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15 ] d2s 31 wlely>31 — Four actions

42 4] 3l — Franchising

34 4l || — Friction

25 ,lla| gaill — Funnel

13, ¢ 135 — Gap

35 51l wlgall z3sa3 — Gaps model

8 bl 3l2> — Geographic

36 51k elull 3lkisll — Goods-dominant logic
39 ,lb] wle gasall — Groups

21 5l sa)l — Growth

20 sl gadll &l sl — Growth strategy

32 k| 35lsl — Habit

11,k gslesl ol — Habitual buying

21 ] =)l — Harvest

23 bl 7,55/ 00x| — Harvest/divest

24 51kl 4N Lulus — Hierarchy of effects

33 Lk &Jle 3Ll — High arousal

39 Ul 4394 — Identity

11,k Lelbuil <1y — Impulse buying

7 5lbl yala y.é L udlie — Indirect competitor

42 k] yale e yan3— Indirect exporting
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9 5lal el yall 3530 — Buying centre
24 lk| Jeal) 555 — Call to action
22 4] wglsdl 5451 — Cash cow

38 ylla| 5Ll |obb — Channel length
37 ;| 5Ll gra5 — Channel saturation
37 5l jousy slesl — Cheap test

29 5lal wywd! — Churn

31 ,lln| dalss 43> — Closed loop

36 5la| 2yl gro)l — Co-creation
29 4k i2ds — Cohort

6 5lal ;ygiglezall — Collaborators

6 ,la| &Syl — Company

sl dewdls wlylsesl — Competitive intelligence
7

41 5lal fyeudliall 315lne — Competitive parity
23 | d.u8lil 504l — Competitive strength
6Lkl ¢y gudliall — Competitors

11 k] sdss <y — Complex buying

11 5] ellgiudl 45l — Consumer behaviour
10 5l IMgzadl dlwls — Consumption chain
40 5| gl 33> — Content audit

40 5l coall 3195 — Content marketing
6 ,lb] 3Ll — Context

30 L] daaluall ialo — Contribution margin
12 ;lb| é>5)| — Convenience

39 ,ll| wlislall — Conversations

25 5Lkl Jyg>l Jase — Conversion rate

28 5l Jo>— Convert

40 ,lbo| gz, — Convince

Slal &l d8.056)l 44,56l — Core functional job
10

65Ul &IS s gl 18T 35,5 — CR4

Juasll Olucs| 4al<5 — Customer acquisition cost
30 U

slal Juasl) 4 el do.sll — Customer lifetime value
30

1,la] Jasll 5,15l — Customer management
26 5lla| Juasll slua — Customer path

6 ,lb] Masll — Customers

21 ,lka| g1y — Decline

2 lb| )l — Demand

8,la| 815¢503s — Demographic

24 k| 4.2, — Desire

10 ,lla] dy9¢ 40 dys — Desired outcome
315l o guizinll — Detractors

12 ,lb] ysla)l — Differentiation

14 lb] jwdl lole — Differentiator

7 5lbl yala uélis — Direct competitor

42 k] yale yua05 — Direct exporting



5,k Jiladl — Substitutes

25kl (25l — Supply

2 5lla| 236 — Surplus

3 5lal ¢ylcinl — Survey

5Lkl Juadl 445 — Switching cost

6 slia] @l @)z §aull aa> — TAM - SAM - SOM
35 la] wlugaldl — Tangibles

1 5lal Bugrual y40)l — Target audience

14 5lb| Bagiuall Jiasll — Target customer
21l Bugruall 5wl — Target market

8 5la| Blagrsdl — Targeting

4,k a5 — Technological

5 5lal sasdl sdlgll syug5 — Threat of new entrants
17 5la] eslagagdl — Threats

25 | gadll le| — Top of funnel

17 5] TOWS 48 ga.00 — TOWS matrix

37 5lb| il — Traction

37 ,l] wix 513 — Traction channel

31yl dales ¢lezol — Transactional survey
32 5] 3ésall — Trigger

33 Lkl wljisall — Triggers

18 Lkl dslell y.& 5544/l — Unfair advantage

30,4l 40,1 33,4l — Unique selling proposition
13 k]

slal ayall Gl (> — Unique value proposition
18

38 k| 5a>gll a8 — Unit value

19 5la] 3LLe yu& dxl>— Unmet need

1 Ul dags)l — Value

15 b dasdll yIS2ul — Value innovation
36 il dagdll o ye — Value proposition
36 sl plascrwdl sie da.s)l — Value-in-use
39 | 5933l Luolie — Vanity metrics

