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2.2 Concept Explorer System

2.2.1

1.

Position — Highlight emphasize and communicate particular as-

pects of a brand to target consumers.

Specifically positioning is a unique configuration of the marketing

mix  product price distribution marketing communications

In other words the manner in which a marketing manager empha-
sizes or de emphasizes certain elements of the marketing mix is in essence

positioning. If  for example the marketing manager thinks that the
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success of the marketing program depends on competing with price then

the marketing strategy is pricebased .

2.
Three Major Marketing Strategies
1 Differentiation
2 Cost Leadership
3 Focus
2.2.2

The Differentiation Strategy and Corresponding Tactics

The differentiation strategy asserts that marketing per formance can
be enhanced if the product is unique in the industry along some dimension

widely valued by consumers .

Uniqueness may be based on product e.g. product design ser-

vice  price e.g. price connoting status and prestige distribution
e. g. excellent customer service available at each distributor and
marketing communications e. g. the product is associated with a

celebrity spokesperson

Each positioning technique reflects a specific emphasis on selected ele-
ments of the marketing mix  product price distribution marketing
communication . Therefore we’ll group the wvarious positioning tech-
niques according to the element of marketing mix most emphasized. The
group is as follows

1.

Positioning strategies emphasizing the product
1
Positioning by product class
2
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Positioning by product attribute

3

Positioning by intangible factor

4

Positioning by competitors

5

Positioning by country of origin
2.

Positioning tegies emphasizing price

Positioning by relative price
3.
Positioning strategies emphasizing distribution
1
Positioning by brand — distributor tie — ins
2
Positioning by distributor location
3
Positioning by distributor service
4.
Positioning strategies emphasizing marketing communication
1
Positioning by celebrity or spokesperson
2
Positioning by lifestyle or personality

2.2.3
1.
1
X
2
X
3
X

45 -



10

11

Positioning by Product Class

Some brands can be positioned at the product — class level .

The distinction between product category — product form  and
brand .

A product category is the highest level of abstraction of a given prod-

uct. For example we can talk about automobiles as a product category.

46 -



Within the product category there are wvarious product forms  for in-
stance cars can be differentiated as sports cars compact economy cars

pickups jeeps wvans minivans and so on. All these are forms of the
automobile . Within a product form there are product brands. Thus in

relation to vans we may have a Ford van a Chrysler van and so on .

Product — class associations means connecting the brand to a particu-

lar benefit related to either the product form or the category itself .

“ ”

For example 77— Up soft drink positioned itself as the logical alter-
native to thé colas” but with better taste. Because of the ad campaign 7

— Up became known as the' uncola.”

The major marketing mix element used to implement the positioning
— by — product class strategy is the product element .
3.

How to implement the positioning — by — product class strategy

Conduct product research to identify the extent to which most of the

target consumers are satisfied or dissatisfied with their current product .

@

If the majority of the target consumers are dissatisfied with their cur-

rent product the next step is to determine why and in what situations .

®

If the majority of the target consumers are dissatisfied with their cur-
rent product the marketer should determine the new product opportuni-

ties .

Communicate selected situations reflecting dissatisfaction with the

current product or satisfaction with the new product .
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4.
Positioning by Product Attribute

The most popular of all brand positioning strategies is the product at-
tribute. Here the marketer attempts to link certain important product
Sfeatures to the brand in question. These product features are concrete and
specific  for example Crest toothpaste is associated with fluoride
Hewlett — Packard Laser Jet printers are associated with excellent resolu-

tion on computer printouts .

The major marketing mix element used to implement the positioning
— by — product — attribute strategy is the product element .
5.
How to implement the positioning — by — product — attribute strategy
1
Conduct product research to ascertain the most effective product at-

tribute s

2

Work with the firm's product engineers to redesign the product make
the selected product attribute central to the product. Or perhaps the mar-

keter can display that attribute on the product itself and or the package .
3

Communicate to the target consumers the fact that the brand has the
desired product attribute .
6.

Positioning by Intangible Factor
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An intangible factor is a general attribute that serves to capture a host
of important attributes. In contrast to product attributes which are con-
crete and objective intangible factors are abstract and subjective. For ex-
ample product quality technological leadership and value are all in-
tangibles. Ford has an on — going ad campaign focusing on" quality.”
Not much is said about particular car models. The marketing communi-
cations manager here is trying to associate

Ford automobiles with high quality across all car makes and models .

