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What the brand
does for me

Expert
Dependable
Friendly

Up to Date
Approachable

Helps me find, .
. : e Efficient
buy & install all that
. * Knowledgeable
| want with ease.
« Uptodate

Acts as a Trusted
Advisor.

BRAND

POSITIONING
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How the brand
makes me look

How the brand
makes me feel

At peace
Supported

In control

Up to latest trends
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