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Brand	positioning	is	so	much	more	than	how	well	your	logo	stands	from	other	companies.	It’s	how	your	brand’s	vision,	product,	and	identity	are	strategically	positioned	in	a	market	saturated	with	other	companies.	And,	more	importantly,	it’s	what	you’re	known	for	in	your	customer’s	mind.	Your	audience	ultimately	decides	where	you	sit	compared	to
your	competitors.	If	you	want	your	customers	to	think	of	you	first	when	they’re	ready	to	buy,	you	have	to	position	your	brand	with	a	clear,	strategic	foundation.	For	example,	many	people	automatically	think	of	Warby	Parker	when	looking	to	buy	glasses	online.	We’ll	take	a	closer	look	at	what	they	did	to	create	their	unique	brand	position	later	in	this
article.	But	first,	let’s	get	a	little	more	specific	about	what	brand	positioning	actually	is,	the	advantages	of	doing	it	well,	and	outline	a	simple	brand	positioning	framework	to	help	you	get	started.	What	is	brand	positioning?	Brand	positioning	is	the	space	your	brand	and	products	hold	in	the	market	and	in	the	minds	of	your	customers.	To	say	it	in
another	way,	Phillip	Kotler,	marketing	author	and	professor,	defined	brand	position	as	“the	act	of	designing	the	company’s	offering	and	image	to	occupy	a	distinctive	place	in	the	mind	of	the	target	market.”	What	do	you	want	your	customers	to	think	of	when	they	hear	your	company’s	name	or	see	your	logo?	For	example,	you	may	want	to	be	known	as
“the	go-to	brand	for	high-end	electric	trucks.”	Easy	to	say,	hard	to	do.	To	make	that	simple	statement	into	a	reality,	you’ll	need	a	clear	strategic	approach,	a	playbook	of	tactics,	and	to	present	your	brand	consistently	across	all	channels	to	get	the	advantages	of	brand	positioning.	Advantages	of	brand	positioning	A	unique	and	memorable	brand	position
comes	with	a	long	list	of	advantages.	At	the	top	is	the	reward	of	being	the	company	people	think	of	first	when	they	want	to	buy	the	product	you	sell.	That	often	takes	years,	even	decades,	or	the	creation	of	a	whole	new	market	(think	of	brands	like	Coke,	McDonald’s,	and	Tesla).	Even	if	you	can’t	achieve	that	top	spot	you	can	still	reap	the	rewards	of	a
strong	brand	position.	People	think	of	your	brand	first	when	they	are	ready	to	buy	Clear	differentiation	from	the	competition	Strengthened	connection	with	your	audience	Better	understanding	of	your	customers’	challenges		Higher	relevance	in	conversations	about	your	market	Customers	feel	good	about	paying	your	higher	price	point	Faster	internal
decision	making	around	branding	and	product	mix	—	now	you	have	a	clear	understanding	of	who	you	are	and	what	you	sell	What	is	an	example	of	brand	positioning?	When	you	think	about	ordering	high-quality	glasses	online,	who	do	you	think	of?	There’s	a	high	probability	Warby	Parker	rings	a	loud	bell.	Even	if	you	didn’t	know	what	they	sell,	you	still
likely	recognize	the	name.	That’s	a	strong	brand	position	and	they	created	it	by	creating	a	customer	experience	no	one	else	thought	was	possible.	People	wanted	to	buy	glasses	online,	but	they	needed	to	try	them	on	first.	Warby	Parker	figured	out	how	to	solve	that	problem	and	it	made	them	one	of	the	most	well-known	US	e-commerce	brands.	Can	you
even	think	of	a	Warby	Parker	competitor?	Pair	Eyewear,	Fedon,	and	Lenskart	are	the	big	ones.	Ever	heard	of	them?	Chances	are	you	haven’t.	Warby	Parker	created	such	a	successful	brand	that	the	general	public	doesn’t	even	know	the	names	of	most	of	their	top	competitors.	Now,	your	company	isn’t	likely	to	earn	this	strong	of	a	brand	position,	but
that	doesn’t	mean	you	shouldn’t	get	to	work	and	create	a	clear	brand	positioning	framework.		Brand	positioning	framework	—	what	you	need	Brand	positioning	strategies	come	in	all	shapes	and	sizes.	If	you	work	with	an	agency,	you’ll	likely	end	up	with	a	nicely	finished	brand	position	book	with	Venn	diagram	images	showing	your	brand	amongst	your
