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Dunford, A. (2019). Obviously Awesome: How to Nail Product Positioning so Customers Get It, Buy It,
Love It. Ambient Press, steps 2-3
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Dunford, A. (2019). Obviously Awesome: How to Nail Product Positioning so Customers Get It, Buy It,
Love It. Ambient Press, step 5
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Appendix

1 galall
da>lg dlos (,9 guagedl

Positioning, in one sentence
Log (J3ladl) cosl o Jeasll alotes Lo STo (@glall) pud IS abyoy Lo pany 138 2o (simall edasll) cligemy il edlasll o 1yl
aols (@all) mo ol clisd meas 15 ol Bo (azgy sa) 15635 ells gy calo (dagdll) aldsy depmn saie 3387y lag (lawdl) Jasg aSlas
cldaey LS (mulzll) o yolic »i)ﬁ&p > o.xc_ig ‘(m.u‘g”) el 0 JS lgods ddo ue 4.;.;5‘ (QJ ¢(4~>9AJ|) clia 8 &9‘) u! hids l;sbul
239 5 @allg doayadl 18 dagdlly wolawdl 8 Bladl ioaiydls sslas IS als dulyull clihany (oSl g bohs IS Lo las

2 Godall
Tlad 4ly8 sl oo
Decision index

oiib ) alylaall Joodll pbly (Jo¥l sasll 8 clilax e ol 18 plal sS5 e oydly Joudll 1585

Josaall slyall

ool eMasll + Gl dzd 830 ol oo a2 Lo 1y30gas ¥ Masll
Gowdl @8+ Il bigedn 3 oo Loyl

1345 g o+ Sl dagdll dagll 198y of U8 Bas odlay
dsadlly gayall - @ dgll iyl &Syl iy Abbga IS
Saimall eMasll - Bl gl ublia o Byel Y
Jehlls dagdll * Syl olad! gt dlandl ¢yl g lio IS
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Glossary - 60 terms

3 galoll
Sladhuasll Gugold

Jeodll @8y lgzax yi g g x| ol 5 lghlaz LS dyydadilly Gasal a3 Jodll ololager bilya b @b il olwlacdl IS

5 Lasll ol bl - Proof points

7 Junsll oYl z3saill - Prototype

8 Juoall il 33,41 - Relative advantage
10 Junall g5 50l 55le| - Repositioning

10 Jasll gl 8505 - Sales cycle

9 Junsll 2.l 403 - Sales narrative

6 Juodll 3ol @puis - S@gmentation

2 Jasll &S yuue 43 - Shared vocabulary

3 Juasll @lall go4)l jLool - Status quo bias
7 Junall e 6 @25 - Subcategory

2 Junall 48,15l 44151 - Sunk cost

3 Juoall Jaoudl 43lS5 - Switching cost

1 Junall Ja>dl das) - SWitching moment
6 Junall BSagiuall sl - Target customer
6 Junsll oMo ladl - Trade-offs

4 Junsll 3au33ll wledl - Unique attributes
5 Junall dagdll o)e - Value proposition

5 Juadll dagdll yola + Value themes

10 Junall joall 4 - Win rate

3 Jnsll w354l |>JI - Workaround

2 Lasll d854)l dagledl - Hidden profile

8 Jundll el 305 - Hype cycle

6 Junall Jlall Juall o - Ideal customer profile
1 Junall dyglladll dagall - JObs to be done

5 Jaall sl.dl - Laddering

7 Jesll 3g.dl &2 - Market category

8 Juaall A5ludl oyl - Market trend

5 Jnall Gasgudl ylaill y28 - Marketing myopia
5 Juaall 38l dlewg)l duls - Means-end chain
9 Jnsll Jiluyll - Messaging

1 Jinall o34l bl&s 3lo - Net Promoter Score
4 Laall Myl bla - Points of difference

4 Junall 381Kl blas - Points of parity

1 Junsll go 942l - Positioning

9 Juasll g5503l d> o) - Positioning canvas

9 Junsll g55a3l oLy + Positioning statement

2 Junall w5503l 34,8 - Positioning team

10 Jundll b gail dul> - Positioning workshop
10 Junall Jaall 18 o xyy05 - Pre-mortem

10 Junsll y2udl bas - Price pressure
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8 Junall gladll coac - Bandwagon

6 Jundll sl iy - Beachhead

1 Junsll Yl sl - Best-fit customer

9 Junall 4yl 2yg4)l - Brand identity

4 Junsll olyas)l - Capabilities

7 Junsll @8 icluo - Category creation

7 Junall &2ally ops7l - Category-based evaluation
9 Junall 5lall oas - Commander's intent

8 Junall 381e2)| - Compatibility

3 Junall dwslizl i)l - Competitive alternatives
2 Junsll pludYl sa2z0 - Cross-functional

2 Junsll 424l dis) - Curse of knowledge

1 Junall Jeasll dslia - Customer interview

4 Junsll yoadll 563 - Diagnosticity

4 Junsll 3la2)l - Differentiation

5 Junall e b aac - Do nothing

5 Juaall auédl 4.0, - Evaluability

8 Juaall 5yle 4590+ Fad

6 Junall slazall _ailas - Firmographics

7 Junall 2=l 531 - Frame of reference

4 Golall
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Al Lo oS 1igy b lg lgld ol y318 Mad duuds] sinias cuS o] Bohs Bolas b gal
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