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Constructing the Brand Concept

Positioning



Targeting

Select the most attractive segments to 

focus your marketing on.

Step 2

Segmentation

Divide Market into distinct groups of 

people or segments.

Step 1

Positioning

Determine how to position your 

product/ service for each target 

segment.

Step 3

STP MARKETING MODEL



BRAND LADDER

Emotional Benefit

How does it make me feel?

Functional Benefit

What will I get?

Attributes

What are your unique product/ service features?

Open Happiness (Present)

The sign of good taste (1957)

America’s Favorite Moment (1937)

Delicious & Refreshing (1904)

Social Benefit

How does it change society?

Transformational Benefit

How does it change my life?

WHY
BUY ME

WHAT
I AM



BRAND LADDER

Works Better

Saves you money

Makes you smarter Simplifies your life

Sensory Appeal

Stay Connected

Keeps you healthier

Helps your family

Experience

Emotional BenefitFunctional Benefit

Feel Optimistic

Get Noticed

Curious for knowledge
Be Myself

Stay in-control
Feel Liked Feel Free

Feel Comfortable





Brand Concept

Insight

The Offer

The Benefit

Reason to Believe

Tag Line

I wish I could fine nutritious snacks that my kids also find tasty

Spreadable Cheese Wedges made of real cheese

Snacks that are healthy yet tasty

Contain 2 gms of protein and are a good source of Vit A& D 

Because its better to Laugh



Ideal Positioning

Compelling to 
the Consumer

Different from 
Competition

Uniquely 
Deliverable



POSITIONING

Consumer Based

Competitor Based

Benefit

Price

Attribute

Prestige

Category Based
More Convenient

Less 

Convenient

Less 

Expensive

More 

Expensive

Competitor 1

Competitor 4

Competitor 2
Competitor 3



POSITIONING

High 

Quality

Low 

Quality

High Price
Low

Price

“All of the world is a 2 by 2 grid !!”



POSITIONING THAT WORKS
“Find the only Positioning that your Competition can’t 

own!”



Thank You !