competitors.	But	you	don’t	need	to	invest	in	an	agency	to	create	your	own	brand	positioning	strategy.	Start	by	thinking	about	where	you	want	to	focus.	Is	your	brand	position	going	to	be	based	on	customer	service,	price,	quality,	convenience,	or	some	new	experience	or	product?	Walk	through	the	following	steps	to	create	a	simple	brand	positioning
framework.	1.	Competitor	identification	and	research	Who	are	your	competitors?	You	know,	the	same	companies	that	you	talk	about	in	meeting	rooms.	Which	one	created	the	customer	experience	you	had	on	your	roadmap	before	you	got	to	it?	Who	are	the	brands	that	customers	turn	to	when	you’re	out	of	stock?	Go	research	them.		Identify	five	of	your
immediate	competitors.	What	problems	do	they	solve?	What	do	they	do	better	than	you?	Worse?	Take	a	look	at	their	visual	brand,	their	website,	and	their	mobile	experience.	Make	notes	about	what	they’re	doing	well	and	what	you	think	they’re	missing.	Pay	particular	attention	to	the	price	of	their	product,	their	customer	service	experience,	the	quality
of	their	product	or	service,	and	the	convenience	they	provide	to	buyers.	2.	Competitive	differentiation	—	what	makes	your	brand	unique?	Now	that	you	have	your	five	main	competitors	identified	and	researched,	direct	a	critical	eye	to	your	own	brand.	Identify	your	strengths	and	weaknesses	in	all	of	the	areas	you	outlined	for	your	competitors.	Put	your
company	profile	side	by	side	with	them	and	see	what	makes	your	brand	unique.		Is	it	the	sizing	info	you	offer	on	your	website?	The	customer	service	and	return	policy?	The	mobile	experience?	Your	product	content?	Your	target	price?	Define	what	sets	you	apart	and	use	these	findings	as	the	foundation	to	craft	your	brand	positioning	statement.		3.
Brand	positioning	statement	Take	what	makes	your	brand	unique	and	compress	it	into	a	single	paragraph	that	describes	your	brand	position.	This	will	take	some	rounds	of	work	and	lots	of	winnowing.	Here’s	an	example	from	Coca-Cola:	“For	individuals	looking	for	high-quality	beverages,	Coca-Cola	offers	a	wide	range	of	the	most	refreshing	options	—
each	creates	a	positive	experience	for	customers	when	they	enjoy	a	Coca-Cola	brand	drink.	Unlike	other	beverage	options,	Coca-Cola	products	inspire	happiness	and	make	a	positive	difference	in	customers'	lives,	and	the	brand	is	intensely	focused	on	the	needs	of	consumers	and	customers.”	From	that,	it’s	clear	what	Coca-Cola	sells,	who	they	sell	to,
and	what	they	want	to	inspire	in	their	customer’s	lives.	Once	you	refine	your	own	brand	positioning	statement,	the	next	step	is	to	get	clear	about	the	brand	elements	that	can	help	you	define	your	position	in	the	market.		4.	Brand	elements	that	reflect	your	unique	selling	proposition	(USP)	With	a	strong	brand	positioning	statement,	it’s	time	to	get	clear
about	which	brand	elements	can	help	you	position	your	company	and	products	where	you	want	them.	Does	your	tagline	line	up	with	your	positioning	statement?	Is	your	logo	really	communicating	that	you	sell	high-end	products?	Here	are	some	of	the	main	elements	you	need	to	clarify	and	communicate	your	brand	positioning	statement.	Make	sure	all
of	these	reflect	your	brand	position	to	the	best	of	your	ability.	Create	your	brand	positioning	strategy	today	Now	you	know	what	a	brand	positioning	strategy	is,	the	advantages	of	having	one,	and	you’ve	got	a	basic	framework	to	start	creating	your	own.	You	might	have	a	long	way	to	go	until	your	customers	think	of	your	brand	first	when	they	want	to
buy	your	product,	but	don’t	let	that	stop	you	from	getting	started.	Positioning	your	brand	takes	coordination,	consistency,	and	lots	of	content.	And	managing	your	content	so	it	can	be	used	efficiently	requires	the	right	tools.	A	digital	asset	management	(DAM)	solution	helps	support	and	scale	your	brand	management	efforts.		to	see	our	DAM	platform,
