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(Product) (The Governing Objective) (Market Landscape)
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(Price & Unit Profitability) (Segmentation & Targeting) (Compet|tor Analysis)
Ol Jaovogll jluuog aolgUl Glgid d.LQ.Q.H «olo auSqludl Géﬂlg Jwoell g
(Place / Route-to-Market) (ICP / Buyer Persona) (Customer Insights)
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(Promotion / IMC) (Positioning) (Product Reality Check)
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(People, Process, Physical Evidence) (Value Proposition - UVP) (SWOT » Implications)



