POSITIONING

STRATEGY




POSITIONING

m Creating a unique and distinctive
iImage for a brand relative to the
competition

m Brand should be perceived as
different from competitors by
consumers
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"
EFFECTIVE POSITIONING

m Meaningful to consumers
m Credible/believable

m Unique to your brand

m Durable over time
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"
FOCUS OF POSITIONING

m Attributes and benefits of the product
m Competition

m Product user

m Product use or application

m Product class

m Cultural symbols
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Jet Blue Airways

THIRTY YEARS AFTER LANDING ON THE MOON.

SOMEONE FINALLY PUTS SATELLITE TV
ON AN AIRPLANE.

HELLLLLLLOOOOOOO00O?

Focus on the benefits
of Jet Blue

jeiBlue

1.800. jetblue jetblue.com : AIRWAYS
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Sourca: Courtesy of JelBlue Almways and The Ad Store



'q/lini Cooper

Focus on the Competition
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Soures: Courtesy of MINI LS



Our brew

Charlie

Brewar

Alaskan Brewing Company

Snowshoes the Juneau

1cefiald

Gcared brown bear
from brewery

L] i ¥F &
Alaskan vegetarian,

only eats wild game

]'.h:'h"u ad oo tour for

Drinks Alaskan Winter Ale

Bandoraftad in Junesau, Alaska

AlasFAn baar, Com

Focus on User



Qur ¢ Our brew

Linda
General Manager

Alagkan Brewing Company
{ 5 b |

Climbed Mount Kiliman{aro

Former state baton

champion

Lived in a Guatemalan

convent

Woerks out to soundtrack

f "The Full !-'.l:ll';l'z-'“

Drinks Alaskan Winter Ale
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Las Vegas Convention and Visitors Authority

BE ANYONE IN LAS VEGAS \\ st

In a place where you can be anyone, how will you introduce yourseli?

Ba anyona you want in Vegas. Select tha attnibutes of the dantity vou wanl, &8 swall 82 vour name and hometown
Wa will genarate a profession for you based on your ssbections and give you everything you nesd 1o back up your
story. Stan craating your nevw Vagas ldentity below:

STEP 01: BUILD YOUR CHARACTER PROFESSION STEP 02: SELECT YOUR NAME STEP 03: SELECT YOUR ORIGIN

- -

] ‘!" —

E =3 OR ENTER YOUR OWN: OR ENTER YOUR DWN:

- IMAXIMUM OF 15 CHARACTERS [MAXIMUM OF 15 CHARACTERS)

SMOOTHNESS STYLE BRAVERY ATTITUDE SMARTS
MALE FEMALE

MEED HELP? » m ONCE FINISHED: V oY)

CREATE YOUR IDENTITY

Focus on the Experience/Use — You can be Anyone
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Lever Brothers (Snuggle)




Brand Positioning

Points-of-difference — unique brand values
m Desirable
= Deliverable

Points-of-parity — shared brand values
m Necessary
m Competitive
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mSONANCE PYRAMID

Stages of Brand
Development

4. RELATIONSHIPS =
What about you & me?

3. RESPONSE =
What about you?

2. MEANING =
What are you?

1. IDENTITY =
Who are you?

RESONANCE

Branding Objective at
Each Stage

INTENSE,

ACTIVE LOYALTY

T

POSITIVE,
ACCESSIBLE
JUDGMENTS FEELINGS REACTIONS
POINTS-OF-PARITY
PERFORMANCE IMAGERY & DIFFERENCE

SALIENCE

DEEP, BROAD
BRAND
AWARENESS




m Resonance

Whether customers feel that they are “In
synch” with the brand

m Intensity of psychological bond that customers
have with the brand
m Level of activity engendered by this loyalty

Repeat purchase rates
Seeking out brand information or other loyal customers



m Salience

Depth of brand awareness
= Recognition and recall

m Performance

What the brand does to meet customers' more
functional needs

m I[magery

How people think about a brand abstractly rather
than what they think the brand physically does

m Type of user

= Brand personality

m History & heritage

m EXxperiences
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Mini Cooper

Focus on Performance

MINI.CA

VIRAGES
EXTREMES

Three snowmen and a life-sized MiNI| were stuck to this billboard
to demonstrate how the MINI handles in winter.



Apple 1IPod

Imagery



m Judgments

Consumers overall brand evaluations

= How consumers combine performance and
Imagery associations to form different kinds of
brand opinions

m Feelings

Consumers emotional responses and
reactions to the brand

= Can be mild or intense, positive or negative



Focus on main benefit relative to the
competition: “Highlander has what
typical SUVs don't — A 4-wheel
independent MacPherson Strut
suspension for a nice, comfortable ride.”

IT'S NATURE'S WAY T0 BE ROUSH 17 0UR WAY TO BE SHODTH HIGHLAKDER HAS WHAT _ |
TYPICAL SUVS DOR'T — K 4-WHEEL INDEPENDENT MACPRERSEN STRUT SUSPENSION FOR. | .
ANICE COMFDRTABLE RIDE. BASICALLY, THERE ARE ND ROUGH ROADS IN & HIGHLANDER. ] GET THE FEELINE. TOYOTA.