Consider the following study that demonstrated the power of an in-
tangible attribute. Subject were shown two camera brands they were told
that one was more technically sophisticated and the other was easier to use .
However detailed information provided to the subjects clearly showed
that the easier — to — use brand had the superior technology. After a couple
of days the subjects did not remember much of the detailed information
they merely recalled how the brands were presented — easy — to — use ver-
sus technically sophisticated . Although the easy — to — use brand that was
presented to them as* more technically sophisticated” as the brand with

higher technology .

This study shows that consumers rely on intangible attributes not de-

tailed specifications about the brand to store brand information in memo-

ry.

The major marketing mix element used to implement the positioning
— by — product — attribute strategy is the product element .
7.
How to implement the positioning — by — intangible — factor strategy

Conduct product research to identify the products strengths and asso-
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ciated intangible factors. For example a thorough product analysis may
reveal several strengths perhaps one of them is found to be technological
innovation  the intangible factor that can be used as a focus of a market-

g communications campaign .

2

Communicate to the target consumers the fact that the brand has the
intangible factor since the results of product research show that the intan-
gible factor may play a salient role in the purchase decision .

8.

Positioning by Competitor

Some brands are positioned in direct association with leading com-
petitor brands. This is usually done when the leading competitor has a
well — established image in the minds of the target consumers. Here a
brand follower tries to capitalize on this well — established image by an-
choring its brand next to the well — established brand in the minds of the

target consumers .

Claiming better performance than the leading brand may result in
consumers making positive inferences about the brand. The widely cited
example of Avis” We're number two we try harder " is the epitome of

this positioning strategy.

The major marketing mix element used to implement the positioning
— by — competitor strategy is the product element .
9.

How to implement the positioning — by — competitor strategy

Conduct product research to ascertain consumer’s perception of the

product’s strengths and weaknesses in relation to selected competitors
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preferably the leading competitors .
2
Work with the firm's product engineers to correct noted product weak-
nesses and enhance strengths .
3
Set prices that are likely to be perceived by target consumers as more
appealing than those of competitors .
4
Distribute the product using the same channels as the leading brands .

5

Communicate to target consumers information concerning strengths
and or information showing how weaknesses are being addressed to satisfy
customers .

10.

Positioning by Country of Origin

Certain countries are known for producing certain high — quality
products. For example Japan is associated with high — quality automo-
biles and electronic gadgets France is associated with highquality per-
fumes and fashion Italy is associated with high — quality shoes and
leather goods Germany is associated with high — quality beer and auto-

mobiles and Russia is associated with high — quality vodka .

“ ”

Many' country — of — origin” studies have documented that the ef-
fectiveness of brand positioning by certain countries. However it should
be noted that consumers’ reactions to imports could vary considerably. In
general  people tend to rate products from industrialized countries more

Sfavorably than those from developing countries .
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Recent evidence suggests that country — of — origin information serves
to stimulate consumers” interest in the product. Consumers thus do
more thinking about products in which country — of — origin information
is presented and evaluate them more carefully than when such information

is not presented .

The marketing mix element used to implement the positioning — by —
country geographic — area strategy is the product element .
11.
How to implement the positioning — by — country geographic —

area strategy

Conduct product research to ascertain consumers’ perception of prod-
uct quality as a direct function of manufacturing the product in selected
countries and identify countries that are perceived to generally produce a

quality product .
2

If the product is then manufactured in countries to which target con-
sumers attribute product quality then the marketer should communicate
to target consumers the fact that the product is manufactured in the desig-
nated country .

12.

Positioning by Relative Price

A brand can be positioned in terms of relative price — that is its
price compared to the price of other product brands. Many products have
brands that are perceived along a price quality hierarchy with certain
brands of lower price quality others with midrange price quality and

still others of higher price quality.

Marketing communications managers choose to position their product
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at the higher end of the price dimension to connote high quality.

The marketing mix element used to implement the positioning — by —
relative price strategy is the price element .
13.
How to implement the positioning — by — relative price strategy
1
Conduct research to ascertain if price is associated with quality.
2
Set a price level that would be associated with the desirable level of
quality.
3
Communicate to target consumers the price level and corresponding
quality .
14.
Positioning by Brand — Distributor Tie — In

This positioning strategy asserts that marketing success is likely to be
assured by creating a brand association with a credible and reputable dis-

tributor .

For example Sears has a good reputation in kitchen and laundry
appliances. A new manufacturer of washing machines may strike a deal
with Sears to carry its product line. Based on this deal the new washing

machine can be ef fectively positioned by associating it with Sears .

