Brand Positioning Strategy:

@.?ng Positioning: a leadership decision
on where to compete and what to own

: Three-part logic: set goals,
EIE make choices, manage tradeoffs

Leave able to draft a positioning
statement and map tradeoffs

Clear positioning lifts pricing power,
il preference, and brand equity

A Watch for committee positioning,
copying rivals, and early abandonment




What Positioning Actually Is

Target Competitive Point of Reasons
audience frame difference to believe
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“For [target] , [brand] isthe [frame] that [benefit] because [proof]. ”

Tone

e Positioning: a distinct, valued place in the customer's mind.
e Core components: target, frame of reference, difference, proof, tone.

e Positioning statement is an internal tool: "For [target], [brand] is the
[frame] that [benefit] because [proof].”

@ Not brand identity, value proposition, messaging, mission, or tagline.

» Similarities must be credible; differences must be meaningful.




Setting Positioning Goals

That Link to Business Outcomes s
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Functional

Business
Goals

Outcomes

Growth | Margin | Retention
Category entry | Pricing power

Defensive

@ Tie goals to growth, margin, retention,
category entry, or pricing power

@ Choose goal type: functional, emotional,
social, defensive, or offensive

® Track measurable signals: unarided recall,
consideration, preference, willingness to pay

Positioning

Measurable Signals (KPIs)

Unaided recall

Consideration

o Preference

Willingness to pay

Align teams around one or two north-star
KPls, not scattered dashboards

Match goals to company stage, category
maturity, and enter/defend/reshape stance

Quantify the KPI-to-outcome link with
experiments, not assumptions



Market and Customer Evidence

Audit the category: size,
growth, substitutes,
emerging threats

Map claimed versus
perceived competitor
positions using customer
data

Use demand-side research:
jobs to be done, decision
criteria, win-loss

Separate what customers
say, do, and truly value
under tradeoffs

Size whitespace carefully:

attractive untapped ground
vs. empty space
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Choosing a Position: Category, Difference, and Proof

A CLEARER POSIETFLON LEADS TO S HERONGER PREFERENCE, REGALL, AND GROWH

THE CHOICE SET THE CREDIBLE POSITION

relevant

distinctive
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.4 Dbelievable
target category benefit proof brand )
segment frame ladder points mantra @ deliverable
Q defensible

@ Choice set: target segment, category frame, benefit ladder, proof points, brand mantra
@ Differentiation drives preference and pricing power; distinctiveness drives recall

@ Credible position: relevant, distinctive, believable, deliverable, defensible

@ Category creation is rare and costly; entry or subcategory is faster, lower risk

@ Own the decision at leadership level, not marketing alone



FOCUS

Tradeoffs That Make Positioning Real

STRONGER CHOICES

Every strong position excludes _ OUR POSITION
customers, use cases, channels, -
or price points

Tradeoff types: audience, price,
channel, product scope, tone,
proof, geography, service model

Avoidance signals: everything-
to-everyone language, endless
qualifiers, undifferentiated claims,
mushy middle

Embed tradeoff guardrails in briefs,
roadmaps, pricing logic, enablement,
and creative reviews

WE GAIN

Frame exclusions as strategic
discipline to sales, investors,
and internal skeptics

A SHARPER POSITION BUILDS A STRONGER BUSINESS DISCIPLINE CREATES OPPORTUNITY



Putting Positioning to Work Across the Organization S
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ALIGN ACTIVATE ACCELERATE

Creative
Briefs

Pricing
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Customer
Experience

Translate the positioning
statement into brand architecture,
messaging pillars, and creative
briefs.

Let positioning shape product,
pricing, packaging, channel,
and sales narrative decisions.

Internal rollout: align leadership
1-4 weeks early, train by role,
centralize assets.

External rollout: launch narrative,
category education, comparison
pages, customer proof.

Governance names the position
owner and triggers for review
and tradeoff enforcement.

