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Developing anc

Brand Positioning

m 2|2} (Positioning)
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Developing and Communicating
a Positioning Stratec

Points-of-Parity and Points-of-
Difference
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Choosing POPs and PODs
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Developing and Communicating
a Positioning Stratec

Establishing Brand Positioning
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B Analyzing Potential Competitive Threats
® Share of market
® Share of mind

® Share of heart
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Six Types of Defense Strategies




ompetitive
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Other Competitive Strategies
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