COMPETITIVE POSITIONING CANVAS

Customer
Emotional decision

iobs-to-be-done Rational decision factors

Customers / facto rs

Must have & nice to have traits Price & cost of access
Needs and desires Features = Availability = Cheapest = Price transparency = Personalization = Trust
derived from = Ease .of.use./ = Uniqueness = Value for money = Finding costs « Choice = Status
customer SOPh'OSt'Cat'O” | = Customization = Competitive price = Cost of access = Uniqueness = Popularity
jobs-to-be-done Offeflngs q.u.allty * Premium price = Duediligencecosts |. Eaif orice = Reputation
Configurability = Perceived free = Reputation/Brand
Support service goodies value
= Capabilities Pricing model Perceived innovativeness
= Technologies Bundling Access to customers
= Know-how and experience Distribution network Distributors
Access to natural resources Perceived offering status
Patents and intellectual property Opinion leaders/influences
Features
Novelty
Quality of offering Price level Reputation/Brand value
After-sales support Search costs to find offerings User reviews
= Skills of labor Due diligence costs Trust factors
= Quality and quantity of natural resources Offerings shelf size

= Quantity of features

Easily replicable traits Easily replicable traits Easily replicable trains
Traits with a competitive disadvantage Traits with a competitive disadvantage Traits with a competitive disadvantage
Functions required to get the job done but not Functions required to get the job done without Must have functional requirements without any

Indifferent explicitly valued by customers explicit customer price sensitivity emotional importance/relevance
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shaping the future