The marketing mix element used to implement the Positioning by
Brand — Distributor Tie — In strategy is the distribution element .
15.
How to implement the positioning — by — Brand — Distributor
Tie — In strategy
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Conduct research to identify all possible distributors if you are a
manufacturer. Manufacturers should contact these distributors and ascer-
tain the possibility of doing business with them and select a set of distribu-
tors that have better of fers.

2

Now focus on this set of optional distributors or manufacturers. Ad-
minister a consumer survey to measure the image favorableness of each dis-
tributor .

3

Based on the image research — select a distributor with the most favor-

able image and create the tie — in with that distributor .
4

Emphasize and highlight the brand — distributor tie — in to target
consumers .

16.

Positioning by Distributor Location

“ ”

This positioning strategy posits that' location location location” is
a very important decision criterion in purchase. Therefore showing con-
sumers how to access the product in the most convenient way is likely to im-

prove marketing per formance .

For example the marketing success of most fast — food restaurants
and motels depends on their location. Similarly location is significant

for hospitals and health clinics .

The marketing mix element used to implement the Positioning by dis-
tributor location strategy is the distribution element .
17.
How to implement the positioning — by — Distributor —

Location Strategy

First  find out how your product product class or related products
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s usually distributed .
2

Conduct research to ascertain the shopping habits of the target market
in relation to the product in question .

3

Based on this research  select a distributor based on location and con-
venience to target consumers .
4
Inform target consumers how to access the product and stress the con-
venience of the distribution access .
18.
Positioning by Distributor” Service Ability

This position strategy focuses on providing customer service at the dis-
tributor level . The strength of a manufacturing firm may lie in provid-
ing excellent customer service through its dealership network .

Acura

Many department stores tend to position themselves as providing ex-
cellent customer service. The Acura automobile positions itself on customer
service and satisfaction. The focus is to serve the customer the best way
possible at the retail level . Most product manufacturers that realize the
importance of a distributor’s ability to serve customers have their own chan-

nels of distribution .

The marketing mix element used to implement the Positioning by dis-
tributor’s service ability strategy is the distribution element .
19.
How to implement the positioning — by — Distributor’s service

ability strategy
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Conduct a consumer survey of the target market to determine the rela-
tive importance of distributor’s service ability as a purchase and or repeat

purchase criterion .

2

Given that the distributor’s service ability is found to be a very impor-
tant criterion study different ideal customer service programs housed at
the retail level . Then select the program that best matches the requirements
and conditions of your distributors.

3
Collaborate with the managers of the distribution outlets to set up the

selected customer service program .

4

Communicate target consumers the message that customers are entitled
to the best service possible and that the distributors can best serve their
needs .

20.

Positioning by Celebrity Person

A brand can be associated with a celebrity. Usually certain celebrities
are perceived by the public as having certain personalities. The marketer
can benefit from the celebritys personality and the cognitive and emotional
responses the celebrity may elicit from the public. Marketing communica-
tions managers want some positive responses to. spill over” to the brand .

“ " “ Air Jor-

dans

For example <when Nike developed the" pump” basketball shoes
called Air Jordan basketball shoes having pressurized — gas pockets in the
soles as a cushioning feature  they used Michael Jordan — basketball
celebrity . This brand was a smashing success and its success was directly

attributable to the association with Michael Jordan . Perhaps people felt
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that if they wore the shoes they could jump as high as Jordan . Perhaps the

brand association was with Jordan's happy and friendly personality.

The marketing mix element used to implement the Positioning by
Celebrity Person strategy is the marketing communication element .
21.
How to implement the positioning — by — Celebrity Person strategy

Conduct marketing Communications research to identify celebrities or
spokespersons who have images matching the product and the self — concept

of the target consumers .

2

Determine which media categories and vehicles are associated with the

selected celebrity or spokesperson image .

3

Develop messages with selected celebrities or spokespersons and place
these messages in media categories and vehicles that are associated with each
celebrity’s or spokesperson’s image .

22.

Positioning by Lifestyle Personality

Ower time brands develop their own" personalities.”

Betty Crocker Betty

Crocker

Consider the Betty Crocker personality. Research has shown that most
women perceive Betty Crocker brands as honest dependable friendly con-
cerned about consumers an expert in baked goods time — tested and tra-

ditional .

Also research has shown that Coke has a strong all — American all —

around image . Pepsi’s personality on the other hand is exciting innova-

57 -



tive fast — growing and somewhat brash and pushy.

The personality symbol of Cover Girl make — up is a magazine cover
girl. The image of Cover Girl make — up is that of a young wholesome

and very attractive model .