TR Tyl ety el DR b Bapily I Ba b Y -
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m Toyota Matrix m Pontiac Vibe
Anticipated age: 28.8 Anticipated age: 30.2
Actual age of buyers: Actual age of buyers:
42.7 48.2

= Honda Element = Dodge Neon
Anticipated age: 28.6 Anticipated age: 22.7
Actual age of buyers: Actual age: 39.2

44. 7



http://images.google.com/imgres?imgurl=http://www.allautoreviews.com/auto_reviews/toyota/photos/toyota-matrix2.jpg&imgrefurl=http://www.allautoreviews.com/auto_reviews/toyota/toyota-matrix.htm&h=315&w=500&sz=25&tbnid=39wb9jN6SIgJ:&tbnh=80&tbnw=127&prev=/images%3Fq%3Dtoyota%2Bmatrix%26hl%3Den%26lr%3D&oi=imagesr&start=2
http://images.google.com/imgres?imgurl=http://www.allautoreviews.com/auto_reviews/toyota/photos/toyota-matrix2.jpg&imgrefurl=http://www.allautoreviews.com/auto_reviews/toyota/toyota-matrix.htm&h=315&w=500&sz=25&tbnid=39wb9jN6SIgJ:&tbnh=80&tbnw=127&prev=/images%3Fq%3Dtoyota%2Bmatrix%26hl%3Den%26lr%3D&oi=imagesr&start=2
http://www.automotive.com/2005/12/toyota/matrix/photos/misc.html
http://images.google.com/imgres?imgurl=http://www.tomstrongman.com/RoadTests/PontiacVibe/Images/RightFront.jpg&imgrefurl=http://www.tomstrongman.com/RoadTests/PontiacVibe/Index.htm&h=400&w=600&sz=38&tbnid=28oJ2PD5lOwJ:&tbnh=88&tbnw=132&prev=/images%3Fq%3Dpontiac%2Bvibe%26hl%3Den%26lr%3D&oi=imagesr&start=1
http://images.google.com/imgres?imgurl=http://www.auto-sfondi-desktop.com/Wallpapers_Honda_/Honda-Element/Honda-Element-08/Honda-Element-08_1024.jpg&imgrefurl=http://www.auto-sfondi-desktop.com/galleria-28.htm&h=768&w=1024&sz=119&tbnid=QMMEI_k2ccMJ:&tbnh=112&tbnw=149&prev=/images%3Fq%3Dhonda%2Belement%26hl%3Den%26lr%3D&oi=imagesr&start=1
http://images.google.com/imgres?imgurl=http://www.edmunds.com/media/2003/naias/honda.element.studio.e/honda.element.f34.500.jpg&imgrefurl=http://www.edmunds.com/news/autoshows/articles/83142/page005.html&h=315&w=500&sz=30&tbnid=I_py_ud0XGAJ:&tbnh=80&tbnw=127&prev=/images%3Fq%3Dhonda%2Belement%26hl%3Den%26lr%3D&oi=imagesr&start=3
http://images.google.com/imgres?imgurl=http://www.fantasycars.com/sedans/mercedes/dodge_neonsrt1.jpg&imgrefurl=http://www.fantasycars.com/sedans/html/srt4.html&h=647&w=800&sz=73&tbnid=cczcGJpkwOQJ:&tbnh=114&tbnw=141&prev=/images%3Fq%3Ddodge%2Bneon%26hl%3Den%26lr%3D&oi=imagesr&start=1
http://images.google.com/imgres?imgurl=http://www.fantasycars.com/sedans/mercedes/dodge_neonsrt1.jpg&imgrefurl=http://www.fantasycars.com/sedans/html/srt4.html&h=647&w=800&sz=73&tbnid=cczcGJpkwOQJ:&tbnh=114&tbnw=141&prev=/images%3Fq%3Ddodge%2Bneon%26hl%3Den%26lr%3D&oi=imagesr&start=1
http://images.google.com/imgres?imgurl=http://www.qssx.com/neonhi1.jpg&imgrefurl=http://www.qssx.com/neon2.htm&h=606&w=972&sz=142&tbnid=wZVpnT383qIJ:&tbnh=92&tbnw=148&prev=/images%3Fq%3Ddodge%2Bneon%26hl%3Den%26lr%3D&oi=imagesr&start=2
http://www.automotive.com/2005/12/dodge/neon/photos/misc.html
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THIS KIND OF JOINT CAN HELP PREVENT
MARLIUANA USE BY YOUR KIDS.

Farents who get involved in their children's activities raise kids who are less fikely fo use drugs.
Get the book on raising a drug-free kid. Call 1800 T68-2800.

The Anti-Drug.

Message: Parents who spend time
with their kids by taking them
places like this can help prevent
drug use



"
Partnership for a Drug Free America

“Parents: The Anti-Drug”
campaign (encourages
parents to talk to their kids
about the dangers of drugs)
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STEPS IN POSITIONING

m [dentify competitors

m Determine most important
attributes consumers use In
choosing a brand

m Determine consumers’
perceptions of competitors



POSITIONING STEPS (CONT.)

m Determine perceptions of your
brand

m\What Is the ideal brand for your
market segments?

m Assess best positioning strategy
m Track image of brand over time



"
PERCEPTUAL MAPPING

m Ask consumers what their top criteria are
INn choosing a product (desired attributes)

m Which brands would they consider?
(choice alternatives)

m How are these brands perceived on the
desired attributes?
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Outback vs: Grand Cherokee
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