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Positioning

% ' & ()*

<= [ JNIVERSITY

3lINIE RGINIA

DARDEN SCHOOL OF BUSINESS
MBA FOR EXECUTIVES




Elements of a positioning statement

Among target market : X , IS the brand of

frame of reference * that point of difference

because evidence

Within the frame of reference your product/service must meet certain customer requirements
(“points of parity”) to be perceived as a legitimate player within the frame .

Kevin Lane Keller, Strategic Brand Management, Prentice Hall, 2004
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Brand Equity

1

Brand Perceived Brand Brand
Awareness Quiality Associations Loyalty
22 [ INIVERSITY Source: David A. Aaker and Erich Joachimsthaler, Brand
AllE RGINIA Leadership, Free Press, 2000. See also, Building Strong
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General Management

Perspective

Your
EMBA
Program
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EMBA
Program of the
Person Sitting
Next to You
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End Benefit (Values)
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Consumer Benefit
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Product Benefit
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Feature




End Benefit (Values)

1]

Consumer Benefit

)

Product Benefit

)

Feature

Good parent/protector

1]

Safety

)

Road-Gripping ability

]

Structure of the tires




End Benefit (Values)

1]

Consumer Benefit

)

Product Benefit

)

Feature

Social Facilitator/Good Mom

1]

Irresistable

)

A Chip in Every Bite

)

1000 Chips in Every Bag
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Brand Strength
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Differentiation

Relevance

Brand Stature
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Knowledge

Esteem
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For more information and a link to a Y&R white paper,
go to www.yr.com/knowledge
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Stage
Experiences
Deliver
Make
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Market Premium
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