HOW TO WRITE A POSITIONING STATEMENT
1. Understanding the Purpose of a Positioning Statement
2. Creating a Positioning Statement
3. Sample Positioning Statements
The organization you work for is gearing up to launch a new product or program, or to enter into a new
market. As a member of the marketing team, it’s your job introduce the new product to clients and to
brand the new product. The positioning statement acts as a reference document for any branding
activity you do at your organization for a new product. You can also use the positioning statement to
communicate with the marketing services partners you will work with (advertising agency, designers,
media buying, web marketing, consultants, etc.) to launch the new product.
1. Understanding the Purpose of a Positioning Statement
•
•
•

Captures primary value to customer
Guides internal decisions
Most important for marketing

Treat your positioning statement like an internal tool for your company. The positioning statement
should encapsulate the primary value of the product or service for the consumer. All your product and
marketing decisions for your company brand should align and support your positioning statement. It will
act like a roadmap for your company’s marketing team and serve as a guidepost for all your marketing
plans.
Target Market
•
•
•

Identify target
Write value proposition
Summarize plan to reach target

Identify the target market for the product in the positioning statement. Your positioning statement
should also identify the target market for the product and how you are going to market the product to
that target market.

•

Every product has a “value proposition”, which means how much the product is worth to its
intended consumer. Your positioning statement should be able to communicate the value
proposition of the product and provide a strategy for marketing the product based on its value
proposition.

Final Editing
•
•
•

Easy for average reader
Verifiable claims
Leave room to grow

Go for a simple, memorable, and specific position statement. Your positioning statement should be
written for the average reader and be easy to understand and remember. It should also be written
specifically for your target market and make claims that are within reason. Your brand or company
should be able to deliver on the promises and commitments made in the position statement.
•

•

As well, a good position statement will demonstrate how your company will differentiate from
other companies and competitors. Your company should be able to “own” its position in the
market with this new product, while still being consistent with its existing branding and
marketing plan.
A good position statement will also leave room for your brand or company to grow into its
position in the marketplace. The position statement shouldn’t be a closed statement, and
should be looking to the future growth of your company, as well as any adjustments or changes
that
may
be
made
moving
forward.

2. Creating a positioning statement
Define Target Market
•
•
•

Specific demographic
Note the interest of target
How does target make purchase decisions?

Define your ideal customer, or your target market. Ask yourself what types of businesses or consumers
you want to reach and what their interests are. Consider how your ideal customer or your target market
are influenced and how they make their decisions. Try to be as specific as possible.
•

For example, if you are marketing a new baby product you may target middle-upper class
expectant mothers. If you are marketing a protein supplement for healthy weight gain, you may
target men ages 24-40.

Unique Company Value
•
•

Qualities that set you apart
Proudest Achievements

•

Low price? High quality?

Note the unique value your company offers. What makes your company or brand stand apart from the
other competitors? Think about the services your company offers that you are most proud of or
confident in, and how this provides a certain value for your customers.
•

For example, you may be able to provide the lowest prices for a new baby product, or the
highest quality protein supplements in the market.

Inform the Target Market
•
•
•

Explain how you achieve value
Provide evidence and reviews
Avoid unreasonable claims

Show your company’s value to the customer. Once you’ve identified your target audience, or customer,
as well as your unique value, you need to then provide evidence to back up your claims. You need to get
your customer to believe in your company’s ability to prove its value and follow through on its
marketing promises.
•

•

For example, you may note that your company eliminates costly overhead by only selling the
new baby product online. Or you may note that you have a unique partnership with producers
to sell only the highest quality protein supplements.
It’s important to only claim as much as you can prove or follow through on. Don’t make
exaggerated or unreasonable value claims, such as, “we will match any other price you find
online”, if your company or brand is not willing to actually commit to this claim and follow
through on it.

Put it All Together
“For [target market], the [Brand] is the [PoD] among all [FoR] because [Reason].”
PoD = Point of difference (what sets your brand apart)
FoR = Frame of reference (competitive market segment)
Use a standard template to create your position statement. Most position statements follow the same
template: For [insert Target Market], the [insert Brand] is the [insert Point of Differentiation] among all
[insert Frame of Reference] because [insert Reason to Believe].
•
•

The point of differentiation (POD) should describe how your brand or new product will help your
customers in ways that distinguish you from your competitors.
The frame of reference (FOR) is the category or segment in the market where your company
competes with other companies.

•

The reason to believe should be a compelling phrase that gives your customer a reason to
believe in your claims.

For example, Amazon’s position statement is: For World Wide Web users who enjoy books,
Amazon.com is a retail bookseller that provides instant access to over 1.1 million books. Note that
Amazon identifies its target market, places its brand up front, inserts the market it is operating in, and
notes how it will follow through on its claim.
Another example is Volvo’s position statement: For upscale American families, Volvo is the family
automobile that offers maximum safety. This is a less specific position statement than the Amazon
statement, but it still communicates Volvo’s brand. Volvo notes its target market, inserts its operating
market, and includes how the brand will make consumers believe it’s claim.
Explore Options
•
•
•

Write several possible position statements
Try a long detailed format
Narrow it down to important parts

Create your brand or company position statement. Look at the position statement examples, as well as
the template and create several possible position statements for your company. Say you are trying to
market a new baby toy. Your target market may be middle to upper class expectant mothers, you are
marketing for the baby toys sector, and you feel your product is unique because it is sold exclusively
online at a low price and offers educational value as well as recreational play for mother and child.
•

•

Your initial position statement may be long and detailed. For example: For middle to upper class
expectant mothers, BubbaToy is a baby toy that offers fun and engaging play for mother and
child, at an affordable price point and only available online.
You may then streamline your first try so the statement is concise and clear. For example: For
middle to upper class expectant mothers, BubbaToy is an interactive baby toy that provides
educational value and recreational play for mother and child at an affordable price point.

3. Sample Positioning Statements
Fabulously Healthy is a fitness studio that offers one-on-one personal training and a variety of exercise
classes to adults of all ages and fitness levels in the Brisbane area. We are the only such center in town
that offers “a la carte” options that allow you to build your own fitness program to reach your personal
health and fitness goals.
Jane Joyful is an experienced and empathetic life coach who specializes in helping stay-at-home moms
get ready to rejoin the workforce. Jane will happily offer her services in a number of different ways: in
person, over the phone, or via video web conferencing. This flexibility not offered by the majority of the
life coaches working today.

Good Sums is a CPA firm, based in Windsor, that offers auditing, tax, payroll, and other accounting
services to small businesses in the Windsor area who do not have their own accounting departments.
We offer 24/7 online and telephone support in addition to in-office consulting and strive to become a
member of our clients' team to provide seamless service at all times.

FURTHER ASSISTANCE
For assistance with this workshop exercise please call Paul Ferry on 0418 794 975 or email
paul@cueballcreative.com.au

