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EE+FTBEMRIE (10-Step Positioning Process) 2 April Dunford T HE1E
(—RABOENREZ) (Obviously Awesome) FRHH—ERAICIELS » STERRE
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1. $—% . TRASBIEERMNZES (Step 1. Understand the Customers Who
Love Your Product)

o RMLIRALE | BRT RMEEEF) NBERER - BREINRREMN
EFE (Best-fit customers) REER > AJLURREMEFTERNEE - ©HW
LEAEREHRE  URSENERERE - EEEFEEMTIENSEEH o

2. B : ARMTENIEPX (Step 2. Form a Positioning Team)

o RIFCIRREE | BRT ATABEREF—HNEE - EE—HEER

B% > REXEFEEAEE » MHEFRITH - HE - TR ERHZESSEH
REZPFPINNEE EED M EMR R > MR EBENMITERA o

3. B=H | M—EMFAFEALM T ELLEHK (Step 3. Align Your Positioning
Vocabulary and Let Go of Your Positioning Baggage)

o RIFICEERFE | BERT* TTRRENM B - B ERHEIL R T
HEMEELNEVRFEENBERRA  RIFAKNEE > ZERERAEES
TRE™E (B0 @ 1 MER 2 T58t)) o

4. FMY : FIHBEIERNRBENSE (Step 4. List Your True Competitive
Alternatives)
o RILAARAE . BIUTEMNEFRER - SELREXREABFNETENAE
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5. BRY . FEHISRBRYSEIESINEE (Step 5. Isolate Your Unique Attributes
or Features)
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1. Y  BEBEHEZEE T£7E) (Step 6. Map the Attributes to Value
“"Themes")

o RIF(CRERFE : RRT* MFHMIHEE) FBEREY - \FEMBIINEE
(Features) B{bAEFFIZE (Benefits) » BE{CAMEEF BIRMEMANEE
(Value) > WEBFIAEREETRENEE « AIEHA - AR ELEEERER
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2. Bt5 . HEHRETIEFETEE (Step 7. Determine Who Cares a Lot)

o RFEARAE | ETUNTARENTBER - EULAHERLEHLEE
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3. BN\ : EH—EREHEZER P ONHISZSEERILEEMFEERPEN
(Step 8. Find a Market Frame of Reference That Puts Your Strengths at the
Center and Determine How to Position in It)

o RLIRAE | SEEMUMNILORER - EE—EHIZER (Market
Category) EARPHNBEELR » ZEHEEEERNBNEEHEERR
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Head) ~ [/VithiE#ERY K] (Big Fish, Small Pond) 2 TFAEI#T/E1 (Create
a New Game) °

4. BhE . EM—EEZE (BE/Jul) (Step 9.Layer On a Trend (but Be
Careful))
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1. 845 : 2R ENELIUERZ (Step 10. Capture Your Positioning so It Can
Be Shared)

o RLRERAE . BEREMUMNSEINEM - EA>0E (FIW TEMIEH
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