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Brand Positioning

= Positioning sets a brand apart from its competition. It forms the basis for
communicating o a particular audience at a particular time. Most brands will
use a series of positionings over time to move toward their vision.
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Brand Positioning

1. Targetanalysis
2. Competitors analysis

3. Selfanalysis

Brand Personality

Brand Identity

Brand Elements
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Brand Names
Brand Logos and
Brand Symbols
Brand Slogans
Brand Characters
Brand Colors
Brand Fonts

Brand Image

1) Communication Tools
2) Collateral Materials

consumers
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The four elements of a Brand Positioning Statement

To
(Target)

Your brand is the
(Category)

That is the
(Benefit)

That's because
(Support Points)

Who is in the consumer target? What slice of the o
population will be the most motivated to buy what you do?

Where do you play? What is the frame of reference
that helps to define the space in the marketplace that
you compete in?

Where do you win? What is the promise you will make
to the consumer target, thinking about the main benefit
(rational/emotional) you are promising to deliver?

Why should they believe us? What support points.
help to back up the main benefit? o

beloved
brands

We make brands stronger.
We make brand leadors smarter.
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FIRST

Differentiate from your competitors with a compelling brand story

Naming, taglines, positioning, personality
THIRD

Understand where your brand sits on the market

FOURTH

Leverage brand image to attract new customers
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BUSINESS NEEDS SOLUTIONS

(" Insight into the market, customer or competitve ) ( \

environment. .

« Roll-out the brand across key internal and external R

touchpoints. « Strategy
« Design

« Develop a unique value proposition or brand strategy.
« Design an identity that expresses the essence of the

__ business”ison o trategy. )
) ( \

« Brand Rollout

« Bring the brand alive in the marketplace

« Engage with customers and other stakeholders across * Creative
various media channels. * Media

« Build and/ or enhance relationships with and « Public Relations and Events
reputation among stakeholders. « Digital

« Deliver the brand across new media channels.

J N Y/

* Brand Valuation

« Intellectual Property

« Brand Training and Engagement
* Corporate Identity Standards

| —

« Measure the impact of a brand on the bottomine.

« Protect the businesses’ valuable intellectual property
assets.

« Enable stakeholders to deliver the brand consistenty.

« Inspire and empower stakeholders to understand and
champion the brand.

N J





