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1.

KoHKypeHTHOe OKpyXeHune
OnuncaHne ocobeHHOCTEN OCHOBHbLIX KOHKYPEHTOB,
NX CUIbHbIX M CrabbIX CTOPOH.

LleneBas ayautopus

XapakTepucTuka noteHumanbHbiX noTpebutenen
bpeHaa n cutyaummn notpebneHns
bpeHanpoBaHHOIo ToBapa.

D,OMI/IHVIpyI-OI.IJ,I/Ie I10Tpe6I/ITEJ1bCKVIe MOTUBDbI Values & Reason to

Personality believe

BbisiBneHne noTpebutenbCcKoro MHcamTa, Ha
KoTopoM basnpyetca 6peHa. «O3apeHue»
noTpebutensa, nobyxaawLlee ero nokynaTtb  Consumer
ToBapbl JaHHOro bpeHaa.

UTo oBMXKET nokynatenem?
Kakyto noTpebHOCTb eMYy BaXXKHO YOOBNETBOPUTL? Consumer Insight
Uto aymaeTt notpebutens?

Uto nenaet notpebuters, noyemMy NoTpeduTens

Competitive

Targetgroup Environment

3TO genaert?



4. Bbirogbl, npeanaraemMble 6peHaoM

3710 pasnunyHble PyHKLMOHANbHbIE N AMOLMOHATNbHbIE BbIFOAbI, BNUSOLLME Ha
MPUHATUE PELLEHMS O MOKYMKE.

5. LleHHoCTU OpeHAaa

BaxHble ybexaeHus notpebutenen, nogaepxunsaemolie dpeHaom.
UTo Mbl nogaepxmBaem?

Bo uto Bepum?

5. MepcoHuncdpunkaumsa (vHaAMBNAYyanbLHOCTL) OpeHaa

Xapaktep 6peHaa, npeacrtaBfieHHbIM HA6OPOM NIMYHOCTHLIX YepT. MHaMBMOYyanbHOCTb
NposiBNAETCS B TOM, Kak 6peH cebst BeOeT.

6. NMpuunHbI goBepuA K GpeHay
[okasaTenbcTBO, yoexaatowee notpebutens B
BbINONMHMMOCTW 0beLwannm bperHaa.

* KTO MbI?

* Y10 Mbl UMeeM?

» Kak mbl 3TO genaem?

Values & Reason to
Personality believe

Essence

Benefit .Coqsu-mor
Discriminator

7. TNnaBHaaA oTnU4YnTenbHasa YepTa

Hanbonee kOHKypeHTOoCcnocobHasi npuynHa BblbpaTb
MMEHHO 3TOT BpeH C TOUKN 3pEHNS LLIENEBOro
notpebutens.

Consumer Insight

Competitive

Targetgroup Environment

8. CyTb OpeHpa
LleHTpanbHas noes 6peHaa, BblpaxxeHHasi B HECKOSbKNX
crioBax.
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VALUES &
PERSONALITY: REASONS TO BELIEVE:
honesty contains % of
- purity moisturizing cream
- feminity - recommended by doctors /
- optimism dermatologists
- innder confidence - indicts other products
ESSENCE: with clinical proof
Restoring - -ensorsed by users
BENEFITS: .l
- won't dry my skin like femlmty
soap can
makes my skin soft and DISCRIMINATOR / USP:
smooth ,,Dove won't dry my skin like
- helps me feel more soap can, because it contains
feminie of ¥ moisturizing cream"
INSIGHT:
»Soap leaves skin feeling dry and tight"
COMPETITIVE ENVIRONMENT: TARGET:
dove bridges soaps & skincare Women (35 — 50) who begin to feel the effects of dry
competes directly with premium soaps such as skin and therefore want to care for their skin; women

Lux, Pears, Camay who want to look and feel their personal best



