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Brand positioning & differentiation 
 

Once you’ve developed your brand name and logo, how do you make it 

work for your business? You have to “get the word out there” and create an 

image around your brand, tailored to the target market. At this stage, brand 

positioning, differentiation and effective communication to consumers are 

crucial. 

 

1. Positioning a brand 

 

Brand positioning is designing the brand’s offering and image to occupy a 

distinctive place in the minds of the target market. It is creating a convincing 

reason why the target market should buy the product.  

 

To be able to position your brand, you have to: 

 Know your value proposition, the brand’s unique promise to consumers. 

 Know your consumers, understand their purchasing and buying 

behaviour, and how to communicate to them. 

 Know your competitors, either direct brand competitors or close 

substitutes, and determine your competitive advantage. 

 

2. Determining your competitive advantage 

 

Competitive Advantage is a company’s ability to perform in one or more 

ways that competitors can’t or won’t match. You can turn those competitive 

advantages into “customer advantages”. To determine your competitive 

advantage, you first need to analyze your competitors:  

 

 Competitor’s market share, brand equity and brand loyalty 

 Competitor’s objectives, strategies, strengths & weaknesses  

 Competitor reaction patterns, to help you determine which 

competitors you want to attack or avoid, and to which degree. 
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Once you know more about your competitors, you can identify the Points of 

Parity (those associations that may be shared with other brands) and, more 

importantly, the Points of Difference: the attributes or benefits that consumers 

strongly associate with a brand, positively evaluate, and believe they 

couldn’t find to the same extent with a competing brand. They can be based 

on your product’s form, features, customization, performance or quality, 

durability, reliability, repairability, style or design.  

 

After careful study of your competition, you’ll have to decide which and how 

many Points of Difference to promote. Your choice will depend on the 

Competitive Marketing Strategy that you choose: the strategy to position the 

brand against competitors, with the aim of giving the brand the strongest 

possible strategic advantage. You may want the brand to become: 

 

A. Market Leader: the brand in an industry with the largest market share, a 

leader in price changes, new product introductions, distribution scope, 

promotional spending. 

B. Market Challenger: a runner-up brand fighting to increase market share 

and to become the market leader 

C. Market Follower: a runner–up brand growing market share without 

aiming at becoming market leader. 

D. Market Nicher: a brand that serves small/special segments of the 

market that the other brands ignore or overlook. 

 

At this stage, you’ll be able to determine the Value Proposition: the total 

positioning of a brand – the full, combined mix of benefits upon which it is 

positioned. Now it’s time to go back to your consumers.  

 

3. Customer behavior & communication 

 

Buying behavior of customers is influenced by a number of factors, such as 

 Cultural factors: culture, sub culture, social class, 

 Social: groups, family, role, status, 

 Personal: age, occupation, economic situation, lifestyle, personality, 

 Psychological: motivation, perception, learning, beliefs and attitudes. 

 

Effective communication is targeted communication that keeps these factors 

in mind and creates the right Promotion Mix: a blend of communication tools 

to effectively communicate your brand’s customer value and helps you to 

build customer relationships. This includes advertising, PR, direct marketing 

and interactive communication. 

 

Nowadays, direct and interactive communication are getting more 

important, next to mass communication. You can also position your brand 

making use of social media such as FaceBook, Twitter, YouTube, Linkedin and 

Google Plus. 


