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Where are they
POSITIONED?

Largest

BRAND

POSITIONING
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DIFFERENTIATION [t

VALUE G
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__________________ stuuumsiiugin Ardey @ouniuamiiidialad) YAV ...
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NaYN3VasENENaning (Product line)
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NagNSATUAIIEUAT (Branding)
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NaYNSAIUUINIT (Services)
NAYNSATUUTIINMIILAZAAN (Packaging & Labeling)
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nagnsauNannuallud (New Product Development)
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NAUNNIFAINUATIA NAENSN1ININUATIA
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U
(Above market price) ¢ AmuelINAuAINgnAIUsEEY (Perceived - value

o - ricing)
®  AnuansInInan (Market IS

. ‘ ° 0 - _ . o o
Price) nvunaINAwYelunain (Go - rating pricing)

o 48 fvunLiNedE3uN15V18 (Promotional Pricing)
¢ ATUUNITIATNATINITITATAA[TN

, Sviusielianézodududn (Bait and Switch Pricing)
(Below Market Price) 3 g
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