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AdDWDSVYUdVAUsAUadNa (The Reality of the Digital Economy)
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Value Proposition: AMuduuuaztlunAyavavAns
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Positioning: a1siiansavwuinluloanal
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Strategic Synthesis: 9aUsSOUSIKIVNqUAUazMsavijon

Value Proposition

(Theory)

n1swWaiu Value Proposition, Positioning wasfingniwnistuavAnstKlus:uulaganu
(Self-reinforcing strategic system)
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(Execution)
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Airbnb Value Proposition: :
wWasu 'Awn' WWu 'Adusantduddukiiv’
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Airbnb Positioning: ylsv ‘Community-Driven Travel’
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Airbnb Synthesis:
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Shopee Value Proposition:
WagumsdouUvlklu ‘A2 IWGULAY’

Buyers - 4o Sellers - WuU1©

- Ustaumsad Mobile-first nlgviuvie E-commerce - [SudussAvMEaIBIASaVURaTUaUUNASUASU
- InuOWIABU (Gamification), uwanAda, as Entertainment - IWUgdauIguKImManiulAuley 9.9, 11.11
Flash sales iwans:qumsaadu(? la: Shopee Live
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Shopee Positioning: n1sto1:anuuu
‘Hyper-Localization”
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Shopee Synthesis:

stuulANAuwYvasataguuvulasin
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Key Insight: Shopee
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Operationalizing the Positioning

In-App Games
(Retention)
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Comparative Synthesis: unasululaassaduavaavanuilney

Airbnb Shopee

Core Value Proposition | Uszaumsainavau, A2usanduddukiv | msgadudvnignavme, AuA, tazuuLno

Primary Target untdunmvAukuszaumsal & load WuslnAw1d SEA hllafiallukan & Wune
Positioning Logic yusuUALaUNIY Mau lsvusuuasgiu uwaawasu Hyper-local RigioAuome
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Synthesis Mechanism | $32 + UX msaaauuu ShopeePay + [adatnd + Livestreaming
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The Aha Moment: AgyuduKLAINANSDNGIUDY

Interactive Audit
(MawarSulusuuavAa)

Strategic | 1. Value Proposition uavAeu
Execution: 4 ga1pUIUNULIUNAAUADUASAU
KSolu?

2. peumavdoaans Positioning
wWiuluuaun KSaWvuuaviulu
wWipasuavaum?

Core Insight: ujagiauazanaiknssy nvaevusvnisnalndednude:
M1sasv ‘Positioning’ (Kilvsinanag(u ‘Product Features’

v Airbnb wdavanuuidadallu -> stuusHuaznsiugucdau
v Shopee wavanuuutvu -> DUtavuazmslawaasu
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unasu (Key Takeaways): nagnsaaavidddn

Point 1: Value Proposition suswgatau

dovaaulbndldagvidsuauin atumavavuaua:ls
ks uazriludvitionanAuue (Iulsiwevuaalaunu)

Point 2: Positioning wdvuasvwiunisavijony
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Point 3: Synthesis Aakalauavanulalssu

MuuFeyaynusiAmnnisuszaius:uunisitu (Synthesis)
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