into the market. The
easier it is for a new competitor to gain entry,
the greater the risk is of an established
business's market share being depleted.
Barriers to entry include absolute
cost advantages, access to inputs, scale
economies and strong brand identity

BARGAINING POWER OF
SUPPLIERS
Suppliers of raw materials, components,
labor, and services (such as expertise) to
the firm can be a source of power over the firm
when there are few substitutes. However, if
there are many alternatives, suppliers have low
bargaining power and company do not have
to face high switching cost.

BARGAINING POWER OF BUYERS

RIVALRY AMONG EXISTING
COMPETITORS
This force examines how intense
the competition is in the
marketplace. It considers the
number of existing competitors
and what each one can do.
Rivalry bring to advertising and
price war, requiring for new
product development and
services improvement

This force examines the power of the
consumer, and their effect on pricing and
quality. Firms can take measures to reduce
buyer power, such as implementing a loyalty
program. The buyer power is high if the buyer
has many alternatives and it is easy for
consumers to switch.

THREAT OF SUBSTITUTE
PRODUCTS
This force studies how easy it is for consumers
to switch from a business's product or service
to that of a competitor. If the goods and
services are not up to the standard, consumers
can use substitutes and alternatives that do
not need any extra effort and do not make a
major difference.
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4. PORTER’S Five Forces
4.1 Templates for PORTER Analysis

13. Guideline for applying Porter’s five forces framework: a set of industry analysis templates - Michael E. Dobbs – Department of Management,
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4. PORTER’S Five Forces
4.1 Templates for PORTER Analysis

13. Guideline for applying Porter’s five forces framework: a set of industry analysis templates - Michael E. Dobbs – Department of Management,
Eastern Illinois University, Charleston, Illinois, USA – Competitiveness Review Vol. 24 n° 1 2014

4. PORTER’S Five Forces
4.2 Strategy definition
Once analyzed the different factors that can affect your business ability to get a profit and
compete in the market, it is the time to set a strategy to successful introduce your product
into the market and expand your business competitive advantage.

Cost
Leadership

Increase profits by
reducing costs while
charging industrystandard prices, or to
increase market share
by reducing the sales
price while retaining
profits

Differentiation
Focus
Your company's
products need to be
significantly better
than the
competition's,
improving their
competitiveness and
value to the public. It
requires thorough
research and
development, plus
effective sales and
marketing
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Your company need
to select niche
markets in which to
sell their goods. It
requires an intense
understanding of the
marketplace, its
sellers, buyers and
competitors.

5. EMPATHY MAP
An empathy map is a simple, visual tool that captures knowledge about a user’s behaviours
and attitudes. For teams involved in the design and engineering of products, services, or
experiences, an empathy mapping session is a great exercise to “get inside the heads” of
users. The exercise of creating the map helps participants consider things from the user’s
perspective along with his or her goals and challenges. Innovation is all about combining
existing knowledge in a value creating way. In order to do that it is crucial having a deep
understanding of your target customer. Without this knowledge, your new products will
not provide the value that you intend and your market expansions might not work out the
way you imagined.
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5. EMPATHY MAP
5.1 Build an Empathy Map : the main steps
Segment your customers
Group your customers into distinct segments
based on their demographics and personas

1. Establish Focus and Goals

2. Humanize your segment

3. Empathize with your segment

4. Validate your empathy map

Define your goal
Product innovation
Enter a new market

Once you have your top segments, you need to make them real. This
can be done by assigning fake names and building an entire person
through adding details such as their age, educational level, income
etc.
In a team put your representative from each segment on an
empathy map. Then start asking the following main questions and
thinking of the answers from the representative’s point of view:
• What thoughts does this customer normally have and how does
he usually feel? (positive and negative feelings)
• What or who does the customer normally listen to? (external
influences)
• What does the customer see? (personal experiences)
• What does this customer say and do? (personal behavior)
• What is this supporter’s pain? (frustrations and challenges)
• What is his gain? (aspirations)
Once you have this comprehensive list mapped, it is necessary to
validate it with actual customer responses obtained with users
interviews.

15. Empathy mapping: a guide to getting Inside a User’s Head – Jennifer Leigh Brown - https://www.uxbooth.com

5. EMPATHY MAP
5.2 Template to develop an Empathy Map

5. EMPATHY MAP
5.2 Template to develop an Empathy Map

Conclusions
The benefits of a good market research exercise should never be underestimated. Perceived
sometimes (and wrongly) as a costly project to undertake, the lack of it in any business will
ultimately play with the bottom line, and probably not in a positive way.
Market research should be a constant in any business strategy, from testing a new product
to helping devise next steps in promoting a service or even to figure out how to best foster a
team approach to your offer.
To support the market analysis different tools and instruments can be used, in the previews
slides we learned about the main features of some of them, understanding how they can be
used and providing some useful templates to help gathering the needed information.
It is important to consider the market analysis as an ongoing process accompanying all the
different phases leading to the launch of a new product / design. The decision concerning
the features of the new product / design and the related communication strategy can be
adjusted accordingly to the market analysis findings, in order to maximise the chances to
be successful into the market.
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