52 ,lla] 82820 3(51<s — Variable reward
115lal ¢ 324l e cs L — Variety-seeking
6 5la] VRIO ,Lus| — VRIO

17 5l el blss — Weaknesses

23 k] dx> 30 i3 — Weighted score

33 ,lla] 8Lzall 2SI — Word of mouth
41 ,lk] dys80 4il5.0 — Zero-based budgeting

27 yla| dsyaall dd sl das) — ZMOT

31 ] @8Ve oLl — Relationship survey
39 ,lb| wldMlsll — Relationships

sl deend] &80l 2as)l — Relative market share
22

35 5| dyslazed| — Reliability

12 ,lk| gogail 33lc] — Repositioning

39 ko] 424l — Reputation

35 Lkl &l — Responsiveness

29 51| blaz>3] — Retention

19 1] Blaz>yl >0 — Retention curve

30 5l blaz>yl Jaee — Retention rate

30 5lkl ylazzadl le A3l — Return on investment
29 5l| 51353l — Revenue

27 5l elexlyall — Reviews

20 51| 83b 5l 7305 — Risk gradient

18 ,lba| &5 yas| — Riskiest assumption
5l Ludledl 33s — Rivalry

3,5l dzsll 3Ll — Sample bias

19 5] udl g ylas| — Sean Ellis test
3kl cgili e, — Secondary research

8 L] eswizll — Segmentation

38 ,lb| il o595 — Selective distribution
23 41k &5l — Selectivity

35 la] doasdl 335> — Service quality

slal SLudl daasd] ghie — Service-dominant logic
36

39 Lk &S Lzall — Sharing

2,lb| i — Shortage

19 k| elylas] — Signals

28 Il SMART (3l.al — SMART objectives
27 sl 451 dadsdl das) — SMOT

4ol eloiz| — Social

33 k| dclazsdl dasll — Social currency
42 5la| baiill — Standardisation

22 1] @)l — Star

14 ,lkl al )l 254)l — Status quo

27 5lb] 331sJ1 — Stimulus

33 | ocndll — Stories

15 5la| dumilyzadl é> o) — Strategy canvas
17 ,la] 358l blas — Strengths

75Ul Jusy — Substitute

10 k] z5llly ¢ 9310 — Outcome-driven

37 5l &>y 5J dslsJ| — Outer ring

28 5llo] @Sglas bilsy — Owned media

14 ,la| @Y1 @i — Pain point

31 4lla] ;y9aulwll — Passives

16 | L)l — People

12 k] 4344l dassll — Perceived value

41 5la| @lagall 10 4w — Percentage of sales
13 yla] &S1ys¥l dayysl — Perceptual map

38 5| aldll 4,18 — Perishability

16,lb] skl JJuJl — Physical evidence

16 ,lla| Sl — Place

4 5lb] wles — Political

22 k| daasa)l — Portfolio

12 k] &Sl — Positioning

14 k| @154l Ly — Positioning statement
11l ely2dl w2y Lo — Post-purchase

33 ,ln| 4lasll 4a.a)l — Practical value

18 ,lk| Pragmatic ,l| — Pragmatic framework
39 k] yoao)l — Presence

13 ,lln] 42,5 ,Jl ©5all 25505 — Prestige positioning
16 k| 32l — Price

251k y2.dl 43930 — Price elasticity

12| 32l gb502) — Price positioning

13 ,llal gy 22903 — Price-based positioning
3,ll] Jsl ey — Primary research

16 | wllasll — Process

16 ,lial sl — Product

20 5| zzall 4355 — Product development

21 yla] ziall 3L> 5595 — Product life cycle

19 51| §gud) zi2all docdle — Product-market fit
31,lal 9> g0l — Promoters

16 5l 2941 — Promotion

8l i — Psychographic

33 ,llo| 4.lsll — Public

9 5lal el ydl yoles — Purchasing criteria

22 51| plgazadl dadle — Question mark

40,k Jvac — Rational

28 1| Lo — Reach

15 lb] ya>Yl bsall — Red ocean

29 1| >3 — Referral
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