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What is a “positioning statement”? 

A tool used by marketers to gain internal 
agreement and clarity around the specific 
value being offered to specific target 
audience segments (personas). 

A solid positioning statement becomes the 
messaging cornerstone of the integrated 
marketing campaign (but, it is not the 
message).  
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Does your company have a positioning 
crisis? 
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Why build a positioning statement?  

  Adds clarity and focus to the value you provide 
customers 

  Acts as a rudder to keep your messaging 
consistent (thereby reducing the chances of 
confusing audiences over time) 

  Provides direction to the marketing team so fewer 
rewrites (of brochures, datasheets, etc) are needed 

Think of the positioning statement as “what prospects say about you after you leave 
the room”. What’s the one thing you want them to remember? If you can’t craft a 

focused positioning statement, your prospects and customers will infer one for you, 
and you may not like what they come up with. Be proactive. Take the time to create 

one, and use it to guide your messaging. 
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Positioning Statement Format 

To:                                                                    

                                                                         is the one 

                                                                         that 

                                                                        unlike 

       . 

(One Target/Persona Type) 

(Product/Company Name) 

(Category) 

(Key Customer Benefit) 

(Differentiator) 
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Positioning Statement Format – an example 

To:    Frequent Flyer Business Executive (Globetrotter persona)                            

             FlyRight                                                is the one 

                                   jet lag remedy    that 
      

allows you to stay healthy through the flight and arrive at your destination 
feeling as invigorated as when you left so you can get right to work 

 unlike sleeping pills and caffeinated drinks that provide  
           temporary relief, but take a huge toll on productivity later on

       

(One Target/Persona Type) 

(Product/Company Name) 

(Category) 

(Key Customer Benefit) 

(Differentiator) 
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Some questions to ask 

  Why did we build this?   

  What’s the persona’s perception of us? 

  How have they coped without our product/service? 

  What does the competition offer?  How are they 
perceived? 

  What do we believe are the competition’s 
weaknesses? What are their strengths? 

  What value do we really bring to the table? 

  What are our “firsts, bests, and onlys”? 



2013 © KickStart Alliance 
http://marketinghighground.wordpress.com 8 

Table of Contents 

  The Marketing High Ground 
  Of Positioning Statements & Value Propositions 
  Introducing the Positioning Statement 
  Line 1: Target Segmentation & The Persona 
  Lines 2 & 3: Names and Categories 
  Line 4: Reaching the Prospect with a Good Key Benefit 
  Line 5: Competitive Differentiation – Why Should I Buy from 

You? 
  Positioning Statements in Action 
  Tips for Leading the Positioning Statement Exercise 



2013 © KickStart Alliance 
http://marketinghighground.wordpress.com 9 

Click on these other books for B2B marketers 

Mike Gospe 
KickStart Alliance 

mikeg@kickstartall.com 
http://www.kickstartall.com 

Join me on LinkedIn: mikegospe 
Follow me on Twitter: mikegospe 

Positioning 
   Lead Generation 
      Sales Readiness  

http://astore.amazon.com/kickalli-20 


