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Brand Positioning Definition 

A Brand Position is the part of your Brand Equity that should 
be actively (and consistently) communicated to the target 
audience and that demonstrates an advantage over 
competing brands.                                                                                                                              
       - David Aaker, author                                                                                                                                
        Building Strong Brands  

Or More Simply Put: 

Brand Positioning is how the organization wants the target 
consumers to think and feel about the brand.  
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The Benefits of Strong Branding 

Organizations that focus on developing and nurturing their 
brand over time reap the rewards.  The benefits of having a 
strong, identifiable brand are: 

1. Differentiation:  The key drivers of the brand help separate you 

from the competition 

2. Consistency:  The brand promise stays the same so that 

stakeholders know what to expect from your organization 

3. Clarity:  Your stakeholders easily understand what your brand is… 

and just as importantly, what your brand is not 

4. Ownability:  A strong brand cannot be copied; imitators are 

considered just that, a distant second to the authentic original 
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The Benefits of Strong Branding 

5. Enduring:  A strong brand can remain relevant despite a changing 

marketplace by evolving in a direction consistent with its brand equity 
and in a manner that makes sense to the community. 

6. Loyalty and Trust:  Strong brands are awarded loyalty and trust 

because they develop an emotional relationship with their stakeholders 
rather than just a transactional relationship.   

7. Commitment: By delivering emotional benefits, in addition to lower 

order functional benefits, a brand can create an enduring and emotionally 
satisfying experience for its users.    

8. Price Elasticity:  Users choose your brand based on its value…not 

based on price or fees. 
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Brand Positioning Template 

NorthStar Strategies uses a fairly simple approach that answers six 
questions. The answers should be unique for each brand. 

This Brand Positioning Template is appealing because of its simplicity. 

It forces the organization to make a concise statement about itself.   
 

          Who are You?             Your brand name 

          What business are you in?            Scope of business 

          What people do you serve?           Target audience 

          What are their special needs?          Needs 

          With whom do you compete?         Frame of reference 

          What makes you different?          Point of difference  

            Source: Selling the Invisible by Harry Beckwith 
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Brand Positioning Examples 

We have chosen two different industries with two examples 
in each to illustrate the use of the Brand Positioning 
Template.   

Although the examples in each set are in the same industry, 
the brand positioning statements are distinctly different.  

The Automobile brands profiled are:  

 Volvo and Corvette   

The Hotel brands profiled are: 

 Ritz Carlton and Motel 6  
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Who are you? Volvo 

What business are you in? premium, imported cars are trucks are 

What people do you serve? for safety-conscious drivers 

What are their special needs? who consider their purchase a long-term 

investment and therefore seek good value. 

With whom are you competing? Unlike other transportation manufacturers, 

What makes you different? Volvo engineers and builds cars and trucks that are  

on the forefront in quality workmanship and safety 

technology, while conscious of global resources 

and the environment. 

Brand Positioning Example 
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Who are you? Corvette 

What business are you in? high-performance sports cars are 

What people do you serve? for discerning sports car enthusiasts 

What are their special needs? who are looking for a fun, hassle-free high-

performance care that says something about how 

sporty and virile they are. 

With whom are you competing? Unlike other sports car manufacturers (particularly 

European companies), 

What makes you different? Corvette builds reliable American-made machines 

and services them through GM dealers, so the 

quality is predictable and the servicing is both 

accessible and affordable. 

Brand Positioning Example 
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Brand Positioning Example 

© 2009 NorthStar Strategies 

Who are you? Ritz-Carlton 

What business are you in? premier luxury hotels and resorts are 

What people do you serve? for people accustomed to the finest facilities 

and personal service 

What are their special needs? who are looking for a hospitality experience that 

enlivens the senses, instills well-being, and fulfills 

even their unexpressed wishes and needs. 

With whom are you competing? Unlike other luxury resorts and destinations, 

What makes you different? Ritz-Carlton provides anticipatory, personalized 

service, where Ladies and Gentlemen serve Ladies 

and Gentlemen. 
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Brand Positioning Example 

Who are you? Motel 6 

What business are you in? national chain of highway-accessible motels are 

What people do you serve? for working people and middle-class travelers 

What are their special needs? who are looking for a safe, clean, simple, 

inexpensive and predictable place to spend the 

night and then quickly get back on the road. 

With whom are you competing? Unlike other motel chains, 

What makes you different? Motel 6’s folksy approach puts regular, down-

home people like me and my family at ease. They 

understand and cater to our needs comfortably. 

© 2009 NorthStar Strategies 
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Brand Positioning Examples 

 

 

You can see from these examples how important it is to spell 
out your brand’s differences so that the brand positioning 
statement separates your brand from the competition. 
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Developing Your Brand Positioning 

Now you are ready to define your brand’s positioning.  

When answering these six questions:  Be honest.  Be 
realistic.  Be specific. It is suggested that you create several 
drafts.  Be sure to include as many people in the  
organization as you can during the process (especially top 
management), either to help construct or to provide 
feedback. 

Remember, this positioning is an internal document. It will 
ultimately be used to guide creative strategy and copy 
development. It is not meant to be used directly with 
consumers. Avoid over-used slogans and catchy phrases. 
This content must differentiate you from the competition. 



13 

Evaluating your  
Brand Positioning Statement 

   
  
After you have written several brand positioning drafts 
and have gotten input from those who know your brand 
well, there is one final step to be sure your brand 
positioning will be effective.   
 
Use the following 10 point checklist  to evaluate your 
brand positioning statement. 
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Checklist for Effectiveness 
The Brand Positioning Statement… Yes No 

1.  Is inspiring     

2.  Is exciting     

3.  Is clear     

4.  Is engaging     

5.  Speaks to the brand’s target audience     

6.  Is consistent with the organization’s vision and purpose     

7.  Reflects the organization's passions and values     

8.  Makes the organization feel proud     

9.  Feels familiar and comfortable for the brand     

10.  Rings true and feels genuine 
Source:  Adapted from Career Distinction by William Arruda and Kirsten Dixson 

You should have checked at least 7 out of 10 attributes. If you 
have not, then you need to keep working.  If you have checked 
No to one or several, you might also consider ways to rewrite 
the positioning statement. 


