
Engagement sheet · Value creation
andseverin.com

V A L U E  C R E AT I O N  ·  0 5

Strategic Positioning
Positioning decides what buyers believe the company is part of,
and what they will pay for it.

T H E  Q U E S T I O N  I T
A N S W E R S Does the market understand what the company has become, or

is it still buying what it used to be?

T H E  M E T H O D From market evidence to one position, in five phases

Phase 1
Market
assessment
Five lenses:
megatrends, category,
audience, offering,
brand landscape.

Phase 2
Assumptions to
test
Conclusions turned
into named, falsifiable
assumptions.

Phase 3
Validate
Structured jobs-to-be-
done interviews
across the buying
committee.

Phase 4
Brand house
Pains, insights,
promises, values,
value proposition, one
position.

Phase 5
Roll-out
Into website, sales
deck, messaging and
the equity story.

W H AT  W E  D O

Run the five-lens market
assessment, ending in testable
assumptions

Validate with interviews with
customers and the internal team

Build the brand house from verified
pains up to one position

Carry the position into site, sales
story and board narrative

W H AT  Y O U  R E C E I V E

Market assessment and
assumptions register

Interview findings: confirmed,
refuted, revised

Brand house and position
statement

Messaging framework and roll-out
plan

M E T R I C S  M O V E D  →  E N T E R P R I S E
VA L U E

Win rate and price: buyers
compare on outcome, not spec

Multiple: category position moves
the valuation frame

Equity story: the position becomes
the exit narrative

T Y P I C A L  T I M E L I N E

10–16 weeks
P R O O F

Danelec: the repositioning moved the company on five axes at once,
product to customer, inside-out to outside-in, input to outcome, offering
to impact, reactive to proactive, and became the equity story in the exit
to GTT.
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