The marketing mix element used to implement the positioning by
Lifestyle personality strategy is the marketing communication element .
23.
How to implement the positioning — by — Lifestyle Personality stra-
legy

Conduct marketing Communications research to identify lifestyles or
personalities that have desired images that can be injected into the product
establish its unique identity.

2

Select the most effective lifestyle or personality. Determine which me-
dia categories and vehicles are associated with the selected lifestyle or per-
sonality. How do marketers select lifestyle or personality symbols for their
products  For example how was the Cover Girl personality established
Such product personalities usually occur by focusing on an icon or symbol
having certain cultural connotations that can be' injected” into the prod-
uct . The Cover Girl symbol is seen as the epitome of youth good looks and
a‘ flirty” personality. This lifestyle personality of Cover Girl makeup is
selected as a direct function of what may appeal to the target consumers —
young women who cherish good looks — because it idealizes models as glam-

orous women who are admired by society .

3
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Develop messages with selected lifestyle or personality and place these

messages in media categories and vehicles that are associated with each

lifestyle or personality symbols .

2.2.4
The Cost Leadership Strategy and Corresponding Tac-

tics

In contrast to positioning by relative price many marketers position
by low price. Entire marketing communications campaigns are designed
around price reductions and promotional deals. Consumers react to price

reductions and promotional deals as a direct function of motivations .

The first motivation is related to stockpiling . Some customers who are
committed to the brand may decide to take advantage of the price discount
and stockpile . The second motivation is to receive an incentive for switch-
ing brands. Finally experimentation may be a motive. Consumers who
have not vyet consumed the product category may decide to try the product
by buying the brand with the reduced price as a way to reduce their risk in
the product . 1f they don't like the product they won't feel too bad since

they haven't invested much money in buying it .

The marketing mix element used to implement the positioning — by —

low — price strategy is the price element .

How to implement the positioning — by — low — price strategy

1

Conduct pricing research to ascertain the price level that would set the
firm’s brand apart from competitor brands and be perceived as a bargain

by most of target consumers .

2
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Set a price level that would be associated with the desirable level of
value said above .
3

Communicate to target consumers the price level and corresponding

value .
2.2.5
The Focus — related Strategies and
Corresponding Tactics
1.

A focus strategy entails tailoring every facet of the business to serve a
narrow market segment . By doing so focused — driven firms gain a com-

petilive advantage over competitor firms who try to be all things to all peo-

ple.

The focus here is on the customer not on the product price distribu-
tion or marketing communication. There are at least three positioning
strategies here

1

Positioning by Customer Benefit or Problem
2

Positioning by User or Customer Image

3

Positioning by Use or Application

4

Positioning by Customer Benefit or Problem

Customer benefits like intangible factors are product features that
can be characterized as abstract and subjective . However in contrast to in-

tangible factors these product features can be easily described in terms of
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how the product is used by the customer and what its value is to the cus-
tomer .
2.
How to implement the positioning — by — Customer — Benefit

or problem strategy

Conduct customer research to ascertain customer benefits or problems
commonly perceived in relation to the product and product purchase .

2

Work with the product price and or distribution to enhance prod-
uct attributes that are directly related to the customer benefit  or prob-

lem

Communicate to target consumers the most important customer bene-
fits related to the product or the way the product solves an important cus-
tomer problem

3.

Positioning by User or Customer

Marketer associates the brand with a particular kind of person who
typically uses the product . For example Nike shoes traditionally associates
its shoes with the serious athlete

4.

How to implement the positioning — by — User or customer strategy

Conduct pricing research to identify user images associated with the
product and determine which user images are most congruent with cus-
tomers self — concept actual self ideal self social self and or ideal so-
cial self . Select a user image that is most congruent with target customers

“self — concept . Determine which product accessories price level channels
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of distribution or retail outlets . and media categories and vehicles are asso-

clated with the selected user image .

2

Work closely with the product engineers to modify the product with
accessories that are symbolic of the selected user image .
3
Set a price consistent with the user image .
4
Distribute the product through channels and outlets that are associated

with the selected user image

5

Develop messages with selected user image and place these messages in

media categories and vehicles that are associated with user image .

Brands can be positioned by use or application too . Here the focus is on
how and when the consumer uses the product .

5.
How to implement the positioning — by — Use or application strategy

Conduct customer research to identify how and when the target cus-
tomers use or can use the product and determine which uses or applica-

tions are most appealing or significant to the customers.

2

Work closely with the product engineers to redesign the product to
make it highly conducive to one or more set of applications that are highly
appealing or significant to target customers.

3

Communicate to target consumers the most appealing situations
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