STRATEGIC POSITIONING WORKSHEETS
Scope of analysis
	Core product:
	

	Ancillary products or services:
	

	Average price to customer:
	

	Key competitors:

(current or emerging)
	

	Key substitutes:

(current or emerging)
	




Value proposition

	Customer segment:
	

	    Demographic:*
	

	    Geographic:*
	

	    Behavioral:*
	

	    Size/growth:
	

	Problem description: (job, need, want, desire, pain point, challenge, aspiration, goal)
	

	Your solution: (technology, quality, customization, industrial design, marketing, sales, packaging, distribution, delivery, services, complements, breadth of line)
	


*Use criteria that are most applicable given the customer segment

Relative value analysis
	
	
	Performance

	Value drivers
	Importance to customer 

(score 1-10)
	Your solution (score 1-10)
	Competitor #1 ( score 1-10)
	Competitor #2 (score 1-10)
	Substitute #1 (score 1-10)

	1. 
	
	
	
	
	

	2. 
	
	
	
	
	

	3. 
	
	
	
	
	

	4. 
	
	
	
	
	

	5. 
	
	
	
	
	

	6. 
	
	
	
	
	

	7. 
	
	
	
	
	

	8. 
	
	
	
	
	

	9. 
	
	
	
	
	

	10. 
	
	
	
	
	

	11. 
	
	
	
	
	

	12. 
	
	
	
	
	

	Total score:

( (Importance to customer ( firm performance)
	
	
	
	
	


Relative cost analysis*
	Fixed costs
	Your solution
	Competitor #1
	Competitor #2
	Substitute #1

	Marketing
	
	
	
	

	General & administrative
	
	
	
	

	Research & development
	
	
	
	

	Property, plant, & equipment
	
	
	
	

	Total fixed costs
	
	
	
	

	Variable costs
	
	
	
	

	Sales
	
	
	
	

	Raw materials
	
	
	
	

	Manufacturing
	
	
	
	

	Customization 
	
	
	
	

	Integration
	
	
	
	

	Distribution/delivery
	
	
	
	

	Service
	
	
	
	

	Total variable costs
	
	
	
	


*Calculate on a per unit or per customer basis

Value-Price-Cost analysis
Customer segment:     





Analysis of activities

(R&D, operations, marketing & sales, services, HR management, etc.)

	Activity 

(existing or new)
	Cost to firm

(score -5 to +5)*
	Customer value 

(score -5 to +5)*
	Recommendation

	1.
	
	
	

	2. 
	
	
	

	3.
	
	
	

	4.
	
	
	

	5.
	
	
	

	6.
	
	
	

	7.
	
	
	

	8.
	
	
	

	9.
	
	
	

	10.


	
	
	

	11.
	
	
	

	12.
	
	
	


* A negative value indicates that the activity reduces cost to the firm or reduces value to the customer. A positive value indicates that the activity increases cost to the firm or increases value to the customer. 

Value curve*
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*For more detail about the value curve, see W.C. Kim and R. Mauborgne, 1999, “Creating New Market Space,” Harvard Business Review.  
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