A STRONGER TOMORROW

TOGETHER



Measuring, Testing, and lterating

Leading Indicators

Build demand and brand strength
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Awareness Consideration CEP Attribute
associations ownership

Lagging Indicators

Translate brand strength into business performance
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Revenue Margin

Test via qualitative research, preference tests, and in-market experiments
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Qualitative Preference
research tests

In-market
experiments

INSIGHTS FUEL PROGRESS
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MEASURE > LEARN IMPROVE

Track leading indicators
(awareness, consideration)
before lagging revenue and margin

Test via qualitative research,
preference tests, and in-market
experiments

Watch brand health: familiarity,
regard, meaningfulness,
uniqueness, loyalty

Diagnose weak results: is the
problem position, message,
media, or product?

Hold or change course based on
sustained evidence, not one quarter

F

STRONGER
BRANDS
BRIGHTER
TOMORROW




Positioning in Action:
Lessons from Brand Cases

Target

» Target: "accessible
premium" drifted into
the mushy middle,
squeezed by Walmart
and Amazon

Tesla & Dell

o Tesla & Dell: high
familiarity, fading
meaningfulness —
pricing power eroded

Allbirds Buffer

« Allbirds: sustainability
claims copied; no moat,
so edge decayed

e Buffer: reframed as
a creator tool, not a
social media manager

Visa, IKEA, Patagonia,
Microsoft, Apple

AN

* Visa, IKEA, Patagonia,
Microsoft, Apple:
consistent positioning,
reinforced everywhere



Common Pitfalls and Tradeoff Discipline

CLEARER CHOICES. A STRONGER BRAND.

Positioning by
committee yields

D consensus slogans,
x & not strategic choices

Abandoning a
position too early
mistakes execution
problems for
strategic failure

: - Tradeoff discipline:

Copying competitor P - e
language makes leaders can say what Z;e:i?gliEZSiItLOOI:'Z‘Sg
the brand the brand will not do b g®

product, pricing,
channel, and culture

interchangeable
and price-driven

SHARPER
POSITIONING

STRONGER
OPPORTUNITIES




Workshop Part 1:
Draft Your Positioning Statement

Draft a one-page statement: target, frame, difference, reason to believe

Define target audience by behavior and value drivers, not demographics

Choose a competitive frame showing what category you replace or complement
State one primary point of difference: credible, relevant, distinctive, hard to copy
Add verifiable proof points from product, sales, or research evidence

-]

®

]

@

POSITIONING STATEMENT WORKSHEET

P Target Frame

@ Point of Difference @ Reason to Believe

Proof Points (Product, Sales, or Research Evidence)




Workshop Part 2: Map Tradeoffs and
Pressure-Test the Position

Map Your Tradeoffs Three Required Exclusions
0@ = :
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Audience Price Channel
Price
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Channel
Product Scope Proof Tone
Substitution Test T g ®
Swap in a competitor's name—does the statement " R
still hold?

Critiqgue peers on credibility, relevance, distinctiveness, defensibility, deliverability
Decision test: does it help you say no to features, segments, partners, campaigns?

Pick one goal, one choice, one tradeoff to test in 90 days



90-Day Activation Plan

CLARITY
FOCUSES
o . . ) PROGRESS
o Activation sequence: audit, align, decide, activate, measure
» Assign one owner, one metric, one review date within 90 days o
_ W
¢ Translate position into messaging framework, creative brief, and sales asset o) '

©

Build tradeoff guardrails for product, pricing, channel, and campaign reviews

e Prepare a leadership narrative on what the position excludes and how success will be judged e

.

ALIGN DECIDE ACTIVATE MEASURE

One review date

"0 _ _ .
~ One owner [I[l[l One metric ithin SO




Key Takeaways and Next Steps

FROM INSIGHT TO IMPACT
N
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Positioning is a set Goals define what Choices define Tradeoffs prove
of deliberate choices, the position must target, frame, the position is real
not a slogan or achieve for business difference, and proof by showing what
workshop output and brand you won't pursue

Next steps: complete the audit, align stakeholders, decide, activate, measure
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Complete Align Decide Activate Measure
the audit stakeholders



PersonWise.

PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A
personwise.ai/t/489c1422/public


https://personwise.ai/t/489c1422/public?entry_surface=public_courseware_pdf

