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The positioning statement is probably the most important sentence in a marketing plan. It brings focus to the development of a marketing strategy and the marketing plan and tactics supporting that strategy. While a positioning statement can appear quite simple, the development of a positioning statement requires considerable thought and effort. That effort is rewarded when the strategy and plan seem to flow effortlessly from that one key sentence.
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Brand positioning is defined as the conceptual place you want to own in the target consumer’s mind. The benefits you want them to think of when they think of your brand.  An effective brand positioning strategy will maximize customer relevancy and competitive distinctiveness, in maximizing brand value.
In defining a brand’s positioning, it’s useful to think of the following four key components of a positioning statement:
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A positioning statement is a one articulates your product or service's unique value to your customers in relation to your chief competition. For example, an expensive perfume might use the following as its positioning statement: "The ultimate fragrance for the discerning woman, our perfume delivers a one-of-a-kind floral aroma immediately recognizable as classic and rare." Once the statement is developed, you will use it to see if your marketing strategy and tactics are supportive to the statement. If they are not, develop other tactics that are supportive.
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[bookmark: _GoBack]A well-conceived positioning statement has four components. First, it must define the target audience -- the attitudinal and demographic description of the core group to whom you want to appeal. Second, it must delineate the frame of reference -- the category in which the brand competes. Third, it must point out the benefit, and fourth, it must give the potential consumer a reason to believe the brand will deliver on its promise.
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What is a concise summary of the attitudinal and demographic description of the target group of customers your brand is attempting to appeal to and attract?
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What category is your brand competing in and in what context does your brand have relevance to your customers?
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What is the most compelling (emotional/rational) benefit to your target customers that your brand can own relative to your competition?
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According to the American Marketing Association, a brand is “a name, term, design, symbol, or any other feature that identifies one sellers good or service as distinct from those of other sellers. A brand may identify one item, a family of items, or all items of that seller.” A good brand name will have many dimensions and qualities to it – qualities that are both tangible and intangible. 
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Once you have drafted a positioning statement, it is time to test its strength. Ask yourself if the statement is memorable and focused on the core consumer, whether the picture it produces in your mind is a clear picture of how your brand is different from the competition and whether it's credible and enables the growth of the brand. Finally, put the statement to the acid test. Does it serve as a filter for making decisions about the brand? If you can answer affirmatively, your positioning statement is probably strong.
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Once you have crafted your positioning statement, it is best to leave it alone for a week or so, then come back to it to see if it still passes the evaluation criteria. Often, a week's hiatus will help your mind synthesize the statement. Reviewing the statement then may result in subtle changes that enhance the value of the statement.
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Positioning statements do not have to be set in stone. While there is value in keeping the same statement so that your marketing plan has consistency and a chance to work through time, business environments can change quickly. If competition changes, you might need to change your positioning statement to recognize what that change means for your brand.
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Solving pain is big business.  The better the solution, the more money people will pay. Pain points often revolve around daily pressures, such as family issues, job matters, or time pressures, while others can be more socially oriented.   Any place where people feel uncomfortable, frustrated, or bothered is a way into the market; and, the more urgent and difficult the problem, the better chance you have of selling them a remedy – as long as you can truly deliver one.
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Beloved Brands know who their customer is and who it is not. Everything starts and ends with the Consumer in mind. Spreading your limited resources across an entire population is cost prohibitive–low return on investment and low return on effort. While targeting everyone “just in case” might feel safe at first, it’s actually less safe because you never get to see the full impact. Realizing not everyone can like you is the first step to focusing all your attention on those that can love you. It becomes all about choices and you will be much more effective at convincing a segment of the population to choose your brand because of the assets and promise that you have that match up perfectly to what they want.
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Basically speaking, this is the category in which your brand competes, such as soft drinks, televisions, or laptops. That’s easy enough to understand. Sometimes, however, the market in which you compete is not so clear, for example when your product is competing in less obvious or multiple markets. In the latter case, you have to create points of difference for each market.
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The next decision is the main benefit you want to focus on. Doing a Customer Value Proposition (CVP) helps to organize your thinking as a great tool for bringing the benefits to life.  
· Get all of the consumer insights and need states out.  
· Match them up against the list of the best features the brand offers.  
· Find the rational benefit by putting yourself in the shoes of the consumer and seeing the brand features from their eyes: start asking yourself over and over again “so if I’m the consumer, what do I get from that?” Ask it five times and you’ll see the answers will get richer and richer each time you ask.
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People tend to get stuck when trying to figure out the emotional benefits.  I swear every brand out there thinks it is trusted, reliable and yet likeable. It seems that not only do consumers have a hard time expressing their emotions about a brand, but so do Brand Managers.
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Brands are either better, different or cheaper. Or not around for very long. The key is to find a unique selling proposition for your brand. You don’t always need to find a rational point of difference as long as there is room to be emotionally unique. 
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· Map out everything your consumer wants all the possible need states.
· Then map out all the benefits that you and your competitors can do better than anyone else both functional and emotional zones.
· You want to find that intersecting zone where what you can do best matches up to a need state of the consumer.
· Then find a way to serve that need state to the best of your ability and transform it into an even bigger deal than first meets the eye.
· Avoid the intersecting zone where your competitor is better than you and please avoid that zone where you and your competition foolishly battle in an area that “no one cares” about.

[bookmark: _Toc443477939]Keep It Simple, Focused and Keep It Unique 

At Beloved Brands, we love to see Brand Leaders reach their full potential.  Here are the most popular article “How to” articles.  We can offer specific training programs dedicated to each topic.  Click on any of these most read articles:
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Treat your positioning statement like an internal tool for your company. The positioning statement should encapsulate the primary value of the product or service for the consumer. All your product and marketing decisions for your company brand should align and support your positioning statement. It will act like a roadmap for your company’s marketing team and serve as a guidepost for all your marketing plans.
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· The unfortunate reality is that no marketer has the power to position anything in the customer’s mind, which is the core promise of positioning. The notion that positions are created by marketers has to die. Each customer has their own idea of what you are.
· Positioning is not something you do, but rather, is the result of your customer’s perception of what you do. Positioning is not something we can create in a vacuum—the act of positioning is a co-authored experience with the customers.
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To position your brand in your customer’s mind, you must start from within your business. Every member of your organization that touches the customer has to be the perfect expression of your position. And, since everyone touches the customer in some way, everyone should be the best expression of your position.
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Once you establish your point of difference, then you have to give your target audience a reason to believe in your product.  In marketing jargon, a reason to believe is also called “brand proof points” or “support”. Here is where the old saying, “Put your money where your mouth is” comes in.
You cannot rely on faith-based marketing strategies. Ask yourself, “What is the most convincing evidence you can provide that your brand can deliver on its key promises or benefits
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Find out why designing a company logo to be professional looking can help your business succeed – and what you can do to make sure that important first impression is a good one.
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