the	Widen	Collective®,	in	action.		Topics:	Brand	management	If	you’re	a	marketer	or	an	entrepreneur,	you’ve	probably	heard	about	the	concept	of	brand	positioning.	But	if	you	feel	like	this	concept	remains	too	abstract	and	unclear,	then	this	article	is	for	you!	Today	I’m	going	to	define	the	concept	with	simple	words	and	show	you	how	to	use	it	to
create	a	powerful	brand.	Brand	positioning	–	a	simple	definition:	Brand	positioning	has	been	defined	by	Kotler	as	“the	act	of	designing	the	company’s	offering	and	image	to	occupy	a	distinctive	place	in	the	mind	of	the	target	market”.	In	other	words,	brand	positioning	describes	how	a	brand	is	different	from	its	competitors	and	where,	or	how,	it	sits	in
customers’	minds.	A	brand	positioning	strategy,	therefore,	involves	creating	brand	associations	in	customers’	minds	to	make	them	perceive	the	brand	in	a	specific	way.	Why	is	brand	positioning	important?	By	shaping	consumer	preferences,	brand	positioning	strategies	are	directly	linked	to	consumer	loyalty,	consumer-based	brand	equity,	and	the
willingness	to	purchase	the	brand.	Effective	brand	positioning	can	be	referred	as	the	extent	to	which	a	brand	is	perceived	as	favorable,	different	and	credible	in	consumers’	minds.	How	to	find	a	powerful	brand	positioning	(3	simple	steps)?	Step	1:	In	order	to	create	a	unique	and	successful	positioning	for	your	brand,	you	need	to	analyze	the	following:
Understand	what	your	consumers	want	Understand	what	your	company’s	and	brand	capabilities	are	Understand	how	each	competitor	is	positioning	their	brand	Step	2:	Once	you’ve	done	that,	you	will	need	to	choose	a	positioning	statement	that:	Will	resonate	with	your	consumers	Can	be	delivered	by	your	company	(capabilities)	That	is	different	from
your	competitors	An	easy	way	to	define	a	brand	positioning	statement	is	to	summarize	it	in	three	words.	For	example,	“vegan,	traditional	&	feminine”.	Try	not	to	choose	generic	words	such	as	“quality-products,	unique,	successful”	because	this	is	the	aim	of	every	brand.	Step	3:	The	remaining	challenge	is	to	then	reflect	this	brand	positioning	in
everything	that	you	do	(brand	personality,	packaging	design,	product,	service,	visual	identity	design,	communications,	etc).	Example	A	great	example	of	a	powerful	brand	positioning	is	the	one	of	Australian	Yellow	Tail	Wines.	Their	objective	was	to	enter	the	US	market	and	to	be	perceived	very	differently	from	the	vast	majority	of	wine	brands,	which
all	sell	complicated	products	with	sophisticated	and	hard-to-understand	wine	terminology.	Yellow	Tail	focused	their	positioning	strategy	on	being	perceived	as	“approachable,	easy-to-choose,	and	fun”.	This	is	how	they	achieved	this	brand	positioning:	The	product:	Yellow	Tail	developed	a	wine	that	is	soft	and	sweet	in	taste	and	as	approachable	as	beer
and	ready-to-drink	cocktails.	It	resulted	in	an	easy-drinking	wine	that	did	not	require	years	of	experience	to	develop	an	appreciation	for	it.	The	name:	A	fun	and	adventurous	name	that	represents	the	tail	of	a	Kangaroo	(as	a	reference	to	the	Australian	origins).	The	visual	identity:	Designing	a	fun,	colorful,	and	unintimidating	packaging	design	without
complicated	enological	terms.	The	communication	strategy:	Focusing	their	communication	on	in-store	activities	with	the	brand	ambassador	that	helped	the	product	to	be	perceived	as	approachable	and	funny/down-to-earth	ads.	The	price:	Offering	a	price	of	less	than	$10	to	fit	be	perceived	as	“approachable”	and	being	used	at	every	festive	occasion.
Did	this	article	help	you	understand	the	meaning	of	brand	positioning?	Do	you	know	other	brands	that	excelled	at	finding	a	great	brand	positioning?	References	(academic	sources):		–	Kotler,	P.,	2003.	Marketing	Management.	11th	ed.	Englewoods	Cliffs,	NJ:	Prentice-Hall.	–	Fuchs,	C.	&	Diamantopoulos,	A.,	2010.	Evaluating	the	Effectiveness	of	Brand-
Positioning	Strategies	from	a	Consumer	Perspective.	European	Journal	of	Marketing,	44(11/12),	pp.	1763-1786.
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