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Developing and Establishing a Brand Positioning

All marketing strategy is built on segmentation,

targeting, and positioning. A company discovers

different needs and groups of consumers in the

marketplace, targets those it can satisfy in a superior

way, and then positions its offerings so the target

market recognizes its distinctive offerings.

By building customer advantages, companies can

deliver high customer value and satisfaction, which

lead to high repeat purchases and ultimately to high

company profitability



Understanding Positioning and Value 
Propositions

Positioning is the act of designing a company’s

offering and image to occupy a distinctive place in the

minds of the target market.2 The goal is to locate the

brand in the minds of consumers to maximize the

potential benefit to the firm. A good brand positioning

helps guide marketing strategy by clarifying the

brand’s essence, identifying the goals it helps

consumers achieve, and showing how it does so in a

unique way.



Choosing a Competitive Frame of Reference

The competitive frame of reference defines which

other brands a brand competes with and which

should thus be the focus of competitive analysis. A

good starting point in defining a competitive frame of

reference for brand positioning is category

membership, the products or sets of products with

which a brand competes and that function as close

substitutes.





Emotional Branding

Many marketing experts believe a brand positioning

should have both rational and emotional components.

In other words, it should contain points-of-difference

and points-of-parity that appeal to both the head and

the heart



Brand Mantras

A brand mantra is a three- to five-word articulation of

the brand’s heart and soul, closely related to other

branding concepts like “brand essence” and “core

brand promise.” Brand mantras must economically

communicate what the brand is and what it is not.

What makes a good brand mantra? McDonald’s

“Food, Folks, and Fun” captures its brand essence

and core brand promise



Establishing a Brand Positioning



Alternative Approaches to Positioning

Some marketers have proposed other, less-structured

approaches in recent years that offer provocative

ideas on how to position a brand.

These include brand narratives, storytelling, and

cultural branding.



Positioning and Branding for a Small Business





Expanding Total Market Demand

A company can search for new users among three

groups: those who might use it but do not (market-

penetration strategy), those who have never used it

(new-market segment strategy), or those who live

elsewhere (geographical-expansion strategy).



Protecting Market Share

While trying to expand total market size, the dominant

firm must actively defend its current business: Boeing

against Airbus, and Google against Microsoft. How

can the leader do so?

The most constructive response is continuous

innovation



Other Competitive Strategies

Firms that are not industry leaders are often called

runner-up or trailing firms. Some, such as PepsiCo

and Ford, are quite large in their own right. These

firms can either attack the leader and other

competitors in an aggressive bid for further market

share as market challengers, or they can choose to

not “rock the boat” as market followers.









REFLEKSI 

• Informasi penting hari ini

• Manfaat penting dari informasi penting hari ini

• Tindak lanjut yang dapat saudara lakukan



Any Questions?

Thank You! 




