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Market Positioning refers to the process of
establishing and maintaining a distinctive
place for a product, brand, or service in the
minds of target customers. It’s about how a
company wants its offering to be perceived
relative to competitors.



Key Elements of Market Positioning =i,

Target Market: The specific group of customers the brand aims to
serve.

Unique Value Proposition (UVP): The distinct benefit that
differentiates the product from competitors.

Competitive Advantage: The attributes or features that make the
product superior or unique.

Positioning Statement: A concise description that communicates
the brand’s position to the market.

Example format:

For [target audience], [brand/product] is the [category] that [unique
benefit], because [reason to believe].

Example:

For busy professionals, Starbucks is the premium coffee brand that
provides a consistent, comforting experience—because it offers
high-quality coffee in a welcoming environment worldwide.
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Types of Positioning Strategies

Price-Based Positioning: Competing on being the
affordable or offering best value (e.g., Walmart, Ryanair).
Quality-Based Positioning: Emphasizing superior quality or
luxury (e.g., Rolex, Mercedes-Benz).
Use/Application-Based Positioning: Highlighting specific
uses (e.g., Gatorade for athletes).

Competitor-Based Positioning: Defining the brand relative
to a competitor (e.g., Pepsi vs. Coke).

Benefit Positioning: Focusing on a unique benefit or
outcome (e.g., Colgate for cavity protection).

Lifestyle or Emotional Positioning: Connecting with a
desired identity or emotion (e.g., Nike — “Just Do It”).
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Steps in Market Positioning

|dentify Target Market.

Analyze Competitors and Market Gaps.

Determine Unique Value Proposition.

Develop a Positioning Statement.

Communicate Position through Marketing Mix (4Ps).
Monitor and Adjust as Needed.



